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gbstract

This study explores the major determinants of feedback on shopping satisfaction. This research
is essential to provide empirical evidence about the factors that can ensure customer satisfaction
and loyalty. By surveying respondents that are users of e-commerce website services, this study
uses the construct validity test using the Partial Least Square (PLS) method with SmartPLS
software application version 2.0. The results explain the visual involvement variable does not
correlate with customer satisfaction and loyalty. The interactivity website variable has a strong
relationship with customer satisfaction and loyalty. Therefore, customers need service
communication interactivity for service providers and merchants. This research contributes to
the development of consumer experience theory and online consumer experience.
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Introduction The starting point for the answer is

understanding what the user wants. For this

In recent years, the development of the
internet has led to commercial channels.
The electronic commerce (e-commerce)
market has a considerable number, where
distance and time are the advantages of e-
commerce. Currently, the target market is
more than 3,600 million users worldwide
and 123 million wusers in Indonesia
(Kominfo, 2019). This data explains that e-
commerce opportunities are almost
unlimited. Therefore, the company seeks to
improve competence and service quality.
The fundamental question is, how can
electronics companies get the best results.

Ehson, several studies have focused on
factors that influence the success of
electronic commerce websites through user
perspectiv@g)(e i. Gazzar and Mourad, 2012,
Karimov et al., 2011; Lee et al., 2016;
Scarpi et al., 2014 Verhagen and van Dolen,
2011). Several studies have identified web
design as a critical factor for developing
interfaces that both meet consumer needs.
Designs web is relevant for companies to
compete in the highly compghjive World
Wide Web (e.i.Abumalloh et al., 2020:
Nilashi et al., 2016; Rita et al., 2019).

a
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This study discusses the principal analysis
from the perspective of the marketing
discipline. This research pathway is
motivated by interface prosecution that
results in positive responses to users
(Hasanov and Khalid, 2015). Furthermore,
web design is ess@ffial for achieving
website satisfaction (Rita et al., 2019) or
increasing customer satisfaction and
customer loyalty (Abumalloh et al., 2020).

In the late nineties, academics and
practitioners agreed that the quality of
experience of electronic commerce
websites and retail stores was not much
different. Functionally, the two channels
facilitate the searching for products,
evaluations, and @ansactions (Teo and
Yeong, 2003). Therefore, the right
marketing  construction ~ will  affect
satisfaction and  customer loyalty.
Furthermore, E-Enjoyment (Sharma et al.,
2020), navigation and ease of use (Tandon
et al., 2016; Ladhari and Leclerc, 2013),
visual involvement (Tandon et al., 2016;
Ladhari and Leclerc, 201 3; Bressolles et al.
, 2014; Karimov et al., 2011), web
interactivity (Ladhari and Leclerc, 2013;
Gehrt et al., 2012), are essential factors that
influence the quality of surfing experiences
on e-commerce websites that have the
potential to impact customer satisfaction.

The rapid growth of e-commerce and the
importance of understanding customer
behavior in e-commerce, several
researchers deveffjed measurement models
and explained the quality of web site
experience (see, BIWZ$t al., 2015; Hasanov
and Khalid, 2015; Loiacono et al., 2007,
Parasuraman et al., 2005, Yoo and Donthu,
2001). However gF3e model for explaining
and predicting the relationship between
satisfaction @EJl loyalty has not yet
completed. Loiacono et al. (2007)
developed WebQual §2h 12 constructs and
36 statement items fromf@he technology
acceptance model (TAM). Yoo and Donthu
(2001), and developed the SiteQual scale
with nine elements in measuring reuse
intention. However, this model is not a

critical antecedent in customer satisfaction
and loyalty.

Customer safisfaction and loyalty are
paramount in diagnosing service quality by
Marketers. Therefore this study seeks to
identifty and test the main factors that
influence constructioff in an online
shopping environment. This study also aims
to explain and measure the construct in
practical use as feedback on online
shopping satisfaction.

Literatur Review

Satisfaction is a positive emotion that
comes fronfhe customer's experience at the
company (Oliver, 1999). The concept of
satisfaction is following the principles
where rewards cause repetitive behavior. In
the marketing context, when customers get
a satisfying purchasing experience,
customers are interested in returning to the
same vendor to make repeat purchases
(Anderson & Sullivan, 1993).

Satisfaction@Zlrust, intention to revisit,
repurchase intention and loyalty have all
been identified as a result of the positive
experience of customers (Kleinberger et al.,
2007; Oliver, 1999; Verhoef et al ., 2009), so
that customer experience is considered
necessary in the field of research (Homburg
et al., 2017) Focus on customer experience
is the best value for organizations to have
profit competitiveness, moving beyond
assessing service quality (Verhoef et al.,
2009).

