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Abstract 

Being an e-retailer within the Swedish fashion e-commerce industry while the biggest change in 

relationship marketing since the industrial revolution takes place, e-loyalty can be claimed to be 

more crucial than ever before. The ability influencing customer being loyal is claimed to be harder 

within e-commerce compared to traditional physical stores and also claimed to be more 

expensive. With this presented, knowing what influences e-loyalty can be a decisive advantage.  

Previous research has been conducted and showed as stated, customer trust and satisfaction 

have a positive relationship to customer loyalty and profitability of organizations. But in order to 

achieve a higher level of e-loyalty, this study aims to develop an understanding of how service 

can influence e-loyalty.  

Based on the theoretical framework in addition with the conducted informal discussion with 

practitioners within the studied industry, a conceptual model has been created. To test this model, 

a questionnaire was created and answered by 95 students at Kristianstad University. Through 

this, the collected data was evaluate and brought the conclusion that some factors previous 

literature has identified can be questioned. Therefore, more extensive research can be necessary 

in order to better understand the scientific gaps in the field.  

As the results indicate a variation within the control variable shopping frequency, we suggest that 

future research focuses on evaluating this variable further. With better understanding the different 

potential customers, a higher level of e-loyalty can be achieved.  
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1. Introduction 

In this chapter, the background, problem statement, research question and purpose will 

be presented as well as a final point with an disposition of our study. 

1.1 Background 

It can be argued that Internet has created the biggest change in marketing relationships 

since the industrial revolution (Godson, 2009). According to the International 

Telecommunication Union (2015), it is estimated that today more than 3.2 billion people 

across the world have access to Internet. As a result of this technical evolution, Fan and 

Tsai (2010) state that more and more consumers are seeking for products online and 

purchasing these through electronic commerce (E-commerce). E-commerce refers to an 

organization performing business with consumers through Internet, these organizations 

are called e-retailers (Van-Hoose, 2011). Kuttner (1998, p. 20) describes the e-commerce 

market as: 

The Internet is a nearly perfect market because information is instantaneous 

and buyers can compare the offering of sellers worldwide. The result is 

fierce price competition and vanishing brand loyalty. 

E-commerce as a marketplace creates a limitation of opportunities compared to traditional 

physical stores when it comes to creating customer loyalty (Perea y Monsuwé, Dellaert, 

& de Ruyte, 2004). Creating new loyal customers and retaining existing customers by 

engaging in a long-term relationship are, seen as essential within e-commerce (Gefen, 

2002). Reichheld and Schefter (2000) state that loyalty within e-commerce (E-loyalty) is 

more important compared to loyalty within traditional physical stores, since it is even 

more expensive acquiring new customers within e-commerce. In addition, gaining loyal 

customers within e-commerce costs at least 20-40% more compared to traditional 

physical stores (Reichheld & Schefter, 2000).  Creating loyal customers is equal to cost 

reduction in marketing and reduced consumption of resources to acquire new customers 

(Oliver, 1999; Dick & Basu, 1994; Harris & Goode, 2004). 

One major difference between e-commerce and traditional physical stores is that 

customers within e-commerce cannot use all their senses. This leads to the companies 

having a lower ability influencing the customer's moods, fragrance and visual details such 
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as interior design and furnishing arrangement fails (Perea y Monsuwé, Dellaert, & de 

Ruyte, 2004). The conditions between e-commerce and traditional physical stores are not 

the same when there is no opportunity for the potential e-commerce customer to 

physically interact with the product or employees.  

Loyalty within e-commerce (E-loyalty) is described as the consumer’s attitude towards 

an organization operating within e-commerce, resulting in a repurchasing behavior and 

Valvi and Fragkos (2012) consider e-loyalty to be the most important factor within e-

commerce. This view is supported by Helgesen (2006), Kumar and Shah (2004), 

Srinivasan, Anderson and Ponnavolu (2002), who all state that there is a positive 

synergistic relationship between the level of loyalty among consumers and profitability 

of organizations. Reichheld and Sasser (1990) describe long-term relationships with 

customers as crucial for an organization to survive and Reichheld and Schefter (2000) 

claim that loyal customers are often willing to pay a higher price. Loyalty is thought to 

increase profits by nearly 100% by retaining only 5% more of their customers, and this 

ratio is seen to be even higher within e-commerce (Reichheld & Schefter, 2000; 

Reichheld & Sasser, 1990). Therefore, e-loyalty is claimed to be essential within e-

commerce and with the current problems it is interesting for companies identifying which 

factors that generates e-loyalty. 

In a traditional physical store, loyalty is primarily based on customer trust and satisfaction 

(Reichheld and Sasser (1990). Satisfaction is highlighted by many studies as essential in 

order to create e-loyalty. Reichheld and Schefter (2000) state that to make customers 

loyal, their trust has first to be gained. Within e-commerce this is seen to be truer than 

ever as customers have to rely on images.  Without the possibility to look a sales person 

in the eye, see or touch the different products, images are seen as an essential factor if a 

customer will buy from a certain e-retailer or shop elsewhere (Reichheld & Schefter, 

2000; Lee & Turban, 2001). Zakaria et al. (2014), claim that customer satisfaction is 

connected to what extent expectations are fulfilled and surpassed. In addition, Brady and 

Cronin (2001), de Ruyter, Wetzels and Bloemers (1998), claim that the customer service 

will increase the chance to exceed customer expectations and that a high level of service 

leads to loyal customers. By focusing on increasing the atmosphere, the fashion industry 

within e-commerce is trying to change the whole customer experience (Constantinides, 

2004). But still, without the possibility of a customer-employee interaction, e-loyalty is 
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seen to be a more complex situation compared to loyalty within traditional physical stores 

(Reichheld & Schefter, 2000). Within e-commerce, customer service is harder to 

implement and Koufaris (2002) claim this to be one reason to why the level of loyalty is 

lower within e-commerce compared to traditional physical stores. 

Previous research has shown that trust and satisfaction have a positive relationship to 

customer loyalty and profitability of organizations. E-commerce compared to traditional 

physical stores is more likely to be compared and evaluated which increases the risk for 

losing a customer in the buying process (Srinivasan, Anderson, & Ponnavolu, 2002). This 

view is supported by Anderson and Srinivasan (2003) and Lee and Turban (2001), who 

claim that the importance of creating loyalty is even more essential within e-commerce 

compared to traditional physical stores, as competitors are more numerous and only a 

mouse click away. But in order to achieve a higher level of e-loyalty, e-retailers might 

need to develop an understanding of how service can affect. This understanding can help 

e-retailers to gain a competitive advantage by focusing on increasing e-loyalty 

(Srinivasan, Anderson, & Ponnavolu, 2002).  

1.2 Problem statement 

According to Oliver (1999), Harris and Goode (2004), Marinkovic, Senic, Ivkov, 

Dimitrovski and Bjelic (2014), loyalty is an important competitive advantage that can 

create major opportunities for a company. But creating e-loyalty, from a business 

perspective, is seen as a problem. Ribbink, van Riel, Liljander and Streukens (2004) share 

this view and highlight the limited knowledge as a reason. Research has investigated how 

companies can create loyal customers, but less has been done trying to identify what 

factors that increase the level of e-loyalty and how to succeed in this area (Valvi & 

Fragkos, 2012).  

The level of service is claimed to have an impact on increase of sales and customer 

retention. Rust and Oliver (1994) present a three-component model that highlights the 

importance of service quality. This model is divided into service delivery, service product 

and service environment, where the customer-employee interaction is regarded as an 

important factor in creating a positive experience to a certain retailer.  According to 

Anderson and Srinivasan (2003), the recipe of creating e-loyalty is seen to be by 

constantly satisfying the customers. By creating a positive customer experience to a 
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certain retailer, the chance of customers buying from you again is increasing (Anderson 

& Srinivasan, 2003).  

Srinivasan, Anderson and Ponnavolu (2002) identified eight factors described to affect 

the e-loyalty of customers and created the 8C model including customization, contact 

interactivity, care, community, convenience, cultivation, choice, and character. This 

model is claimed to be too general, where factors as customer trust and satisfaction are 

not taken into account (Werner & Kumar, 2000). Nor it considers differences across 

service and product categories (Srinivasan, Anderson, & Ponnavolu, 2002).  

Based on previous research and the limited knowledge about how customer service 

affects e-loyalty, this subject is relevant for further investigation. With our study, we 

intend to explore how service as an additional aspect to trust and satisfaction affects e-

loyalty. Through informal discussions with e-retailers within the Swedish fashion e-

commerce industry, we intend to provide a broader insight of service and its underlying 

factors. With the limitations of the three-component model (Rust & Oliver, 1994) being 

evolved for traditional physical stores and the 8C model (Srinivasan, Anderson, & 

Ponnavolu, 2002) being too general, an enhanced model combining these will be 

presented. This enhanced model will include the identified service factors that potentially 

influence customer e-loyalty.  

1.3 Research question 

How is service with its underlying factors influencing the level of e-loyalty? 

1.4 Purpose 

The purpose of this research is to explore how service as an additional factor to trust and 

satisfaction affects e-loyalty. 

1.5 Theoretical limitations 

In order to make it possible to conduct a study that is considered as reliable and valid, it 

is required to be delineated. Our study is delimited by that the focus is on studying the 

Swedish fashion e-commerce industry. Our delimitation is motivated by the lack of 

research in this particular area as well as the interest to see if the service aspect is as 

important in the Swedish fashion e-commerce industry as it is in the traditional physical 

stores. According to is Minjeong Kim, Sharron J. Lennon (2005) is the level of service 
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an important aspect within traditional physical stores that sells clothes. However, our 

study is not only possible to make use of in the Swedish fashion e-commerce industry, it 

is also possible to be used within other industries. 

1.6 Disposition 

This study consists of a total of six different chapters. In the first chapter we are going to 

present the background, problem statement, research question and the purpose of our 

study. The second chapter contains the methodology section, which includes the research 

philosophy, design and strategy. In the third chapter the theoretical framework will be 

presented. Firstly consumer behavior is briefly explained, followed by an explanation of 

the term e-loyalty. After that we continue with a presentation of service as and additional 

aspect, the three-component model, the 8C model and the factors provided by e-retailers 

through an informal discussion. Finally, an explanation of our conceptual model is 

presented. In the fourth chapter we present the empirical method. This chapter discusses 

the data collection method, sample selection, the operationalization of the study, 

questionnaire and finally reliability and validity is discussed. The fifth chapter contains 

the empirical analysis which includes statistics generated by conduction of various tests. 

The last chapter is thesis conclusions, where we present the summary, practical relevance 

and theoretical contribution, critical review and finally discusses suggestions for future 

research.   
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2. Methodology  
The second chapter contains the methodology section, where we will present the research 

philosophy, design and strategy  

There are numbers of considerations in the process of choosing methodological 

approaches when doing a research study (Saunders, Lewis, & Thornhill, 2009). 

Research design refers to the shape of the research purpose and how the research 

questions will be answered where a framework for the analytical and empirical work that 

is intended to be carried out is provided (Bryman & Bell, 2011). The research design 

deals with which method the researches consider to be the most valuable when gathering 

knowledge (Saunders, Lewis, & Thornhill, 2009). These considerations are related to the 

preconceived ideas that the researchers have about the specific subject. Therefore, it is 

important to clarify what research philosophy the researchers adhere to; as Bryman and 

Bell (2011) state, this has an impact on what type of conclusions that can be drawn.  

Research philosophy refers to the preconceived ideas of the researchers regarding how 

they view the world (Saunders, Lewis, & Thornhill, 2009) Saunders, Lewis and Thornhill 

(2009) highlight hermeneutics and positivism as the two most dominating research 

philosophies within business research. Hermeneutics seek inspiration from social 

sciences where empirical information is collected to create an understanding in order to 

explain a social phenomenon. In contrast to the hermeneutic, positivism gathers its 

inspiration from natural sciences where it concerns proof higher than understanding or 

impressions (Bryman & Bell, 2011). Bryman and Bell (2011) state that positivism is a 

research philosophy that attempts to explain human behavior compared to hermeneutics 

that tries to understand how it works. With the aim of this study being to explore how 

service influence e-loyalty, a positivistic research philosophy will be implemented.  

 

Saunders, Lewis and Thornhill (2009) highlight the importance of choosing the research 

strategy that will answer the purpose in the most suitable way. In the process of answering 

the research question with a wider perspective and understanding, a quantitative data 

collection method was chosen. A quantitative technique is based on few variables 

answered by a broad sample of population with the purpose to provide statistics in order 

to increase the understanding of a specific subject (Rubin & Babbie, 2010)  
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Through a quantitative collection method, the research begins with a theory and ends up 

with an observation or result. This is called deductive research where the theory is tested 

in reality. Therefore the generated statistics can be generalized; in addition, according to 

Bryman and Bell (2011), the result can be transferred to other research studies. 

A research question can be to understand a specific problem, describe or explain a 

phenomenon (Saunders, Lewis, & Thornhill, 2009). These different research designs are 

called explorative, descriptive and explanatory (Neuman, 2003; Saunders, Lewis, & 

Thornhill, 2009). Quantitative studies usually tend to be descriptive and these studies 

often use to develop current subjects or trends that already have been founded by other 

researchers (Lee, Collier, & Cullen, 2006). According to Lee, Coller and Cullen (2007), 

it is only the exploratory search that has a purpose that makes you want to be able to 

derive detailed understanding of a special phenomenon. A descriptive study method 

makes it easier to obtain answers to questions about a particular research problem. It is 

used to collect information of an actual status of a phenomenon and highlights what 

currently exists in terms conditions and variables. Therefore, we are going to adapt a 

descriptive design (Saunders, Lewis, & Thornhill, 2009). 

Yin (2009) describes that there are five different strategies to choose between, these are; 

survey, experiment, case study, archival and history research. In addition, Neuman (2003) 

state that survey and experiment, are connected to a quantitative approach where a survey 

is suitable when answering the questions where, how, who, what and how much. In the 

process of answering our research question, conducting a survey is perceived to do this 

in the best possible way.  
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3. Theoretical framework 
In the third chapter the theoretical framework will be presented. As a first point we are 

going to briefly explain the consumer behavior. Secondly, the term e-loyalty will be 

discussed. After that we continue with a presentation of service as and additional aspect, 

the three-component model, the 8C model and the factors from the informal discussion 

with e-retailers. Finally, an explanation of our conceptual model is presented. 

3.1 Consumer behaviour 

With the aim of this study being to explore how service affects e-loyalty, we first need to 

gain a greater understanding of what characterizes consumer behaviour within e-

commerce. Blackwell, Miniard, and Engel (2001) argue that consumer behaviour can be 

described as activities people undertake when consuming, obtaining, and disposing of 

services and products. As the usage of information technology (IT) is increasing, Fan and 

Tsai (2010) highlight that customers' shopping behaviour is constantly changing. 

Shopping behavior within e-commerce shares certain core elements with the consumer 

behavior in traditional physical stores but there are also some differences. Some factors 

that are applicable to the consumer behavior in traditional physical stores are not possible 

to apply to a consumer within e-commerce (Perea y Monsuwé, Dellaert, & de Ruyte, 

2004). For example, arrangements directed to the consumer in a traditional physical store 

cannot be used in the same way within e-commerce which lowers the ability of using 

physical senses. The consumers within e-commerce must therefore often be satisfied with 

a two-dimensional experience including text and pictures of a product, compared to the 

consumers in a traditional physical store who can smell, feel and listen to the product 

(Koufaris, 2002).    

 

Consumers within e-commerce are compared to consumers within traditional physical 

stores, characterized by having less time available for their shopping (Engel, Blackwell, 

& Miniard, 1990; Bellman, Lohse, & Johnson, 1999). When combining the reduced time 

available for shopping with an increased range of products and availability of comparison 

sites has led to less effort and increased efficiency for the consumers within e-commerce 

(Miller, 1956; Lee & Turban, 2001) 

In addition, Sang (2010) argues that consumer behavior within e-commerce can be 

described as a complicated socio-technical phenomenon containing several different 
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factors that are interdependent, which together create the phenomenon of the consumer 

behavior within e-commerce. The factors include, among other things, psychology, 

marketing, economics, information systems and sociology. Sang (2010) also highlights 

that consumer behavior within e-commerce is still not a fully developed phenomenon and 

believes that the ongoing changes in the social environment and the complex information 

technology affects the development of consumer behavior within e-commerce. 

3.2 E-loyalty 

E-loyalty is described as the consumer’s attitude towards an organization operating within 

e-commerce, resulting in a repurchasing behavior and Valvi and Fragkos (2012), 

Helgesen (2006), Kumar and Shah (2004), Srinivasan, Anderson and Ponnavolu (2002), 

consider e-loyalty as the most important factor within e-commerce. Reichheld and 

Schefter (2000, p. 113) describe the phenomenon as follows: 

Building superior customer loyalty is no longer just one of many ways to 

boost profits. Today it is essential for survival 

Kim, Jin and Swinney (2009) highlight the issue of creating e-loyalty, a view shared by 

Anderson and Srinivasan (2003), Harris and Goode (2004), Reichheld and Schefter 

(2000).  Along with the increased level of competitors within e-commerce, e-loyalty is 

claimed to be increasingly important (Kim, Jin, & Swinney, 2009).  

It is stated that if a company succeeds with creating loyal customers, it is more likely to 

reach higher profitability which shows the importance of e-loyalty. Loyal customers are 

claimed to be giving companies economic advantages trough repurchases but also 

through the decreased costs of acquiring new customers (Reichheld & Schefter, 2000). In 

addition, loyal customers are claimed to buy more frequently compared to new customers, 

as well as they are said to be more understandable and tolerant if anything unexpected 

happens (Gefen, 2002). However, to achieve these economic advantages through 

repurchases, a long-term relationship with customers has to be achieved (Kim, Jin, & 

Swinney, 2009). Reichheld and Schefter (2000) state that internet can be a helpful tool 

when creating long-term relationships with customers. But to succeed with it, the 

companies have to deliver a good experience for their customers. This is explained by the 

positive linkage between customer experience and their willingness to repurchase from a 

certain retailer (ibid.).  
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3.2.1 E-satisfaction 

E-satisfaction is argued to be an essential ingredient and one of the main drivers to create 

e-loyalty (Ribbink et al., 2004; Anderson & Srinivasan, 2003; Kim, Jin & Swinney, 

2009). Kim, Jin and Swinney (2009), highlight e-satisfaction as vital for e-loyalty as a 

satisfied customer are less likely to change to another e-retailer. To create e-loyalty 

through e-satisfaction, one of the more important parts is the amount of product 

information that e-retailers provide its customers with. It is not only claimed to have an 

impact on e-satisfaction but being the most important when achieving e-satisfaction 

(Bressolles, Durrieu, & Senecal, 2014). Kim, Jin and Swinney (2009) in addition adds the 

level of responsiveness of an e-retailer as highly involved in e-satisfaction. The level of 

e-satisfaction is claimed to be determined if the service offered by the e-retailer was 

matched or exceeded by the expectations of the customer (Anderson & Srinivasan, 2003). 

This view is shared by Ltifi and Gharbi (2012), who highlight the level of customer 

service, trust and convenience of the buying process as important to achieve a higher level 

of e-satisfaction. 

3.2.2 E-trust 

E-trust is according to Kim, Jin and Swinney (2009 ), Reichheld and Schefter (2000), and 

Ribbink et al. (2004), an essential driver to gain e-loyalty within e-commerce. Reichheld 

and Schefter (2000), point out that it is not possible to create loyal customers before their 

trust has been gained. Kassim and Abdullah (2010) support this view and in addition, they 

argue that e-trust will help to create reliable and strong relationship among organizations 

and consumers, but they do also say that it is a difficult task to succeed with. According 

to Kassim and Abdullah (2010), lack of e-trust is one of the major reasons mentioned to 

not proceed and complete a purchase within e-commerce, which makes e-trust a key 

element to achieve within e-commerce. 

3.3 Service as an additional factor  

Based on previous research and with the informal discussions with e-retailers within the 

Swedish fashion e-commerce industry, service has been provided as an additional factor 

to trust and satisfaction. With the prevailing situation within e-commerce concerning 

fierce price competition and vanishing brand loyalty, it is no longer possible to only exist 

on the Internet. Therefore, Lee and Lin (2010) claim that organizations need to include 

service in order to reach success. With the purpose to explore how service as an additional 
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factor to trust and satisfaction affects e-loyalty, we consider one theory not being enough. 

Therefore in order evaluating this complex phenomenon, one theory explaining loyalty 

within e-commerce as well as one theory explaining traditional physical stores will be 

used. 

3.4 The Three-Component model 

The Three-Component model was created for traditional physical stores with the purpose 

to measure service quality. It aims to identify how customers are affected by service 

quality and how organizations can be able to apply and improve their service quality. A 

high level of service is claimed to lead to loyal customers but within e-commerce, service 

is harder to implement compared to within a traditional physical store (Brady & Cronin, 

2001). The model is designed to be used from a customer point of view where they can 

measure an organization's service product, service delivery and service environment (Rust 

& Oliver, 1994).  

Rust and Oliver (1994) argue that if a company wants to apply high quality of service 

within their organization, the key to success is to clearly understand what their customers 

consider as high service quality. As a second important point, Rust and Oliver (1994) 

mean that you need to understand what customers consider to be service quality as it is 

the customers who define the quality of service. The customers affect this through their 

already created expectations of each company, because the customer’s must have their 

expectations fulfilled in order to make it count as service quality. In addition, one must 

also understand the relationship between customer satisfaction and customer value to gain 

an understanding of how these elements interact with service quality. In line with this, 

customers’ expectations increase and the actual level of service quality will increase (Rust 

& Oliver, 1994).  