Based on the traditional service quality
scale (SERVQUAL) (Parasuraman et al.,
1985), Yoo and Donthu (2001) developed
the SITEQUAL scale to evaluate service
quality from onlig} retailer websites. The
dimensions of the SITEQUAL scale include
ease of use, aesthetic design, processing
speed, and safety. However, SITEQUAL
does not providke a comprehensive
evaluation of the website (Parasuraman et
al., 2005). On the other hand, Zeithaml et al.
(2001) developed an e-SERVQUAL
measure and identified 11 dimensions of
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service quality such as access, ease of

navigation, efficiency, flexibility,
reliability, personalization, security
(privacy),  responsiveness,  assurance

(trust), site aesthetics, and price knowledge.
Using customer and website interview
designers, Loiacono et al. (2002) developed
a WebQual instrument consisting of 12
dimensions: disk fit information,
interactivity, trust, response time, ease of
understanding, intuitive operation, visual
appeal, innovation, flow (emotional
appeal),  consistent image, online
completeness and better than alternative
channel. The development of the
SITEQUAL scale model Yoo and Donthu
(2001) and WebQual Loiacono (2002) do
not yet represent an essential antecedent in
shaping customer satisfaction and loyalty.
Pandey and Chawla (2018) develop the
functional and psychological dimensions of
online consumer experience (OCE) towards
customer satisfaction and loyalty. The
functional and psychological psychology
model developed from the Klaus (2013)
model, where the functional dimensions of
B)CE are technical attributes on websites
such as usability, communication, social
presence,  product  presence, and
interactivity. Meanwhile, the psychological
dimension of OCE is the composition of
trust, value for money and context
familiarity (e-enjoyment). Therefore, the
model in this study adopts and validates the
functional and psychological psychology
model, which consists of e-enjoyment,
navigation, and easy access, visual
engagement, website interactivity towards
customer satisfaction, and loyalty.

Hypothesis Development

E-Enjoyment

E-enjoyment is one of the critical factors
that influence customer attitudes and
behavior in the context of online ghopping
(Kim et al., 2007). Online shopping
provides an opportunity for customers to
avoid physical contact and emotional

hassles while shofding. Online shopping
can also produce utilitarian and hedonic
benefits (Srinivasan, 2015; Koufaris, 2002).
This method allows customers to get easy
access to various shopping media with
shorter time and @ffort and can increase
customer security (Gehrt et al., 2012; Tong,
2010; Kim and Niehm, 2009). Shopgig
behavior that is driven by pleasure will lead
to higher levels of satisfaction and loyalty
(Scarpi et al., 2014).

The previous study has shown a positive
relationship  between perceptions of
pleasure and onliff§) shopping attitudes, as
well as customer emotions and satisfaction
with the company (Verhagen and van
Dolen,2011EEke et al., 2016). Furthermore,
the level of customer satisfaction will lead
to the level of customer loyalty to the
@mpany (Pandey and Chawla, 2018).
Based on this relationship, the research
hypothesis is proposed as follows:

HI: E-Enjoyment has a positive impact on
website satisfaction and loyalty

Navigation and Ease of Use

Website navigation is an effential
component of web experience. In the
context of e-commerce, the use of
technology refers to the comfort of
consumers browsing websites and finding
products. This process can provide benefits
felt by customers while shopping online. It
is an experience that can increase the
likelihood of customers making repurchases
(Ladhari an@) Leclerc, 2013). Thus, this
process will lead to higher online shopping
satisfaction and intention (Ha and Stoel,
2012; Tong, 2010).
()
Customer perceptions about website
navigation and satisfaction with website
performance have a positive correlation
and Donthu, 2001). Furthermore,
Huizingh and Hoekstra (2003) found that
navigation has a direct influence on changes
in consumer attitudes towards websites.
Therefore, this study proposes that the
perception of navigation has a positive
correlation on satisfaction with the website
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experience, which leads to the second
hypothesis in this study.

Hypothesis 2: The ease of use of navigation
correlates with satisfaction Customers and
customer loyalty.

Visual Engagement

Today, internet technology allows online
retailers not only to sell products and
services online but also to customize online
websites  for satiified customers
(Vrechopoulos, 2010). Conventionally, the
term atmosphere is used to describe space
and store design. Meanwhile, the term is
currently also used in an electronic
commerce environment to define the layout
and design of online websites (Abbott et al.,
2000). Some researchers further asserted
that using marketing elements in website
design proved to be quite useful in gaining
competitive advantage (Baloglu and
Pekcan, 2006; Caballero-Luque et al., 2010;
El Gazzar & Mourad, 2012).

Karimov et al. (2011) developed a general
classification scheme for website design,
such as visual desif#h, content design, and
social cues design. Website aesthetics such
as a well-organized layout and animated
presentations that show products in detail
are essential in encouraging positive
customer associations towards the website
(Wang et al., 2010). Therefore, the technical
and aesthetic performance of the website
encourages consumer evaluation of the
performance of the website, and consumer
perceptions about the performance of the
website are the driving factors for the
importance of the satisfaction of the website
experience. Based on the above review, the
hypotheses tested in this study are:
Hypothesis 3: Visual Attraction 1is
positively  correlated with  customer
satisfaction

Web Interactivity

The interactivity discussed in this study is
rooted in the study of machine interactivity,

namely interactions in online shopping that
5

2

are gediated by the internet (Sicilia et al.,
2005; Steuer, 1992). Understanding this
concept does not imply that online buyers
only interact with technology, but buyers
@hd sellers interact through internet media.
Xu and Sundar (2016) explain that
interactivity is the ability of an interface to
allow customers to access content through a
variety of different interactive features. An
important point in this definition is that
online shopping companies facilitate
customers with content that allows sellers
and buyers to communicate digitally, as
&1l as creating a trade-off between the two
(Jiang et al., 2010; Xu and Sundar, 2016).
Empirical evidence also supports the idea of
interactivity having a large influence on
perception. For example, Cyr et al. (2009)
found that interactivity affects customer
perceptions about efficiency, effectiveness,
trustworthiness, and enjoyment of the
information provided. Jiang et al. (2010)
found that website interactivity leads to
greater customer involvement and increased
purchase intention. Signals that trigger
positive cognitive or emotional perceptions
of customers more than that might be
considered reliable information. However,
signals that fail to produce positive
cognitive or emotional Jerception are
considered unreliable. Therefore, the
interactivity feature of a quality signal
might influence the perception of a reliable
signal.

Website informativeness refers to relevant,
detailed and accurate information about
product features, prices, policies, and so on
(Bressolles et al., 2014). Buyers prefer
websites to provide relevant and updated
information if it allows them to make
decisions, especially when shopping online
that doesn't allow customers to test and
physically shape their products (Bansal &
Chen, 2011). Website informativeness in
terms of product information, prices and
promotions @Jhave  been  identified
empirically as an important driver of
clectronic satffjfaction and loyalty (Ganguly
et al., 2010). Based on this relationship, the
research hypothesis is proposed as follows:
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H4: Website interactivity has a positive
impact on website satisfaction and loyalty

eSatisfaction and eLoyality

By identifying the attributes that comprise
the user experience during surfing and
shopping on ele@ronic commerce websites.
This study will explore the impact of these
variables on the consequences of customer
behavior, and test whether the user
experience on the website is satisfactory. In
@ldition, this research explains and predicts
consumer behavior towards electronic
commerce websites in the future. The
emphasis is on the perception of experience
using electronic @mmerce websites, this
research focuses on attitudes towards the
website itself and not the intention of
consumers to conduct financial
transactions.

Bansal et al (2004) prove a strong
correlation between website performance
satisfactioffjand intention to re-visit the
website. This helps validate existing
theoretical beliefs about how satisfied
customers are to revisit in the future, and
dissatisfied customers are more likely to go
and look for alternative web sites (Anderson
and Srinavasan 2003). A more recent study
by Loiacano et al (2007) found further
evidence that satisfaction with website
performance has a positive correlation with
online customers' intef@bn to revisit. Based
on the above review, the hypotheses tested
in this study are:

HS5: Satisfaction Has a positive correlation
on website loyalty

Method

a

This research uses quantitative methods
with a type of explanatory research
conducted using surveys by taking samples
directly from the population. Explanatory
research is research based on a theory or
(@pothesis o test a phenomenon.
Explanatory research is a study of the
relationship between two or more variables
which further explain the phenomena that
occur. J@Eging from the problems
examined, this study is a causality study that
aims to analyze the relationship and
influence of causation from two or more
phenomena (Hair et al., 2006). This
research is assisted with a statistic@est tool
as a deductive approach that aims to test the
research hypothesis.

The population in this study is online
shopping website users such as Bukalagjk,
Tokopedia, Shopee, Lazada, and JD.id. The
purposive sampling approach is considered
the most appropriate sampling method for
this study, given that this technique allows
researchers to obtain accurate and reliable
information. This technique also allows
researchers to select respondents who have
experience in online shopping websites
(Denzin and Lincoln, 2005).

This study uses primary data types and
sources obtained directly from the research
object in the form of questionnaires. Data
collection in this study was carried out by
distributing questionnaires online to all
respondents, during June-August 2019.
During the three months of data collection,
the total questionnaires filled out and
returned were 203. This number represented
the respondent level of 97 percent. only 194
respondents were declared valid for
statistical analysis (see Table 1).

Asia-Pacific Management and Business Application, 9, 2 (2020): 123-136
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Table 1. Respondent Characteristics

Variable Category Frequency %
Gender Man 108 55
Women 86 44
Age Below 20 74 38
20-24 59 30
25-29 45 23
30-34 12 6
35-40 4 2
Education High School/Vocational School 91 47
Diploma 17 9
Graduate 83 43
Master 3 2
Profession Collage 86 44
Civil Servants/ Private 77 40
Freelancer 8 4
Entrepreneur 21 11
Housewife 2 |
Experience of using online 1-2 37 19
website in the last 3 months
2-3 22 11
34 72 37
5-6 51 26
above 8 12 6
Source: Data Primer, 2020
The sample provides an overview of consistency, indicator reliability,

gender, age, education, occupation, and
shopping website experience from over the
past three months. Based on age
respondents, most of them are in the age
range under 20 years. The data explains that
most respondents are the digital generation,
so the general finding in this study is a
groups who are skilled with technology and
the internet (Dwiggins-Beeler, 2014).
Therefore, it is expected that respondents
can represent this research, as well as their
experience in using an online shopping
sites.

Result

?0 be able to establish that the theory is in
accordance with the sample data, the
construct validity and reliability measured
Ehn be confirmed. The reflective model is
used to measure construct related
parameters. The PLS algorithm is
calculated to test steps including composite
reliability to assess the reliability of internal

convergent validity, AVE and discriminant
validity (Hair et al., 2014) (Table 2).

Based on internal consistency reliability,
composite reliability values must be greater
than 0.708 in order to be accepted.
Convergent validity is defined as the degree
of a positive correlation between alternative
measures of a construct.

Eflective construct indicators show that
AVE must be greater than 0.50 or higher to
show the construct's ability to explain more
than halfgjthe variation of the indicator.
Table 2 also presents figures of internal
@liability that are higher than 0.7 for all
Edtent variables measured. The AVE value
as an evaluation criterion is used to assess
convergent validity. The construct value
registered with AVE is above 0.50.