However, as support for our study it is argued that The Three- Component model is too 

general (Balasingh, Sudhahar, & Japhynth, 2006). Balasingh, Sudhahar and Japhynth 

(2006) believe that one should take into account aspects such as service encounter, social 

responsibility and service tangibles. The view about the generalized picture of The Three- 

Component model is supported by Brady and Cronin (2001), who claim that customers 

perceive service and its quality on different aspects. Therefore, it can be claimed to be 

important knowing your customer.  
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3.4.1 Service product 

Rust and Oliver (1994) describe the service product as the service it is designed to be 

delivered. This view is supported by Brady and Cronin (2001), who use this as a base in 

their study about service quality. The service product part in The Three- Component 

model is the customer’s perceived service by provider, which can be divided in two parts, 

tangible and intangible (Brady & Cronin, 2001).  

The tangible part refers to how a product or service is received by the customer and how 

much value the product or service creates for the customer itself. The intangible part of 

the model refers to experiences affecting the level of customer satisfaction. The tangible 

and intangible elements are independent and are inter-woven. However, knowledge or 

satisfaction can only be fulfilled depending on whether the tangible service is performed 

or not (Rust & Oliver, 1994). 

3.4.2 Service environment 

According to Rust and Oliver (1994) the service environment can be described as what is 

going on behind the scenes and how the organization’s assets and resources are allocated 

in the current service system. This part of the model is divided into both external and 

internal dimensions. The external part is primarily aimed at the physical environment and 

the atmosphere in where the service is performed. The physical environment, including 

equipment, waiting area and facilities has according to surveys an impact on how the 

quality of service is met (Bitner, 1992). In contrast, the internal part is characterized as 

the organizational culture (Rust & Oliver, 1994).  

3.4.3 Service delivery 

The service delivery gives a picture of how the physical interaction between the customer 

and the organization operates and how much impact the customer relation has on the total 

service quality (Rust & Oliver, 1994).  Brady and Cronin (2001) conducted a survey with 

1149 respondents that showed support for The Three-Component model, as it turned out 

that the respondents perception of the overall service delivery contributes to the quality 

of service. In a study from 1990 performed by Lewis and Entwistle, they identified the 

importance of customers actively interacting in order to develop and improve the 

organizations service delivery, which generates service quality. 
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According to Peeler (1996), the perceived quality of a certain product or service is an 

important competitive factor in the business environment. This view is also supported by 

Clow (1993) that says it is an organization’s life-giving blood and Berry (1998) name it 

as the most powerful competitive advantage.  

3.5 The 8C model 

With Internet being nearly a perfect market and with the possibility for customers to 

instantaneous compare offerings from sellers worldwide, Internet has become a market 

characterized by price competition and vanishing brand loyalty (Srinivasan, Anderson, & 

Ponnavolu, 2002). With these sets of challenges, there is an increasing interest from 

companies in understanding how customer loyalty within e-commerce is obtained. To 

reach this understanding and to identify the main factors that create e-loyalty, Srinivasan, 

Anderson and Ponnavolu (2002) created the 8C model. This model consists of eight 

factors described to affect the e-loyalty of customers within e-commerce. These factors 

are Customization, Contact interactivity, Cultivation, Care, Community, Choice, 

Convenience and Character.   

3.5.1 Customization 

Customization is defined as the ability of an e-retailer to tailor services, products and the 

transactional environment to the needs of individual customers. It is a strategy adopted 

by e-retailers with the aim to better serve their customers (Srinivasan, Anderson, & 

Ponnavolu, 2002). This is claimed to be an important dimension of perceived value and 

Fan and Tsai (2010) add that customized services are crucial for an e-retailer in order to 

achieve success within e-commerce. Customization increases both the whole shopping 

experience for the customer, as well as the chance that the customer will find something 

that matches their request. The wider range of products that is offered within e-commerce 

compared to traditional physical stores, is highlighted as something that can irritate 

consumers and affect their purchase (Kahn, 1998), a view shared by Srinivasan, Anderson 

and Ponnavolu (2002). However, Ribbink et al. (2004) highlight Internet as a great source 

that can contribute with a better understanding of customers’ needs by the simplicity of 

collecting data about individual customers. If a company succeeds with accurately 

tailoring choices for individual customers, it might minimize the time customers spend 

searching to find precisely what they are looking for and increasing the chance that the 

customer will repurchase. It is further claimed to be a positive connection between 
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customization and long-term relationship between companies and customers (Srinivasan, 

Anderson, & Ponnavolu, 2002).  

3.5.2 Contact interactivity 

Contact interactivity is described as the engagement between an e-retailer and its 

customers which researchers have claimed as important to create loyalty within e-

commerce. It is seen as a customer support tool, through which the effectiveness and level 

of two-way communication is carried out and it is expected to have a major impact on the 

loyalty of customers (Srinivasan, Anderson, & Ponnavolu, 2002). Constantinides (2004) 

highlights the ability of interaction between company and customer within e-commerce 

as a great opportunity in order to increase the customer experience. By facilitating the 

buying process, the perceived value is claimed to increase. This statement is supported 

by Srinivasan, Anderson and Ponnavolu (2002), who highlight the increased information 

a customer within e-commerce can find about a desired product compared to those within 

traditional physical stores. This increased product knowledge is seen as something that 

customers can gain from and which facilitates the buying process. Therefore, contact 

interactivity is according to Alba et al. (1997) said to have a positive relation to loyalty, 

a view shared by Schlesinger and Heskett (1991), who claim that there is a positive 

relation between relationship quality and customer loyalty. However, the lack of 

interaction between e-retailer and customer is highlighted as a problem for a majority of 

e-retailers.  

3.5.3 Cultivation 

Cultivation refers to the extent to which an e-retailer provides its customers with relevant 

incentives and information to extend the depth of their purchases over time (Srinivasan, 

Anderson, & Ponnavolu, 2002). Berger (1998) highlights the importance of using 

databases consisting of customer information effectively. In that way, companies can in 

an inexpensive and straightforward way reach out to their customers with offerings that 

match their desired needs in a more successful way (Berger, 1998).  Kim, Jin and Swinney 

(2009) state that customers encouraged to repurchase a product or service from companies 

might result in higher profits. Companies in advance offering desired information to 

customers and cross-selling offers are inviting customers to come back. With the 

knowledge about individual customers and possibility recommending products similar to 

previously purchased, the customer’s incentive to look for another seller is claimed to 

decrease (Srinivasan, Anderson, & Ponnavolu, 2002).    
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3.5.4 Care 

Care is presented as the level of attention that an e-retailer pays to both the pre- and post-

purchase. For e-retailers, proper care needs to be ensured for both immediate transactions 

as well as for long-term customer relationships (Srinivasan, Anderson, & Ponnavolu, 

2002). Poleretzky (1999, p.76) explains that: 

In the physical world, if I make a customer unhappy, they’ll tell five friends, 

on the Internet they’ll tell 5,000. 

Customer care is reflected in both the attention spent on the customer, as well as the 

service (Rust & Oliver, 1994). Failing delivering customer service and attention might 

weaken the relationship between company and customer as well as affecting future 

businesses negatively (Bolton & Drew, 1992). Several researchers have found a negative 

impact between low customer care and repurchase behavior. Therefore, it is claimed that 

the level of care that an e-retailer implement in their customer service, will result in 

greater higher e-loyalty (Srinivasan, Anderson, & Ponnavolu, 2002).  

3.5.5 Community 

Community or virtual community is explained to be an online social entity consisting of 

both existing and potential customers, organized to exchange information and opinions 

regarding offered services and products. This communication can be done through buying 

circles, comment link or chat rooms, all sponsored by the e-retailer with the aim to 

increase the customer loyalty (Srinivasan, Anderson, & Ponnavolu, 2002). Frank (1997) 

supports this theory when he claims that the ability to share customer experiences can 

lead to increased customer loyalty. Communities are also claimed to enable individual 

customers to identify themselves with a larger group. This is according to Bhattacharya, 

Rao and Glynn (1995), Mael and Ashforth (1992) one way to create long lasting 

relationships with customers, where the perception of belonging to a group can affect 

positively. Also, the social relationships between customers created through different 

communities are said to have a positive outcome on customer loyalty (Oliva, 1998). 

Additionaly, Srinivasan, Anderson, & Ponnavolu (2002) claims that customer loyalty is 

effected positively when the customers can identify themselves with the retailer doing 

business aligned with their own values.  
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3.5.6 Choice 

Choice is defined as the wide range of products an e-retailer offers its customers. 

Compared to traditional physical stores, e-retailers generally offers both a wider range 

and greater variety of products. This can be achieved by being less constrained and with 

a lower cost of product storage. To increase the range of products, e-retailers can also 

collaborate with other virtual suppliers. This is highlighted as an advantage for companies 

as customers in general do not want to deal with multiple vendors. The greater level of 

alternatives that an e-retailer offers its customers, the more likely it is engendering e-

loyalty where customers engage for one-stop shopping (Srinivasan, Anderson, & 

Ponnavolu, 2002).  

3.5.7 Convenience 

Convenience is described as to which extent a customer feels that the website is user 

friendly, simple and intuitive. This is claimed to be important factors to achieve a 

successful completion of transactions (Srinivasan, Anderson, & Ponnavolu, 2002). 

Schaffer (2000) claims that 30% of the customers that leave a website without buying 

anything, do so because they have not been able to navigate their way through the website. 

Kim, Jim and Swinney (2009) claim that customers within e-commerce are characterized 

to have limited time to shop and often seek for alternatives to save time. Therefore, 

Sinioukov (1999) highlights simplicity as the key to create successful business within e-

commerce. What makes websites simple is by Cameron (1999) defined as how easy it is 

for costumers to find and understand the product information.  This is supported by 

Schaffer (2000) who claim that the most important factor is to minimize the customers 

effort. Constantinides (2004) says that usability of a website is associated with the success 

or failure of a website, as well as the whole experience for the customer. Srinivasan, 

Anderson and Ponnavolu (2002) conclude by highlighting a logical website as crucial. 

Through this, the risk that customers make mistakes can be minimized and in turn lead to 

a more satisfied shopping experience and increase customer e-loyalty (ibid.).   

3.5.8 Character 

Character is presented as an overall image that e-retailers project to customers through 

different use of graphics, logos, themes, slogans or colors on the website. By being 

creative, an e-retailer can build a more positive reputation by being characterized in the 

minds of customers (Srinivasan, Anderson, & Ponnavolu, 2002). With the high level of 



  Appelqvist & Ollesson 
 

 

   
 

22 

competitors found within e-commerce, it is important to stand out from the crowd 

(Reichheld & Schefter, 2000). How to implement these different strategies can be many, 

but Henderson and Cote (1998) point out the importance of creating a positive shopper 

attitude by invoking share associations. Lee and Lin (2005) claim that the design of a 

website is crucial for companies within e-commerce since it is the first impression that a 

visitor experience.  