Based on the outcome of the PLS
EEBasurement model in Table [, the
empirical model tested in this research has

Asia-Pacific Management and Business Application, 9. 2 (2020): 123-136
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fulfilled the criteria of wvalidity and
reliability Elest. Result of composite
reliability greater than 0.708. Reflective
construct indicators show that AVE is
higher than the recommended thresh§ld
0.50 or greater which indicates the
construct's ability to explain mcf§ than half
of the indicator variation. The square root
AVE of each latent variable is greater than
the highest correlation with offer
constructs. This, in summary, shows that
the theory fits the sample data, confirming
the validity and reliability of the construct
being measured. Based on the results of the
PLS model measurements in Table 3, the
empirical The model tested in this study has

fulfilled the validity and reliability of test
criteria.

e

The results on the assessment of the
relationship between structural models
show that a number of path coefficients
recorded relatively small values. A
complete bootstrap procedure is carried out
to confirn@he importance of construction
following the Thumb Rules. The minimum
recommended number of bootstrap samples
adopted is 5,000. For two-tailed tests,
significant values of 1.65, 1.96 and 2.57
were considered satisfactory at a probability
error rate of 10, 5 and 1 percent,
respectively.

Table 2. Validity and Reliability

Cronbach’s Composite

Alpha** Rho_A R Square o bk oyer  AVE*
e-E 0.976 0979 0.984 0.953
NT 0.757 0732 0.757 0.732
VE 0.873 0.884 0.925 0.805
WI 1.000 1.000 1.000 1.000
CS 0.928 0929 0.702 0.954 0.875

ECL 0.8994 0.895 0.761 0926 0.758

Source: Data Proces (2020)
Note: *Valid if AVE >0.5

**Reliabel if Composite Reliability or Cronbach's alpha = 0.6

3

For gis study, the path coefficient with a
probability level of 5 percent was
considered statistically significant. As
already shown in the structural model, the
path coetticient represents the hypothesized
relationship between latent variables. The
results of the analysis for the level of
significance of the structural model path
coefficients as presented in Table 3. show
EBht the visual engagement variable does not
have a positive correlation with the
customer e-satisfaction and customer e-
loyalty variables. Meanwhile, e-enjoyment,
navigation, and interactive website
@Hriables have a positive correlation with
customer e-satisfaction and customer e-
loyalty variables.

Discussion

This study adapts, expands Efld validates
OCE theory and web quality in the context
of electronic commerce in Indonesia. The
findings in this study contradict some
previous studies (Pandey and Chaw}g)
2018). Visual engagement is considered as
an important variable in increasing
customer satisfaction and loyalty. In this
case, the respondent considers that the
current appearance, image, color, and
design aspects on the electronic commerce
website need to be improved. The business
model offfflectronic trading companies in
principle is to bring together sellers and end
buyers. Thus, the visual aspects of the
product are the responsibility of the final
seller. This factor is one of the reasons that
respondents doubt the level of image quality
and the professionalism of the display

Asia-Pacific Management and Business Application, 9, 2 (2020): 123-136
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presented by the final seller. There is one
term that, products received by customers
sometimes do not match the images shown.
Therefore, electronic trading companies
need to pay attention to visual factors that
enable the creation of low switching costs
for customers.

Furthermore, e-enjoyment has a positive
impact on satisfaction (Scarpi et al., 2014,
Gehrt et al., 2012). E-enjoyment can be
improved by the diversity of types of
products available, especially those
products not available on the offline market.
Customers will enjoy online shopping
driven by various brands on online websites
(Faqih, 2016).

The interactivity variable has a positive
impact on satisfaction, which corroborat@g)
the results of previous studies (Ganguly et

al., 2010; Jiang et al., 2010; Ha and Stoel,

2012). Respondents explained that aspects
that were adjusted to the needs would
reduce the desire to move to other websites.
In addition, to facilitate customers who
want certainty over a product. Customers
need to be given space to interact directly
with sellers. In addition, online chat features
can be considered to increase social
involvement in online shopping.

The presence of social features can help
customers to actualize themselves to others,
and help to find out the latest trends through
cross-community interaction (Park and
Cho, 2012). This fea@lre can also help
customers to interact and discuss issues
such as product details, orders, returns and
recomm@@dations according to customer
needs. Therefore, communication and
feedback mechanisms at all stages of the
purchasing process need to be improved

(Ganesh et al., 2010; Park & Cho, 2012).

Tabel 3. Hypothesis Test

Original Sample Standard T P Sig.
Sample Mean (M) Deviation Statistic  Values
(0) (STDEV)
eE>CS -0.102 -0.092 0041 2092 0.037 Supported
WI>CS 0.865 0.865 0.026 43.229 0.000 Supported
VE>CS 0.000 -0.003 0042 0.005 0.996 Not
Supported
NT>CS 0.110 0.104 0046 2.020 0.044 Supported
CS>CE 0.838 0.836 0026 32.829 0.000 Supported
eE>CS>CE -0.086 -0.077 0.020 2.096 0.037 Supported
WI>CS>CE 0.725 0.723 0.050 28.387 0.000 Supported
VE>CS>CE 0.000 -0.002 0054 0.005 0.996 Not
Supported
NT>CS>CE 0.092 0.087 0.046 2.026 0.043 Supported

Source: Data Process (2020)

Conclusion

Websites and E-commerce services can
collectively manage application
@3nmunications to connect online systems,
business partners and customers in a cost-
effective manner through the Internet.
Emerging web service standards and
technologies  allow  individ@lls and
companies to provide various e-business

#hctions and services through the web to
Pintegrated by internal business processes
or with trading partners. Web services will
change the way businesses design their
lications to serve, integrate with other
business entities, manage business process
workflows, and carry out e-business
transactions.
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Research opportunities investigating web
services and e-commerce are beneficial and
important for academics and practitioners
The main significance of this research is the
conceptualization of e-commerce website
effectiveness  for  user  satisfaction.
However, the performance of e-commerce
websites seems to be a concept that cannot
be captured in a single measure but must be
treated as a multidimensional phenomenon.
A limitation of previous work is that the
literature in this field g3hits discussion from
the perspective of online consumers as
evaluators. The assessment is carried out on
an e-commerce @ebsite with the system's
appearance as a product. The quality of e-
commerce websites is an important factor in
attracting potential consumers, encouraging
first-time purchases, and maintaining repeat
purchases. It has been emphasized that the
quality of electronic commerce websites is
an important component for consumers in
choosing the most preferred websites which
ultimately results in more revenue for
service providers.

Limitation and Future Research

This study refers to the general context of
digital websites in Indonesia. Therefore,
further research can explore more deeply on
one particular research object. The
development of smartphone users and
mobile applications, especially in the
millennial generation can be a suggestion
for further research. To develop research,
the reggglrch framework can be expanded to
cover the impact of cellular technology on
the online shopping experience. In addition,
differences in character and motivation
between men and women become very
interesting in subsequent studies, where
factors of gender, age, and experience can
moderate @Bhe relationships  between
variables. Our consideration for future
research areas can be to validate quality
elements from various perspectives.

Notes on Contributors

Effed Darta is an Associate Professor. He
has written article on a variety of topics in
the customer satisfaction andifyality, and
online shopping behavior suc as, deploying
marketing indicators to ensure greater smes
international performance in mediating role
of customer satisfaction: a glance of
indonesian pharmacies (2020); Indonesian
millenials online shopping behavior (2019).

Muhammad Yasser Igbal Daulay is a
lecturer in Departmen@®f Management
Universitas Bengkulu. He graduated for
Master degree from Universitas Cf}jah
Mada. He has written article topic of effect
of customer orientation attitude on
emotional exhagfjion through mediation of
surface acting (2020); analysis the effect of
habit and perceived enjoyment mediated by
behavioural intention to adoption on
students using mobile banking BNI (2020).
Willy Abdillah is an Associate Professor of
Management Information system. The
author of 5 books on information
management systems, research methods,
and multivariate statistics. He is also the
supervisory board of the polytechnic health
poli@E (Ministry of Health) (2017-2022)
and lecturer at several universities in the
country and abroad (UPSI Malaysia, UGM,
Unair, PPM School of management, Unila
and Trisakti)

References

Abbott, M., Chiang, K. P., Hwang, Y. ., &
Paquin, J. (2000). The Process of On-
Line Store Loyalty Formation.
Advances in Consumer Research.

Ali Abumalloh, R., Ibrahim, O., & Nilashi,
M. (2020). Loyalty of young female
Arabic customers towards
recommendation agents: A new model
for B2C E-commerce. Technology in
Society.
https://doi.org/10.1016/j.techsoc.2020
101253

Asia-Pacific Management and Business Application, 9, 2 (2020): 123-136




132

Effed Darta, et. al

Anderson,E. W., & Sullivan,M. W .(1993).
The Antecedents and Consequences of
Customer Satisfaction for Firms.
Marketing Science.
https://doi.org/10.1287/mksc.12.2.125

Baloglu, S., & Pekcan, Y. A. (2006). The
website design and Internet site
marketing practices of upscale and
luxury hotels in Turkey. Tourism
Management.
hgps://doi.org/10.1016/j.tourman.200
407003

Bansal, H. S., Irving, P. G, & Taylor, S. F.
(2004). A three-component model of
customer commitment (o service
providers. Journal of the Academy of

Marketing Science.
https://doi.org/10.1177/00920703042
63332

Blut, M., Chowdhry, N., Mittal, V., &
Brock,C.(2015). E-Service Quality: A
Meta-Analytic Review. In Journal of
Retailing.
https://doi.org/10.1016/].jretai.2015 0
5004

Bressolles, G., Durrieu, F., & Senecal, S.
(2014). A consumer typology based on
e-service quality and e-satisfaction.
Journal of Retailing and Consumer
Services.
httg://doi.org/10.1016/j.jretconser.20
14.07.004

Caballero-Luque, A., AragonEs-BeltrAn,
P.. Garcla-MelOn, M., & Dema-Pérez,
C.(2010). Analysis of the alignment of
company goals to web content using
ANP. International Journal of
Information Technology and Decision
Making.
https://doi.org/10.1142/S0219622010
003889

Cyr, D., Head, M., & Ivanov, A. (2009).
Perceived interactivity leading to e-
loyalty: Development of a model for
cognitive-affective user responses.
International  Journal of Human

Computer Studies.
https://doi.org/10.1016/].ijhcs 2009.07
004

Denzin, N. K., & Lincoln, Y. S. (2005). The
Discipline and Practice of Qualitative

Research. Journal of Chemical

Information and Modeling.