3.6 Additional service factors provided by e-retailers 

In addition to the above presented factors, informal discussions with practitioners within 

the Swedish fashion e-commerce industry have been conducted. Through these, three new 

factors believed to influence e-loyalty were identified. These were Customer service, 

Payment method and Product delivery. These factors are according to today's e-retailers 

in the Swedish fashion e-commerce industry something that attaches big focus among 

both customers and e-retailers. Through combining previous research with inputs from e-

retailers within the industry, new perspectives can be evaluated.   . 

3.6.1 Customer service 

Customer service has within traditional physical stores been claimed to be important in 

order to reach loyalty but Bresolles, Durrieu and Senecal (2014) consider it to be as 

important within e-commerce. This is supported by Chang et al.  (2009) who state that 

customer service is crucial for e-retailers in order to be successful and satisfying to its 

customers. Since consumers within e-commerce are being characterized by having 

restricted time shopping, service aspects that minimize consumer’s effort searching for 

products are highlighted as important. This is according to Kim et al. (2007) achieved by 

ease through web design, customization, assurance and responsiveness.  

 

Chang et al.  (2009) highlight the importance of facilitating customer service through both 

the visit and purchase point, as well as in the pre- and post-stage. Valvi and Fragkos 

(2012) explain the factors influencing the most before a purchase as initial and 

interrelated, but cannot directly affect the level of e-loyalty even if they indirectly affect 

the factors during a purchase. Valvi and Fragkos (2012) conclude with highlighting the 

factors after a purchase as behavioral and attitudinal concepts that directly affect the level 

of e-loyalty. By summarizing this definition of customer service, Kassim and Abdullah 
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(2010) claim that the perceived level of service determines from the overall customer 

impression, from the first website navigation to the final home delivery.  

3.6.2 Payment method 

As consumer behaviour within e-commerce is characterized by being time-sensitive and 

demanding simplicity, different solutions to meet these demands are being introduced to 

the market. One of these solutions is different payment methods (Engel, Blackwell, & 

Miniard, 1990). Olsson and Lee (2013) highlight the increased alternatives of payment 

methods within e-commerce as different ways of satisfying the consumer needs. However 

Duane, O’Reilly and Andreev (2014) share this view, but also state that consumers’ 

acceptability is one crucial factor to succeed within this growing market. Arvidsson 

(2014) clarify that newer payment methods as mobile payment services, are still not as 

accepted as the more traditional credit card payments but the author describe it as an 

increasing acceptability among consumers within e-commerce. According to Davidsson 

and Findahl (2015), there is an increased use of the newer payment methods within every 

age except of the consumers of age 76 or older. Atkinsson, O’Brien and Mesoudi (2012) 

support these statistics and highlight the younger generations as being more easily 

adaptable to new technology compared to older generations. 

3.6.3 Product delivery 

With the lack of customer service possibilities within e-commerce compared to traditional 

physical stores, organizations demand better and faster alternatives for their customers. 

One of these alternatives that is under development is the product delivery, focusing on 

giving the customers the best possible solution. Kassim and Abdullah (2010) highlight 

product delivery as almost as important as the product itself. This view is supported by 

Arvidsson (2014) who claim that delivery charges are almost as decisive as product 

pricing and that this is a major factor for consumers within e-commerce. Organizations 

within e-commerce are doing whatever it takes to beat their competitors and this has 

resulted in the development of same-day delivery. This means that the customers within 

e-commerce can have its products delivered the same day as ordered, an alternative with 

a high customer interest as well as it is said to be a major step in competing against 

traditional physical stores (Smith, 2014). 

In retaining customers, lower delivery costs outweigh temporary discounts. In addition to 

delivery being claimed as important retaining customers, return policies is claimed as 
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important to make customers completing the buying process.  Since the majority of 

costumers, and potential customers, do look for return policies before completing an order 

within e-commerce, an easy-to-understand policy is claimed to increase the chance of 

retaining a customer (Kim, Jin, & Swinney, 2009).  

3.7 The conceptual model of the study 

In order to explore how service affects e-loyalty, we have developed a conceptual model 

based on a combination of The Three-Component model (Rust & Oliver, 1994) and the 

8C model (Srinivasan, Anderson, & Ponnavolu, 2002). As illustrated in figure 1, the 

conceptual model is divided into the three different subcategories, consisting of 10 

different factors where service will be in focus for this study.  Eight of these factors are 

provided from previous research, which have been claimed to affect to what extent 

customers are being loyal. The two additional factors have been added by e-retailers 

within the Swedish fashion e-commerce industry which they perceive have an impact on 

e-loyalty. All these factors have been put together to explore their impact on e-loyalty.  

Two cornerstones of e-loyalty, trust and satisfaction, are presented and provided by 

previous research claimed to influence the level of e-loyalty. In addition to these two we 

present the third, service. Service,according to Brody and Cronin (2001), de Ruyter, 

Wetzels and Bloemers (1998), (Reichheld and Sasser (1990) is the major factor 

influencing customer loyalty within traditional physical stores and added to our study to 

clarify the level of influence on e-loyalty. 

Given that we intend to examine how service influence e-loyalty, two of the 8C factors 

was removed from the conceptual model. The factors that were removed are character 

and cultivation, since they do not have as strong connection to service as the remaining 

six factors. From the three component model, service product was removed as it can be 

perceived as a combined factor of Service Environment and Service Delivery. In addition, 

the measurement of Service product is partly based on the performance conducted in 

Service environment and Service delivery. 
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Figure 1. Conceptual model for influencing factors on e-loyalty (Partly based on: Rust and Oliver, 1994; 

Srinivasan, Anderson and Ponnavolu, 2002). 

In this study, this conceptual model will be used as a framework when exploring how 

service with its ten underlying factors influence the level of e-loyalty within the Swedish 

fashion e-commerce industry.   
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4. Empirical method 
In the fourth chapter we present our empirical method. This chapter discusses the 

research strategy, data collection method, sample selection, the operationalization of the 

study, questionnaire and finally reliability and validity is discussed. 

4.1 Literature search 

To make it possible to build a reliable theoretical framework of our study, the major parts 

of our literature search consist of scientific articles. The search of literature has mainly 

occurred through the databases we have access to by studying at Kristianstad University. 

The literature search has also been made through Google Scholar, which is a database 

consisting of scientific articles and journals. To maintain a high relevance for collection 

of information, the date of publication of the articles and journals has been taken into 

consideration. In trying to establish a high level of reliability, we have strived to make 

use of the latest available research within this subject of study. Some of the keywords that 

have been used in the search of literature is loyalty, e-commerce, e-loyalty, customer 

service, service quality and loyalty factors. As a complement to scientific articles, 

theoretical literature has also been used in order to create a basic understanding of the 

study subject (Denscombe, 2009) 

4.2 Survey as a data collection method 

Bryman and Bell (2011) clarify that there are two different types of survey to choose 

between. These two are structured interview and questionnaire. Bryman and Bell (2011) 

explain questionnaire as a document with questions conducted through e-mail, structured 

face- to- face interviews, telephone or paper based surveys. Neuwman (2003) highlights 

the advantages of questionnaires as they can be sent out to a wide range of people where 

the respondents can be anonymous. The possibility of being anonymous is claimed to 

increase the response rate (Neuwman, 2003).  Another advantage is according to 

Denscombe (2009), that the respondents will not be affected by interviewing effect as 

they can answer calmly.  

A paper based questionnaire was implemented in this research (Saunders, Lewis, & 

Thornhill, 2012). This research method was selected based on the importance of studying 

many units in order to achieve a wider perspective instead of depth into the subject. This 

method of collecting data tends to be used in exploratory studies that attempt to identify 
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correlations and relationships between different variables. This type of research method 

makes it possible to collect primary data (Saunders, Lewis & Thornhill, 2012). This 

means that the data is tailored and collected specifically to our study (Bryman & Bell, 

2011). With the lack of knowledge within this specific subject, primary data was essential 

in providing the subject with new knowledge with the aim to answer our research 

question.  

Through a questionnaire, our survey was carried out to selected individuals within our 

target group and all responses were confidentially processed for development of 

confidence and increased response rates (Neuwman, 2003). Through conducting a 

questionnaire, the collected data can be quantified and compared to previous research. 

In order to design our questionnaire, questions from previous conducted questionnaires 

were collected from journal articles and adopted in to our study. This is preferable since 

these questions are tested and proved to measure the specific variables. In addition to 

these, additional questions were included in order to provide our study with wider 

knowledge. These questions were carefully evaluated in assistance on our supervisor 

before used in the questionnaire, in order to judge its reliability.  

4.3 Selection of sample 

In the selection of participants, Bryman and Bell (2011) highlight two different selection 

types, a probability sample and non-probability sample. A probability sample means that 

the sample is randomly chosen. In contrast to this, a non-probability sample means that 

the sample is not randomly chosen which implies that a part of the population is more 

likely to be chosen. Our questionnaire was distributed through a non-probability sample 

since we contacted the participants and therefore can be claimed to have affected the 

sample. 

The selection of individuals was students studying at Kristianstad University. We think 

that this was a great meeting point for us conducting our survey at, since we believe that 

frequent online shoppers could be found here.  Our questionnaire was distributed to 100 

people in order to reach an acceptable empiric material.  

Before being handed the questionnaire, the question “Have you ever bought clothes 

and/or footwear online?” was asked and in order to take part in the study they needed to 
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answer yes. This was done to ensure that the people reached out to was a part of the online 

shopping population and needed in order to increase the reliability of the collected data.  

4.4 Operationalization and questionnaire 

The operationalization of this study aimed to explain how service could be measured 

through different underlying variables. When the underlying variables were defined, it 

became easier evaluating the variables influence on e-loyalty. As the purpose of our study 

was to find out which service factors that influence e-loyalty, the questionnaire was based 

on the factors and models presented in the theoretical framework. 

Through the informal discussion with e-retailers within the Swedish fashion e-commerce 

industry, further inputs were added to the conceptual model. With a combination of 

existing theory along with inputs from practitioners within the industry, the subject will 

be evaluated from different perspectives.  Through this, statements have been created and 

will be tested. These statements will be tested through statistical tests in order to evaluate 

if the independent variables impact on the dependent variable. To evaluate this impact, a 

significance level of five percent is chosen. Statements with significance of ten percent 

will not be disregarded but nor further evaluated through the following tests.  

The questionnaire, which is attached in appendix 1, contains a number of three questions 

and 37 statements that has been developed by the authors in order to test the model. In 

our questionnaire, we chose to use a Likert scale to all questions except the control 

variables. A common way to measure perceptions is through a Likert Scale, where the 

respondents need to consider whether they agree to the statements or if they do not agree 

(Denscombe, 2009). The Likert-scales is graded from one to five, where number one 

means “Fully disagree” and number five means “Fully agree”.  An easily understandable 

and well-designed questionnaire that contains questions that are consistently asked makes 

it possible to reduce incomplete answers (Denscombe, 2009).  