Dwiggins-Beeler. (2014). The Gen Z
Effect: The Six Forces Shaping the
Future of Business. In Journal of
Psychological Issues in
Organizational Culture.

El Gazzar, N., & Mourad, M. (2012). The
Effect of Online Communication on
Corporate Brand Image. International

Journal of Online Marketing.
https://doi.org/10.4018/ijom.2012010
101

Fagih, K. M. S. (2016). An empirical
analysis of factors predicting the
behavioral intention to adopt Internet
shopping technology among non-
shoppers in a developing country
context: Does gender matter? Journal
of Retailing and Consumer Services.
httg://doi.org/10.1016/] jretconser.20
1601016

Ganesh, J., Reynolds, K. E., Luckett, M., &
Pomirleanu, N. (2010). Online
Shopper Motivations, and e-Store
Attributes: An Examination of Online
Patronage Behavior and Shopper
Typologies. Journal of Retailing.
https://doi.org/10.1016/] jretai.2010.0
1.003

Ganguly, B., Dash, S. B., Cyr, D., & Head,
M. (2010). The effects of website
design on purchase intention in online
shopping: the mediating role of trust
and the moderating role of culture.
International Journal of Electronic
Business.
https://doi.org/10.1504/ijeb.2010.035
289

Gehrt, K. C., Rajan, M. N., Shainesh, G.,
Czerwinski, D., & O’Brien, M. (2012).
Emergence of online shopping in
India: Shopping orientation segments.
International Journal of Retail &
Distribution Management.
https://doi.org/10.1108/09590551211
263164

Ha, S., & Stoel, L. (2012). Online apparel
retailing: Roles of e-shopping quality
and experiential e-shopping motives.
Journal of Service Management.
https://doi.org/10.1108/09564231211
226114

Asia-Pacific Management and Business Application, 9. 2 (2020): 123-136




Antecedents to Website E-Commerce Satisfaction and Loyalty

133

Hair, J. F., Black, W. C., Babin, B. ., &
Anderson, R. E. (2014). Multivariat
Data  Analysis: Pearson = New
International Edition. In Exploratory
Data Analysis in Business and
Economics.
https://doi.org/10.1007/978-3-319-
01517-0_3

Hasanov, J., & Khalid, H. (2015). The
Impact of Website Quality on Online
Purchase Intention of Organic Food in
Malaysia: A WebQual Model
Approach.  Procedia  Computer

Science.
https://doi.org/10.1016/j.procs.2015.1
2.153

Homburg, C., Jozi¢, D., & Kuehnl, C.
(2017). Customer experience

management: toward implementing an
evolving marketing concept. Journal
of the Academy of Marketing Science.
https://doi.org/10.1007/s11747-015-
0460-7

Huizingh, E. K. R. E., & Hoekstra, J. C.
(2003). Why do consumers like
websites? Journal of Targeting,
Measurement and  Analysis  for
Marketing .
https://doi.org/10.1057/palgrave jt.57
40090

Jiang, Z., Chan, J., Tan, B. C. Y., & Chua,
W. S. (2010). Effects of interactivity
on website involvement and purchase
intention. Journal of the Association
for Information Systems.
https://doi.org/10.17705/1jais.00218

Karimov, F. P., Brengman, M., & van
Hove, L. (2011). The effect of website
design dimensions on initial trust: A
synthesis of the empirical literature.
Journal of Electronic Commerce
Research.

Kim, J., Fiore, A. M., & Lee, H. H. (2007).
Influences of online store perception,
shopping enjoyment, and shopping
involvement on consumer patronage
behavior towards an online retailer.
Journal of Retailing and Consumer
Services.
httgg://doi.org/10.1016/j.jretconser.20
06.05.001

Klaus, P. (2013). The case of Amazon.com:
Towards a conceptual framework of
online customer service experience
(OCSE) using the emerging consensus
technique (ECT). In Journal of
Services Marketing.
https://doi.org/10.1108/JSM-02-2012-
0030

Kleinberger, H., Badgett, M., & Stancik
Boyce, M. (2007). Turning shoppers
into advocates. IBM [Institute for
Business Value.

Kominfo. (2019). Kemkominfo:
Pertumbuhan e-Commerce Indonesia
Capai 78 Persen. Kementerian
Komunikasi Dan Informasi Republik
Indonesia.
https://kominfo.go.id/content/detail/1
6770/kemkominfo-pertumbuhan-e-
commerce-indonesia-capai-78-
persen/0/sorotan_media

Koufaris, M. (2002). Applying the
Technology Acceptance Model and
flow theory to online Consumer

Behavior.  Information Systents
Research.
https://doi.org/10.1287/isre.13.2.205.8
3

Ladhari, R., & Leclerc, A. (2013). Building
loyalty with online financial services
customers: Is there a gender
difference? Journal of Retailing and

Consumer Services.
httg://doi.org/10.1016/] jretconser.20
13.07.005

Lee, S. A., Jeong, M., & Jeon, M. M.
(2016). Effects of experiential stimuli
on customers’ responses: An example
of bed and breakfast websites. Journal
of  Hospitality — and  Tourism
Technology.
https://doi.org/10.1108/JHTT-07-
2016-0035

Loiacono,E.T., Watson, R. T., & Goodhue,
D.L.(2007). WebQual: An instrument
for consumer evaluation of web sites.
International Journal of Electronic
Commerce.
https://doi.org/10.2753/JEC1086-
4415110302

Nilashi, M., Jannach, D., Ibrahim, O. bin,
Esfahani,M.D., & Ahmadi, H. (2016).