4.4.1 Independent variables 

The conceptual model includes ten different service factors added by the presented 

theoretical framework. These were used to evaluate their level of influence on e-loyalty. 

All these included factors were divided into three different statements in order to measure 

its influence on e-loyalty. 
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In the questionnaire, every factor is tested through three statements. The statements 

concerning contact interactivity, choice, community, convenience, customization, care, 

service delivery and service environment are developed based on the 8C model 

(Srinivasan, Anderson, & Ponnavolu, 2002) and the three component model (Rust & 

Oliver, 1994) presented in chapter three. The statements regarding payment method and 

product delivery, are created by the authors of this paper and are not from previous 

research. This was done in order to fill the gap of previous research that the authors 

believes exists within the studied area.  

The statements presented in the questionnaire covering the independent variables, is the 

following, 

Contact Interactivity: 

S.01 This website enables me to view the merchandise from different angles. 

S.02 The website gives me a wide product information. 

S.03 I feel that this is a very engaging website. 

Choice: 

S.04 The choice of products at this website is limited. 

S.05 A wide range of products affects me negatively 

S.06 The products are affordable. 

Community: 

S.07 Reviews from other customers are easily accessible. 

S.08 Reviews contribute with valuable information. 

S.09 Reviews have affected me to complete a purchase. 

Convenience: 

S.10 This website is a user-friendly site. 

S.11 Ease of use has made that I chose this website. 

S.12 The e-retailers design of webpage has led to me abstaining a purchase 

Customization: 

S.13 This website makes purchase recommendations that match my needs. 

S.14 The recommendations makes me feel unique as a customer 

S.15 The recommendations has affected me negatively when purchasing 
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Care: 

S.16 I believe that this website takes good care of me as a customer. 

S.17 As a customer I do not feel appreciated 

S.18 Positive customer service has made me completed a purchase. 

Service Delivery: 

S.19 The available customer support fulfills my expectations 

S.20 The customer support has affected my buying decision positively. 

S.21 The customer support is insufficient and has lead me to abstain purchasing. 

Service Environment: 

S.22 The customer support has led to that I choose this online store. 

S.23 The customer service have affected me positively for future purchases. 

S.24 Customer service affects my satisfaction negatively 

Payment Method: 

S.25 The possibility to different payment solutions have affected me positively. 

S.26 Existing payment solutions have made me to abstain purchase. 

S.27 Simple payment solutions had led to more completed purchases. 

Product Delivery: 

S.28 Delivery time has not affected my choice of this online store. 

S.29 Delivery on the day of completing the purchase had increased my number of 

online purchases. 

S.30 The e-retailers return policies has made me complete more purchases 

4.4.2 Dependent variable 

E-loyalty was the dependent variable in this study, measured by three different statements 

with the same Likert scale as before. The statements presented in the questionnaire were: 

S31. When I purchase clothes or / and shoes I visit this online store first. 

S32. I conduct most of my online purchases in this online store. 

S33. I am willing to pay a higher price in this online store compared to other online 

stores. 

S31 aimed to clarify an overview of the respondent’s degree of e-loyalty towards their 

favorite clothes and/or footwear e-retailer. We believe that e-loyalty to a certain extent 
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could be defined by where one is conducting the majority of purchases. Therefore by 

brining S32, we intended to measure if this was the case of the respondents involved. 

Being willing to pay a higher price for a specific product at a certain e-retailer in 

comparison at a competitor, is according to us a high degree of e-loyalty. By involving 

S33, we intended to measure whether respondents are loyal to the level that they were 

willing to pay a higher price at a specific e-retailer.   

4.4.3 Control variables 

To create an overview of the participants that took part in the study, different control 

variables were included. These control variables were gender, age and how often the 

participants purchase clothes and/or footwear within e-commerce. These were included 

in order to evaluate variations within the collected data and to investigate which impact 

the control variables had on the dependent variable. According to Rubin and Babbie 

(2010) these can be divided into different sub categories 

Gender: The respondents were asked to answer if they were man or woman. This variable 

is evaluated from 0 and 1, where 0 represents men and 1 women.  

Age: The respondents were asked to fill in their age in terms of years.  

Shopping frequency: The respondents were asked, How often do you purchase clothes 

and/or footwear within e-commerce? These alternatives were, At least once a week, At 

least once a month and Once every six months or more rarely.  

4.5 Response rate and loss 

When designing the questionnaire, we wanted to collect data from respondents being 

satisfied and as loyal as possible to a specific e-retailer. To increase the chance of 

gathering this data, the respondents were asked to name their favorite e-retailer when 

shopping clothes and/or footwear online. The collected data presented a satisfaction mean 

of 4,44 among the respondents, which increases the chance of evaluating the other 

variables in conclusion with satisfied customers. 

In order to collect and evaluate this data, satisfaction was used as a filter variable. Out of 

100 respondents, five considered not to be satisfied with their selected e-retailer. In this 

study, satisfaction is evaluated as high if the statements were graded a three or higher. By 

requesting the respondent to state his/hers favorite e-retailer when purchasing clothes 
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and/or footwear online, the aim was to collect data connected to satisfied consumers 

within e-commerce. These five less satisfied respondents were eliminated from taking 

part in the following study and therefore the study will be conducted based on the 

collected data from the other 95. 

4.6 Analysis methods 

In order to evaluate the conceptual model, the collected data was analyzed with help of 

SPSS version 24 (Statistical Package for the Social Sciences), a tool to evaluate statistical 

data analysis. For this research a significance level of five percent was chosen which 

according to Körner and Wahlgren (2005) generates a sufficiently high reliability. 

Significance of ten percent was not disregarded as they are highlighted in each included 

table.  However, they do not take part in any deeper discussion as a significance level of 

ten percent is considered to indicate on weaker conjunction than five percent. The 

descriptive data concerning gender, age and how frequent the respondents purchase 

clothes and/or footwear within e-commerce is presented at first. A Cronbach’s alpha test 

was conducted and will be presented where it is relevant for the study in order to measure 

the reliability of combined statements. In addition a test evaluating whether the dependent 

variable is normally distributed or not have been conducted. Therefore, a Kolmogorov-

Smirnov test was done. This is followed by different variables measured to e-loyalty 

through correlation and regression tests. Finally, the variation within the control variables 

was evaluated and the mean scores analyzed. 

4.7 Reliability 

To find out how reliable and consistent the collected data is, the reliability can according 

to Bryman and Bell (2011) be measured in three different aspects.  

Aspect number one is the stability of the data which describes how much the data material 

varies over time. This means that the data material with high stability only has a minor 

variation over a longer period of time when the same kind of measurement is performed. 

The second aspect is internal reliability. The meaning of internal reliability implies that 

the scales and the options of answers in a survey must be consistent. Lastly, Bryman and 

Bell (2011) states that the third aspect is the inter-observer, which means that the 

reliability of the answers can be negatively affected if the subjective judgments that has 

to be made is a major part within the research. That is something that mainly occurs if 

there is more than one participant in the process (Bryman & Bell, 2011) 
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On the other hand Robson (2002) argues that to obtain reliability, there are four main 

threats that must be taken into account. As a first threat to reliability, the participant error 

is found. This means the time when a questionnaire is carried out, it has an impact on the 

outcome. The respondent's personal feelings may also have an impact on the outcome and 

different days of the week can give different results. Therefore, Robson (2002) suggests 

that a questionnaire should be carried out at a neutral time of the day for the best possible 

results. The participants' bias is highlighted as the second threat to reliability of the 

answers. This means that the respondents’ answers might be influenced by other factors 

than the specific taken part in the survey. This is common within studies at workplaces 

where employees might feel restrained to give a fair answer because of risking to be 

negatively affected by managers taken part of the results. In this type of occasion it is 

very important with anonymity to achieve reliable answers (ibid).  

The next threat that needs to be considered is the observer error. This can be likened to 

the inter-observer consistency which means that the answers to the questionnaire can have 

different outcomes based on how the questions are asked and if there are different people 

asking the questions. Finally, the fourth threat is the observed bias meaning that there are 

various possibilities in how to interpret the generated answers (ibid).   

Given that we distributed the standardized questionnaire to all respondents, a part of the 

threats that can occur when performing a verbal interview could be avoided. The observer 

error could be partly avoided, since the statements were formulated in the same way in 

each questionnaire and there was no person who somehow could influence the 

respondents.  

4.8 Validity  

Hartman (2003) argues that to be able to achieve validity in a research, the relevance 

between the research and the research problems is dependent. To create relevance, the 

delimitation should be taken into consideration. A survey that fails to create a link 

between the material and research problem, have failed in creating validity (Hartman, 

2003) 

Bryman and Bell (2011) emphasizes that it should be revised to five different kinds of 

validity. The first validity is face validity, measuring if the questions asked reflect the 

content of the specific issue. This can be easily proven by asking the question to a number 
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of people to see if the question is perceived and understood correctly. Preferably the test 

questions should be carried out to people who are experts in the actual research field. 

Concurrent validity is the second of the five different types of validity, which is usually 

created through the use of well-known criteria to explain a particular concept in the 

research. To not make use of existing criteria, but instead go directly to future criteria, is 

called predictive validity, which is the third method to create validity. Next, the fourth 

option called construct validity, which means that hypotheses are created by established 

theories in order to make them relevant. Finally, convergent validity is the fifth method 

according to Bryman and Bell (2011) when it comes to create validity which intends to 

be used when the measurement of the same research area are highly correlated with the 

used measurements (Bryman & Bell, 2011). 

To gain validity to our thesis, various kinds of validity creating methods have been used. 

The conceptual model presented in this survey, has among other things been created 

through already existing theories and it has in this way contributed to creating the 

construct validity. In addition to this, the informal discussion with practitioners within the 

Swedish fashion e-commerce industry resulted in two additional service factors. These 

were Product delivery and Payment method which both were a part of this study in order 

to evaluate if they influenced e-loyalty as the e-retailers expected.   
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5. Empirical analysis  

The fifth chapter contains the empirical analysis. This includes the tests that have been 

conducted as well as the generated results. This chapter ends with a summary of the tested 

conceptual model.  

5.1 Descriptive statistics 

Explaining the distribution of the different variables, descriptive statistics will be 

accounted for. The sample consists of 95 people studying at the Kristianstad University. 

The variation of gender and age among the respondents was almost equally divided with 

a slight majority of women. Out of the total 95 respondents, 55 were women and 40 were 

men within the age of 20 to 34.  

Table 5.1 Gender distribution  

 Frequency Percent 

Man 40 42 
 

Woman 55 58 
 

Total 95 100,0 

 

With 83,2 percent of the respondents being in between the age of 20 to 25, the variation 

is seen as relatively low and no further focus will therefore evaluate this variable. 