Asia-Pacific Management and Business Application, 9, 2 (2020): 123-136




134

Effed Darta, et. al

Recommendation quality,
transparency, and website quality for
trust-building in recommendation
agents. Electronic Commerce
Research and Applications.
https://doi.org/10.1016/j.elerap.2016.0
9.003

Oliver, R. L. (1999). Whence Consumer
Loyalty? Journal of Marketing.
https://doi.org/10.1177/00222429990
6345105

Pandey, S., & Chawla, D. (2018). Online
customer experience (OCE) in
clothing e-retail: Exploring OCE
dimensions and their impact on
satisfaction and loyalty — Does gender
matter? International Journal of Retail
and  Distribution  Management.
https://doi.org/10.1108/IJRDM-01-
2017-0005

Parasuraman, A_, Zeithaml, V. A, & Berry,
L. L. (1985). A Conceptual Model of
Service Quality and Its Implications
for Future Research. Journal of
Marketing.
https://doi.org/10.2307/1251430

Parasuraman, A., Zeithaml, V. A., &
Malhotra, A. (2005). E-S-QUAL a
multiple-item scale for assessing
electronic service quality. Journal of

Service Research.
https://doi.org/10.1177/10946705042
71156

Park, H., & Cho, H. (2012). Social network
online communities: Information
sources for apparel shopping. Journal

of Consumer Marketing.
https://doi.org/10.1108/07363761211
259214

Rita, P., Oliveira, T., & Farisa, A. (2019).
The impact of e-service quality and
customer satisfaction on customer
behavior in online shopping. Heliyon.
https://doi.org/10.1016/j heliyon.2019
02690

Scarpi, D., Pizzi, G, & Visentin, M. (2014).
Shopping for fun or shopping to buy:
Is it different online and offline?
Journal of Retailing and Consumer
Services.
httff§://doi.org/10.1016/j.jretconser.20
14.02.007

Sharma, R., Ahuja, V., & Alavi, S. (2020).
Developing a Research Instrument to
Study the Impact of Consumer Brand
Perception, Consumer Brand
Relationship and Consumer Buying
Behaviour  on  Online  Apparel
Shopping.
https://doi.org/10.1007/978-3-030-
24374-6_5

Sicilia, M., Ruiz, S., & Munuera, J. L.
(2005). Effects of interactivity in a
web site: The moderating effect of
need for cognition. Journal of
Advertising.
https://doi.org/10.1080/00913367.200
5.10639202

Srinivasan, R. (2015). Exploring the Impact
of Social Norms and Online Shopping
Anxiety in the Adoption of Online
Apparel  Shopping by  Indian
Consumers. Jouwrnal of Internet
Commerce.
https://doi.org/10.1080/15332861.201
5.1008891

Steuer, J. (1992). Defining Virtual Reality:

Dimensions Determining
Telepresence. Journal of
Communication.

https://doi.org/10.1111/j.1460-
2466.1992.tb00812 x

Tandon, U., Kiran, R., & Sah, A. (2017).
Analyzing customer satisfaction: users
perspective towards online shopping.
Nankai Business Review International.
https://doi.org/10.1108/NBRI-04-
2016-0012

Teo, T. S. H., & Yeong, Y. D. (2003).
Assessing the consumer decision
process in the digital marketplace.
Omega.
https://doi.org/10.1016/S0305-
0483(03)00055-0

Tong, X. (2010). A cross-national
investigation of an  extended
technology acceptance model in the
online shopping context. International
Journal of Retail & Distribution
Management.
https://doi.org/10.1108/09590551011
076524

Verhagen, T., & Van Dolen, W. (2011). The
influence of online store beliefs on

Asia-Pacific Management and Business Application, 9. 2 (2020): 123-136




Antecedents to Website E-Commerce Satisfaction and Loyalty

135

consumer online impulse buying: A
model and empirical application.
Information and  Management.
https://doi.org/10.1016/j.im.2011.08.0
01

Verhoef, P.C.,Lemon, K. N., Parasuraman,
A., Roggeveen, A., Tsiros, M., &
Schlesinger, L. A. (2009). Customer
Experience Creation: Determinants,
Dynamics and Management
Strategies. Journal of Retailing.
https://doi.org/10.1016/j.jretai.2008.1
1.001

Vrechopoulos, A. P. (2010). Who controls
store atmosphere customization in
electronic retailing? International
Journal of Retail and Distribution
Management.
https://doi.org/10.1108/09590551011
052115

Wang, Y. J., Hong, S_, & Lou, H. (2010).