Evaluating the shopping frequency, a wider variation of the alternatives distributed can 

be noticed in table 5.2.   

Table 5.2 Shopping frequencies  

 

   Frequency Percent 

At least once a week 3 3 

At least once a month 59 62 

At least once every six 
months or more rarely 

33 35 

Total 95 100 
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5.2 Cronbach’s alpha  

As highlighted above, e-loyalty is the core of this research study and therefore also our 

dependent variable that the other independent variables will be correlated to. Testing the 

reliability of more than one statement capturing a variable, a Cronbach’s alpha test was 

conducted. Through this test, it could be shown if the three different statements covering 

each variable measured the same variable. With a high correlation it is indicated that the 

statements are capturing the same variable and the reliability can therefore be estimated 

as high. On the opposite, a low correlation indicates lower reliability.  

 

Separating the correlation from high and low, Hair et al. (2010) claim the lowest 

acceptable limit as 0,6 in a Cronbach’s alpha test. As the dependent variable, e-loyalty 

and filter variable satisfaction were intended to be captured through its three statements, 

a Cronbach’s alpha test was conducted. This test resulted in a 0,698 for e-loyalty, a value 

considered reliable and acceptable Hair et al. (2010). Testing our filter variable 

satisfaction, the Cronbach’s alpha test resulted in a value of 0,913 which indicates that 

the three statements capturing satisfaction measured the same variable. These results can 

be seen in table 5.3 below.  

 

Table 5.3 Result from Cronbach’s alpha test 

 

 

Since the statements are formulated both positively and negatively, “Fully agree” can be 

interpreted differently depending on which statement it concerns. Therefore, the 

negatively formulated statements were transcoded so every statement was equally.  

Through this transcoding, “Fully agree” indicates a positive attitude. Observe that this 

transcoding was only conducted in the combined variable.  

5.3 Assessing of normality 

Before proceeding investigating the collected data, a test evaluating whether the 

dependent variables is normally distributed or not was needed. Kolmogorov-Smirnov test 

assesses the distribution of normality where a significant level below 0,05 indicates non-

normality (Pallant, 2005). Therefore, a Kolmogorov-Smirnov test was conducted and 

 Alpha-value   N 

E-loyalty 0,698 95 

Satisfaction 0,913 95 
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showed that all three statements capturing e-loyalty was significant to being non-normally 

distributed. This result will bring further consequences for the research. 

Table 5.4 Kolmogorov-Smirnov test 

 S.31 When I purchase clothes or 

/ and shoes I visit this online 

store first. 

S.32 I conduct most of 

my online purchases in 

this online store. 

S.33 I am willing to pay a 

higher price in this online 

store compared to other 

online stores. 

Asymp. Sig. 

(2-tailed) 

,000c ,000c ,000c 

5. 4 Correlation test 

In order to investigate the collected data, correlation tests had to be used. Given that our 

dependent variable is non-normally distributed on a 95 % significance level, it indicates 

that a Spearman’s rho test should therefore be conducted. Through this test the 

relationship between the dependent and independent variables can be revealed, as well as 

to which degree. This means that it is possible to see a correlation between several 

variables. The implication of this is that a correlation coefficient can have a positive or 

negative relationship. In total, when the correlation is positive and a variable increases, 

the other variable will also increase. With a negative correlation it is the opposite. When 

a variable decreases, it means that the other variable will also decrease (Pallant, 2005). 

These ten independent variables that show to have a significant impact on e-loyalty are 

presented in table 5.5 and 5.6 below. As seen below, six had a significant level below 

0,05.  

Out of this six, the statement Customer service affects my satisfaction negatively (S24) 

has the highest correlation to e-loyalty. Presented in descending order, this was followed 

by The customer support has affected my buying decision positively I (S20), The customer 

support is insufficient and has lead me to abstain purchasing (S21), The 

recommendations has affected me negatively when purchasing (S15), The 

recommendations makes me feel unique as a customer (S14), A wide range of products 

affects me negatively (S5), The e-retailers design of webpage has led to me abstaining a 

purchase (S12), The e-retailers return policies has made me complete more purchases 

(S30), As a customer I do not feel appreciated (S17), The available customer support 

fulfills my expectations (S19).  This is the variables that will be in focus for further 

investigation.  
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Table 5.5 Spearman’s rho positive correlation 

 

Significance: † <0.1, * <0.05, ** <0.01, *** <0.001 
 

Table 5.6 Spearman’s rho negative correlation 

Variable Correlation E-loyalty 

S.5 A to wide range of products affects me 

negatively. 
-,215* 

S.24 Customer service affects my 

satisfaction negatively 
-,324*** 

Significance: † <0.1, * <0.05, ** <0.01, *** <0.001 

5.5 Regression test 

When provided an indication on which variables that correlated, a multiple regression test 

will be conducted to further evaluate the correlation. A multiple regression can be used 

to explore the relationship between numbers of independent variables. Standard multiple 

regression is the most commonly used multiple regression test where the independent 

variables are simultaneously tested in relation to the dependent variable. This will indicate 

to which degree the variance in the dependent variable can be explained by the 

independent variables as well to how correlated the independent variables is. This test can 

capture high correlation that might not be possible to discover in the Spearman’s rho test. 

Through this, the relative contribution of each independent variable can be evaluated as 

well as if it is positive or negative. With a standard multiple regression test, the 

independent variables that explained the model the most will be captured (Pallant, 2005). 

To determine if the study is able to use standard multiple regression it first must be 

examined if there exists any multicollinearity among the independent variables. This is 

Variable Correlation E-loyalty 

S.12 The e-retailers design of webpage has 

led to me abstaining a purchase 
,191† 

S.14 The recommendations makes me feel 

unique as a customer 
,244* 

S.15 The recommendations has affected me 

negatively when purchasing 

,249* 

S.17 As a customer I do not feel appreciated ,173† 

S.19 The available customer support fulfills 

my expectations 

,171† 

S.20 The customer support has affected my 

buying decision positively. 

,285** 

S.21 The customer support is insufficient and 

has lead me to abstain purchasing. 

,281** 

S.30 The e-retailers return policies has made 

me complete more purchases 

,182† 
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evaluated through collinearity statistics which is divided into tolerance and variance 

inflation factor (VIF), presented in the standard multiple regression test. Tolerance 

indicates how much of the variability of a specific independent variable is not explained 

by other independent variables where a value below 0,10 is equal to high correlation. VIF 

is the inverse of Tolerance where a value above 10 is critical, indicating multicollinearity. 

Presented in table 5.7, none of the variables are beyond the interval considered as 

accepted.  

Evaluating each of the independent variables, the beta value for standardized coefficients 

indicates the contribution of the dependent variable. Here the values have been converted 

to the same scale in order to proceed comparing the variables. Through looking for the 

highest beta value ignoring positive or negative signs, the highest contribution to e-loyalty 

can be detected. To ensure statistically significant unique contribution, the significance 

level should be below 0.1. This means that Customer service affects my satisfaction 

negatively (S24, 0,308) when the total variances from all other variables are accounted 

for, makes the strongest unique contribution explaining e-loyalty among the total 

variances from other variables. This is followed The e-retailers return policies has made 

me complete more purchases (S30, 0,264), The recommendations makes me feel unique 

as a customer (S14, 0,219) and The recommendations has affected me negatively when 

purchasing (S15, 0,202). When squaring the beta values, R squared reveals how much it 

would decrease if that specific variable was not in the model (Pallant, 2005). The standard 

errors found in the model, demonstrates the difference of the estimated and true value.  
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Table 5.7 Standard multiple regression test 

 

Significance: † <0.1, * <0.05, ** <0.01, *** <0.001 

5.6 Mean value analysis 

When clarifying which independent variables contributing the most to the dependent 

variable, a test evaluating the variations between the control variables can be conducted. 

Through an Independent-Samples t-test, the mean score can be compared for two groups 

of respondents and be evaluated if there is a statistically significant difference within these 

(Pallant, 2005). As the variation of age among the respondents is seen as relatively low, 

where 83,2 percent is between the age of 20-25, no further tests will investigate the control 

variable age. Therefore, further evaluation will be conducted to investigate the variation 

between gender and shopping frequency. Gender is divided into two groups, 0 and 1, 

while the control variable shopping frequency is divided into three different categories. 

To conduct the test for shopping frequency the variable has to be divided into two groups 

instead of the three current, see table 5.8. As the variation between respondents shopping 

frequency, “At least once a week” and “At least once a month” is low, these will be 

merged into one group called “At least once a month”. 

 

 

 

Variable B-
coefficients 

Std. Error VIF N 

S.14 The recommendations 

make me feel unique as a 

customer. 

,219* ,079 1,025 95 

S.15 The recommendations 

has affected me negatively 

when purchasing 

,202* ,086 1,106 95 

S.24 Customer service 

affects my satisfaction 

negatively. 

-,308*** ,094 1,148 95 

S.30 The e-retailers return 

policies has made me 

complete more purchases 

,264** ,060 1,143 95 

Gender -,017 ,173 1,049 95 
Shopping_Frequency -,074 ,167 1,130 95 
Constant  3,996*** ,900   

Adjusted R² ,287    
F-value 6,416***    
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Table 5.8 Grouped shopping frequency  

 Frequency Percent                 

At least once a month 62 65 

Once every six months or 

more rarely 

33 35 

Total 95 100 

 

5.6.1 Independent-Samples t-test divided by gender 

In order to evaluate if there is any variation between men and women, a test divided by 

gender should been conducted. As presented in table 5.9 below, a variation between 

genders can be discovered evaluating the mean scores of the different variables. But 

through this test, the control variable gender is evaluated and do not show any statistically 

significant difference within any of the four tested variables. Therefore, it cannot be stated 

to be a statistically accepted variation between men and women. 

Table 5.9 Variation depending on genders 

 

5.6.2 Independent-Samples t-test divided by shopping frequency 

Evaluating the mean score of the control variable shopping frequency, a significant 

difference can be detected between two of the four tested statements. Customer service 

affects my satisfaction negatively (S24) has a significant level of 0,003. This indicates 

that there is a coupled difference depending on the actual shopping frequency. The 

respondents who stated that they purchase clothes and/or footwear within e-commerce 

Variable Gender N Mean Significant 

S.14 The recommendations 

make me feel unique as a 

customer. 

Man 

Woman 

40 

55 

2,68 

2,55 

0,561 

S.15 The recommendations 

has affected me negatively 

when purchasing 

Man 

Woman 

40 

55 

4,28 

4,09 

0,387 

 

S.24 Customer service affects 

my satisfaction negatively 
Man 

Woman  

40 

55 

1,63 

1,47 

0,446 

S.30 The e-retailers return 

policies has made me 

complete more purchases 

Man 

Woman 

40 

55 

3,68 

3,45 

0,478 
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“At least once a month”, has a mean of 1,71 compared to respondents from the group 

“Once every six months or more rarely” has a mean of 1,21. 