Beautiful beyond useful? The role of
web aesthetics. Journal of Computer
Information Systems.
https://doi.org/10.1080/08874417.201
0.11645414

Xu,Q., & Sundar, S. S. (2016). Interactivity

and memory: Information processing
of interactive versus non-interactive
content. Computers in Human
Behavior.
https://doi.org/10.1016/j.chb.2016.05.
046

Yoo, B.. & Donthu, N. (2015). Developing

a Scale to Measure the Perceived
Quality of an Internet Shopping Site
(PQISS). https://doi.org/10.1007/978-
3-319-11885-7_129

Asia-Pacific Management and Business Application, 9, 2 (2020): 123-136




136

Effed Darta, et. al

Asia-Pacific Management and Business Application, 9, 2 (2020): 123-136




Asia-Pacific Mgt n Business App Willy_Ecommerce Loyalty_2020

ORIGINALITY REPORT

61, 59 48,

SIMILARITY INDEX INTERNET SOURCES PUBLICATIONS STUDENT PAPERS

PRIMARY SOURCES

apmba.ub.ac.id 30%

Internet Source

.

www.emeraldinsight.com 60/
0

Internet Source

o

trijurnal.lemlit.trisakti.ac.id 5y
0

Internet Source

e

www.researchgate.net 4.
0

Internet Source

-~

scholar.archive.org 30/
0

Internet Source

o

WWW.revistas.usp.br ch
0

Internet Source

BH B

dokumen.tips 1 0
0

Internet Source

www.atlantis-press.com 1
0

Internet Source

www.scielo.br 1
%

Internet Source




—
o

Seonjeong Ally Lee, Miyoung Jeong, 1 o
Myunghee Mindy Jeon. "Effects of experiential ’
stimuli on customers' responses", Journal of
Hospitality and Tourism Technology, 2016

Publication
m;ﬁ:ﬁgtecg'tecg'org 1%
;I'Zhoe1 gectronic Library, Volume 33, Issue 3 <1 o
Publication
ﬁtaerrnr;iioirec?.feb.ugm.ac.id <1 o
st pelack <Tw
Icﬂeomlitrsr;S\rlc.euinsaid.ac.id <1 o
cen <Tw
e <1y
Ich]Itier?nre\tc;})/ue:Cteor.wordpress.com <1 o
il seglsacas0s0 <Tw

gdtm.spbstu.ru



Internet Source

<1 %
strathprints.strath.ac.uk
Internet SoFarce <1 %
mts.intechopen.com
Internet Source p <1 %
"Chinese Consumers and the Fashion <1 o
Market", Springer Science and Business Media ’
LLC, 2018
Publication
ibtpi.pelitaindonesia.ac.id
InterE)et g)urce <1 %
Muhammad Bilal Gulfraz, Muhammad Sufyan, <1 o
Mekhail Mustak, Joni Salminen, Deepak ’
Kumar Srivastava. "Understanding the impact
of online customers’ shopping experience on
online impulsive buying: A study on two
leading E-commerce platforms", Journal of
Retailing and Consumer Services, 2022
Publication
whiceb.cug.edu.cn
Internet Source g <1 %
eprints.utas.edu.au
IntFe)rnet Source <1 %
stiealwashliyahsibolga.ac.id
Internet Source y g <1 %




www.mustdbms.com

Internet Source <1 %

Chiu, Weisheng, Hyung-Hoon Kim, Young-Ae <'I o
Lee, and Doyeon Won. "Application of a ’
Modified Internet Shopper Lifestyle Scale to
Taiwanese College-Age Sporting Goods
Consumers", Social Behavior and Personality
An International Journal, 2014.
Publication
epdf.pub

Inth)rnet E)urce <1 %
eprints.uad.ac.id

IntFe)rnet Source <1 %
iceb.johogo.com

InternetJSourceg <1 %
jurnal.unismabekasi.ac.id

‘Ilnternet Source <1 %
www.assumptionjournal.au.edu

Internet Source p J <1 %
www.inderscience.com

Internet Source <1 %

Sevenpri Candra, Conny ElImanuella <1 o

0

Tulangow, Filda Trya Winalda. "A Preliminary
Study of Consumer Behavior From the Online
Marketplace in Indonesia", International



Journal of Asian Business and Information
Management, 2022

Publication

etd.uum.edu.m
Internet Source y <1 %
mobt3ath.com
Internet Source <1 %
ojsicobuss.stiesia.ac.id <1
Internet Source %
ure.manchester.ac.uk
IE?ternetSource <1 %
Chao Wen,.Vict'or R. Prybutok, Charles | <1 o
Blankson, Jiaming Fang. "The role of E-quality
within the consumer decision making
process", International Journal of Operations
& Production Management, 2014
Publication
Hamed Taherdoost, Ali Hassan. "chapter 11 <1 o
Development of an E-Service Quality Model ’
(eSQM) to Assess the Quality of E-Service", |Gl
Global, 2020
Publication
International Journal of Quality & Reliability <1 o

Management, Volume 31, Issue 4 (2014-03-28)

Publication




45 Talhat Alhaiou. "A study on e-CRM <1
: : . %
implementation and e-loyalty at different
stages of transaction cycle", International
Journal of Logistics Systems and
Management, 2012
Publication
jurnal.ugm.ac.id
JInternetSourge <1 %
"Enlightened Marketing in Challenging Times", <1 o
Springer Science and Business Media LLC, ’
2020
Publication
Augusto Bargoni, Chiara Giachino, Ciro Troise, <1
: . %
Gazi Mahabubul Alam, Roberto Quaglia. "A
digital family affair: Do family firms'
characteristics enhance consumers'
willingness to pay?", Technological
Forecasting and Social Change, 2023
Publication
Muslim Amin. "Internet banking service <'] o

quality and its implication on e-customer
satisfaction and e-customer loyalty",
International Journal of Bank Marketing, 2016

Publication

Exclude quotes Off Exclude matches Off



Exclude bibliography Off