Another significant difference can be detected at The e-retailers return policies has made 

me complete more purchases (S30), which has a significant level of 0.006.This coupled 

difference indicates that respondents who stated that they purchase clothes and/or 

footwear within e-commerce “At least once a month” value return policies higher than 

the respondents that purchase “Once every six months or more rarely”. This can be 

supported by the variation in mean scores presented in table 5.10 where the mean is 3,87 

in comparison to 2,94.  

Table 5.10 Variation depending on shopping frequency 

 Shopping frequency N Mean Significant 

S.14 The 

recommendations make 

me feel unique as a 

customer. 

At least once a month 

Once every six months or more 

rarely 

62 

33 

2,63 

2,55 

0,718 

S.15 The 

recommendations has 

affected me negatively 

when purchasing 

At least once a month 

Once every six months or more 

rarely 

62 

33 

4,10 

4,30 

0,296 

S.24 Customer service 

affects my satisfaction 

negatively 

At least once a month 

Once every six months or more 

rarely 

62 

33 

1,71 

1,21 

0,003 

S.30 The e-retailers return 

policies has made me 

complete more purchases 

At least once a month 

Once every six months or more 

rarely 

62 

33 

3,87 

2,94 

0,006 

     

 

5.6.3 Extended mean score analysis 

As the statements presented in the survey were connected to the respondents’ favorite 

clothes and/or footwear e-retailer, the collected data can be evaluated through its mean 

scores. This can be claimed upon the basis that the range from 1-5 indicates to what degree 

the respondents value the different variables. Therefore, 1 indicates lowest customer 

value and 5 indicate highest customer value. 
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Table 5.11 Table of mean scores  

 

For further evaluation of the independent variables being claimed as having a statistically 

significant influence on e-loyalty, separated extended mean score tests will been 

conducted. These different variables are The recommendations makes me feel unique as 

a customer (S14), The recommendations has affected me negatively when purchasing 

(S15), Customer service affects my satisfaction negatively (S24) and The e-retailers 

return policies has made me complete more purchases (S30). In order to further evaluate 

the mean of the four above mentioned statements, tables presenting the statistical 

frequencies of the distribution of answers can be seen below. 

The recommendations makes me feel unique as a customer (S14) 

With a mean of 2.60 and a median of 3, the distribution of respondents is divided with a 

slight majority on alternative one and two compared to alternative four and five. This can 

be stated by comparing both the frequency as well as percentage where it is 42,1 percent 

compared to 20,0.  

 

Table 5.12 Frequencies of S14 

 Frequency Percent 

1 19 20,0 

2 21 22,1 

3 36 37,9 

4 17 17,9 

5 2 2,1 

Total 95 100,0 

 

The recommendations has affected me negatively when purchasing (S15) 

With a mean of 4.17 and a median of 5 together representing 74.7 percent of the 

 Mean Std. Deviation N 

S.14 The recommendations 

make me feel unique as a 

customer. 

2,60 1,066 95 

S.15 The recommendations has 

affected me negatively when 

purchasing. 

4,17 1,017 95 

S.24 Customer service affects 

my satisfaction negatively. 
1,54 ,954 95 

S.30 The e-retailers return 

policies has made me complete 

more purchases. 

3,55 1,486 95 
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respondents, a clear majority highlight this as important for them when choosing e-

retailer. This can be stated with just six out of the respondents having answered the 

alternative one and two.  

 

Table 5.13 Frequencies of S15 

 

 

 

 

 

 

 

 

 

Customer service affects my satisfaction negatively (S24) 

With a mean of 1,54 and a median of 1, 69,5 percent of the respondents have answered 

alternative one. To further proving the difference of distribution, 83,2 percent have 

answered alternative one or two and totally 96,8 percent have answered alternative three  

or lower. 

 

Table 5.14 Frequencies of S24   

 Frequency Percent 

1 66 69,5 

2 13 13,7 

3 13 13,7 

5 3 3,2 

Total 95 100,0 

 

The e-retailers return policies has made me complete more purchases (S30) 

With a mean of 3,55, a median of 4 and a percentage of 58,9 of the respondents have 

answered four or higher. Therefore the majority can be claimed to value this as important 

when choosing e-retailer. However, the distributed frequency is relatively even divided 

between the alternatives one to four.     

 

 

 

 Frequency Percent 

1 2 2,1 

2 4 4,2 

3 18 18,9 

4 23 24,2 

5 48 50,5 

Total 95 100,0 
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Table 5.15 Frequencies of S30 

 

 

5.7 Summary of the empirical analysis 

The analysis started with a Kolmogorov-Smirnov test where the collected data capturing 

the dependent variable could be clarified of being non-normally distributed. As the 

dependent variable e-loyalty and filter variable satisfaction were captured of three 

statements each, they needed to be merged into one unified variable. This was done 

through conducting a Cronbach’s alpha test where both the dependent and filter variable 

showed with its capturing statements to measure the same variable.  

This was therefore followed by a Spearman’s rho test to elucidate the correlation between 

the independent and dependent variables. A test that resulted in ten variables showed to 

have a statistically significant impact on the dependent variable e-loyalty, see table 5.5 

and 5.6. These ten variables are therefore interesting for further evaluation. Six with a 

significant level below 0.05, Customer service affects my satisfaction negatively (S24), 

The customer support has affected my buying decision positively I (S20), The customer 

support is insufficient and has lead me to abstain purchasing (S21), The 

recommendations has affected me negatively when purchasing (S15), The 

recommendations makes me feel unique as a customer (S14), A wide range of products 

affects me negatively (S5), presented in descending order. The remaining four variables 

have a significant level above 0.05 but below 0.10. These four are The e-retailers design 

of webpage has led to me abstaining a purchase (S12), The e-retailers return policies has 

made me complete more purchases (S30), As a customer I do not feel appreciated (S17), 

The available customer support fulfills my expectations (S19).  Variables that have been 

significant in only one of the two conducted tests are not presented in the model below. 

This was followed by evaluating the regression in order to investigate the correlation that 

might not be possible to detect in a correlation test. Therefore, the standard multiple 

regression test were conducted to see the relationship of these ten variables as well as 

which of them contributed the most to e-loyalty. This resulted in four final variables being 

 Frequency Percent 

1 14 14,7 

2 13 13,7 

3 12 12,6 

4 19 20,0 

5 37 38,9 

Total 95 100,0 
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statistically significant accepted and ranked from highest to lowest contribution, namely 

The recommendations makes me feel unique as a customer (S14), The recommendations 

has affected me negatively when purchasing (S15), Customer service affects my 

satisfaction negatively (S24) and The e-retailers return policies has made me complete 

more purchases (S30).These are the four variables that will be in focus for the further 

discussion. 

By conducting an Independent-Sample t-test, these four variables could be tested in 

relation to the two control variables gender and shopping frequency. Through this test we 

could clarify a statistically significant difference within the variable shopping frequency, 

presented in the model below. However, the variation between genders was tested and no 

significant difference could be claimed.  

In chapter 3, the conceptual model of this study was presented with an overview of e-

loyalty with the expected correlated service variable. However, after analyzing the 

collected data, an updated model presenting our actual findings of the study can be found 

in figure 2.   
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Figure 2.The updated model based on independent that through a conducted standard multiple regression 

test can be assumed to influence the level of e-loyalty.  

The e-retailers 
return policies has 
made me complete 

more purchases

The recommendations 
makes me feel unique 

as a customer

The recommendations 
has affected me 
negatively when 

purchasing

Customer service 
affects my 
satisfaction 
negatively

E-loyalty
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6. Thesis conclusions 
In this last chapter, the results and conclusions from the empirical analysis will be 

presented. Further, the practical relevance and theoretical contribution will be discussed 

as well as a critical review of this study. Finally, suggestions for future research will be 

discussed. 

6.1 Summary 

This summary will conclude the findings of this study in relation to answer the research 

question, how is service with its underlying factors influencing the level of e-loyalty? 

E-loyalty is considered by Valvi and Fragkos (2012) to be the most important factor 

within e-commerce. Our conclusion is that e-loyalty is dependent on the level of service 

delivered from an e-retailer to its customers. Previous research gave us the perception of 

satisfaction being crucial with its positive relation to e-loyalty. Therefore, satisfaction 

was used as a filter variable in our thesis in order to collect and evaluate data from satisfies 

customers. A few of previous identified variables being claimed to affect e-loyalty has 

shown to have a significant impact in our study. However, not all of the previous 

identified factors can according to this study be claimed to explain the level of e-loyalty. 

A variable alleged to affect loyalty within traditional physical stores showed through our 

study to be significant on influencing the level of e-loyalty as well. In addition to these, 

one of the variables generated by the informal discussions with e-retailers showed to be 

significant in explaining and influencing the level of e-loyalty.  

In accordance with previous research (Bresolles, Durrieu & Senecal, 2014; Chang et 

al.,2009;  Rust & Oliver, 1994; Bolton & Drew, 1992), service is essential for traditional 

physical stores and our conclusion is that it is the same within e-commerce. Chang et al. 

(2009) claimed service to be crucial for e-retailers to implement in their business in order 

to be successful by satisfying its customers. Through the standard multiple regression 

test, our study shows that the variable Customer service affects my satisfaction negatively 

(S24) has the strongest unique contribution explaining e-loyalty, see table 5.7. This can 

be supported by the mean 1,54, a majority claim that the customer service offered from 

their favorite e-retailer has not affected their level of satisfaction negatively as a customer. 

Even clearer is that 69.5 percent according to our study “Fully disagree” on this statement. 

As this have a negative correlation to e-loyalty, our interpretation is that the more 
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negatively customer service has affected the customer satisfaction, the lower level of e-

loyalty. 

Evaluating the collected data from the conducted regression test, our study indicates that 

there is a significant difference in relation to how frequently the consumers purchase 

within e-commerce. With a higher mean in comparison, our interpretation is that the more 

frequently a consumer purchase clothes and/or footwear within e-commerce, the more 

negatively affected they have been by the delivered customer service.  

In accordance with previous research (Arvidsson, 2014; Kassim & Abdullah, 2010; Kim, 

Jin & Swinney, 2009), advantageous return policies is claimed to increase the chance of 

customers completing the buying process and it is being compared as decisive as product 

pricing. The variable The e-retailers return policies has made me complete more 

purchases (S30),showed through the standard multiple regression test that it was the 

second highest contributing explaining e-loyalty, see table 5.7. This can be supported by 

the mean 3,55 where a frequency of 56 respondents answered alternative four or five 

compared to 27 selected alternative one and two, our interpretation is that a majority have 

purchased more clothes and/or footwear from their favorite e-retailer because of their 

return policies. Through the demonstrated positive correlation between S30 and e-loyalty, 

our interpretation is that the more advantageous return policies offered the higher level of 

e-loyalty. Therefore, we believe that advantageous return policies are necessary for e-

retailers to implement in order to reach a higher level of e-loyalty.  

Further evaluating the variation of the collected data, a significant difference was proven 

within how frequently the consumers purchase within e-commerce. With a 0.93 higher 

mean in comparison between the two groups, our interpretation is that the more frequently 

a consumer purchase clothes and/or footwear within e-commerce, the more purchases 

have been completed because of the offered return policies.  

 

Previous research conducted (Fan & Tsai, 2010; Kassim & Abdullah, 2010; Srinivasa, 

Anderson & Ponnavolu, 2002), claim customized services as crucial for e-retailers to 

implement in order to achieve success within e-commerce. Accurately tailoring choices 

for individual customers is claimed to have a positive impact in creating long-term 

relationships between companies and consumers. Through the standard multiple 

regression, it was clarified that the variable The recommendations makes me feel unique 



  Appelqvist & Ollesson 
 

 

   
 

50 

as a customer (S14), has the third highest unique contribution explaining e-loyalty. This 

can be supported by evaluating the mean 2,60.  the result can be difficult interpreting but 

by dividing the results into two groups, a variation can be seen. 40 respondents answered 

alternative one or two in comparison to alternative four and five that 19 respondents 

chose.  Our interpretation is that a majority think that the recommendations provided by 

their favorite clothes and/or footwear e-retailer, do not make them feel unique as a 

customer. With a positive correlation to e-loyalty, we believe that the better provided 

recommendations making the customer feel unique, the higher level of e-loyalty. 

Therefore, the interpretation of e-retailers providing recommendations customized for a 

specific customer can increase their chance of feeling unique and result in a higher level 

of e-loyalty.  

In addition to S14 and based on previous research (Ribbink et al., 2004; Srinivasan, 

Anderson & Ponnavolu, 2002), by recommending customers precisely what they are 

looking for, their time spend searching for products is minimized and the chance that the 

customer will repurchase increases. The variable that through the standard multiple 

regression test showed the fourth highest unique contribution in explaining e-loyalty was 

The recommendations has affected me negatively when purchasing (S15).This can be 

supported by the mean of 4,17 where a majority of respondents selected alternative five. 

Our interpretation is that recommendations provided by their favorite clothes and/or 

footwear e-retailer have affected them negatively at some time. We believe that 

recommendations provided by e-retailers are offered with the aim to increase the level of 

e-loyalty in terms of increased numbers of repurchases.  However, what this result has 

shown us is that these recommendations can have the opposite effect. This can be claimed 

based on the positive correlation between S15 and e-loyalty. 

These variables identified as contributing to e-loyalty was evaluated in relation to our 

control variables and has led to us being able to imagine a variation in relation to how 

often you purchase clothes and/or footwear within e-commerce. Not all the presented 

variables in our conceptual model, including the previous identified can through our study 

be claimed to influence e-loyalty. After the empirical study, we could instead state that 

the variables with highest influence on e-loyalty were The recommendations makes me 

feel unique as a customer (S14) and The recommendations has affected me negatively 

when purchasing (S15). These two variables are gathered from the factor Customization 
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presented in the 8C model. The variable Customer service affects my satisfaction 

negatively (S24) presented as the factor Service Delivery in the three-component model, 

showed through this study to be significant in explaining e-loyalty. In addition to these, 

the variable The e-retailers return policies has made me complete more purchases (S30), 

generated by the informal discussions with e-retailers showed to be significant in 

explaining and influencing the level of e-loyalty. Finally, we could also observe a 

variation within how frequently the customer purchase clothes and/or footwear within e-

commerce.  

The conceptual model has not been tested as a whole model and the results are therefore 

only tentative. Since the underlying factors of the model has not been tested together, 

indirect effects on e-loyalty cannot be revealed. Therefore, only the direct effect on e-

loyalty is shown in figure 2. But the presented variables can be claimed to be of 

importance for e-retailers to think of when planning to increase the level of e-loyalty 

among their customers. But in order to achieve more e-loyal customers, e-retailers might 

need to be loyal towards them. By focusing on creating a unique relation to each customer 

might decrease their chance of thinking, should I stay or should I go?  

6.2 Practical relevance and theoretical contribution 

This research has been conducted with the purpose of exploring how service as an 

additional aspect to trust and satisfaction affects e-loyalty. Previous research within e-

loyalty has been conducted to clarify the impact of trust and satisfaction in relation to e-

loyalty but less has been done evaluating the impact of customer service.  Therefore, this 

research can be considered to be of academic value.  

With this study conducted, the results can be used as a complement for future decisions 

within the subject. As this study was delimited to investigate e-retailer within the Swedish 

fashion e-commerce industry, further research could be done at other markets to 

investigate additional conjunctions.  

Our findings suggest that some underlying variables of service can be claimed to affect 

customers’ level of e-loyalty towards a specific e-retailer. Through each conducted test 

the variables, The recommendations makes me feel unique as a customer (S14), The 

recommendations has affected me negatively when purchasing (S15), Customer service 

affects my satisfaction negatively (S24) and The e-retailers return policies has made me 
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complete more purchases (S30) were significant to correlate with e-loyalty influencing 

the level of e-loyalty. These combined variables represent the higher variable service. 

The three-component model was designed for traditional physical stores and therefore but 

through this study, we could demonstrate that the factor Service Delivery with its 

underlying variable Customer Service influence e-loyalty.  

Through the informal discussion with e-retailers within the industry, we gathered 

information not only from theories but also from practitioners. This combination led to 

the opportunity of evaluating the practitioners thought of importance by testing it on 

potential future customers in order to see if they valued the same variables. 

6.3 Critical review 

The main critical perspective of this thesis would be the small number of respondents. 

With 100 completed surveys, the collected data cannot be claimed to represent all 

customers purchasing clothes and/or footwear within e-commerce.    

Another problem is the conducted data collection method where the respondents were not 

randomly selected. This can be claimed to affect the outcome as the respondents were all 

students and therefore represents the same group. As they represent the same group, some 

shared characteristics can have affected the result to a certain level. One example of this 

could be the relatively low income which can have affected what they value higher in 

comparison to full-time workers.   

6.4 Future research 

The selection of respondents to our questionnaire can to some extent be seen as a 

constraint in the implementation of our study. As our sample consisted of students which 

are often associated with a relatively tight economy, one should take into consideration 

that these respondents cannot represent the majority of the population within the same 

age. This is because of the people in the same age can be in another economic situation 

that may affect their level of e-loyalty.  

The alternatives used to determine how active the respondents are regarding their 

shopping frequencies of clothes and/or footwear within e-commerce could have contained 

more options to be able to categorize the respondents in more groups. This is based on 

the low frequency within the alternative “At least once a week”. Therefore, it could be 
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useful to have an additional category between “At least once a month” and “Once every 

six months or more rarely”. 

The underlying factors presented in the conceptual model should be tested together in 

order to examine both direct and indirect effects. To make this possible, a greater number 

of respondents will be needed.  

Figure 2 is based on assumptions provided by the conducted regression test. As the 

statements were studied invididually, the results are tentative and the figure should 

therefore be tested as a whole in future research. This can imply that patterns have been 

missed. Through this, it can then be clarified if the factors influence e-loyalty in the 

direction presented.  
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Appendix 1: Questionnaire  
Hur ofta handlar du kläder och/eller skor online?  

Någon gång i veckan 

Någon gång i månaden  

Någon gång per halvår eller mer sällan er 

Vilken är din favorit onlinebutik när du handlar  

kläder och/eller skor? 

 

 

Vänligen besvara frågorna nedan med din 

favorit onlinebutik i åtanke. 

Läs noggrant igenom de följande påståendena 

innan du väljer det alternativet som passar bäst 

in på dig. Alternativen är rangordnade 1-5 (1 = 

Inställer inte alls, 5 = Instämmer helt) 

   

∙ Onlinebutiken gör det möjligt för mig att 

  se produkten från flera olika vinklar.                         

∙ Onlinebutiken ger mig bred produktinformation 

∙ Onlinebutiken lyfter fram produkterna på ett sätt som gör 

mig     intresserad 

∙ Produktsortimentet är begränsat 

- Ett för brett produktsortiment påverkar mig negativt – 

∙ Produkterna är prisvärda   

∙ Recensioner från andra kunder är lättillgängliga  

∙ Recensionerna bidrar med värdefull information 

∙ Recensionerna har påverkat mig att slutföra ett köp 

Instämmer inte alls Instämmer helt 

  1      2       3       4       5 

  1      2       3       4       5 

  1      2       3       4       5 

  1      2       3       4       5 

  1      2       3       4       5 

  1      2       3       4       5 

  1      2       3       4       5 

  1      2       3       4       5 

  1      2       3       4       5 

  1      2       3       4       5 
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∙ Onlinebutiken har en enkel hemsida att navigera igenom 

∙ Användarvändlighet har gjort att jag valt denna onlinebutik  

∙ Onlinebutikens utformning har gjort att jag avstått ett köp  

  1      2       3       4       5 

  1      2       3       4       5 
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∙ Onlinebutiken rekommenderar produkter som matchar min 

efterfrågan 

+ Rekommendationerna får mig att känna mig unik som kund 

+ Rekommendationerna har påverkat mig negativt vid ett köp 

∙ Onlinebutiken tar bra hand om mig som kund 

∙ Som kund känner jag mig inte uppmärksammad 

∙ Positivt kundbemötande har gjort att jag slutfört ett köp 

+ Den tillgängliga kundsupporten uppfyller mina  förväntningar 

+ Kundsupporten har påverkat mitt köpbeslut positivt 

+ Kundsupporten är bristande och har lett till att jag avstått köp 

∙ Kundservicen har lett till att jag valt denna onlinebutik 

∙ Kundservicen har påverkat mig positivt inför framtida köp  

- Kundservicen har påverkat min kundnöjdhet negativt 

∙ Möjlighet till olika betallösningar har påverkat mig positivt 

∙ Befintliga betallösningar har gjort att jag avstått köp 

∙ Enklare betallösningar hade lett till fler slutförda köp 

∙ Leveranstiden har inte påverkat mitt val av denna onlinebutik 

∙ Leverans samma dag som slutfört köp hade ökat mina  

antal köp online 

∙ Deras returpolicy har lett till att jag genomfört fler köp  

∙ När jag ska köpa kläder/skor besöks denna onlinebutik först  

∙ Jag genomför majoriteten av mina nätköp i denna onlinebutik 

∙ Jag är villig att betala ett högre pris i denna onlinebutik   jämfört 

mot andra onlinebutiker 

∙ Som kund är jag nöjd med denna onlinebutik 

∙ Jag skulle rekommendera denna onlinebutik till mina vänner  

∙ Denna onlinebutik uppfyller mina förväntningar 

Kön 

∙ Man 

∙ Kvinna 

Ålder:  

  1      2       3       4       5 

Instämmer inte alls Instämmer helt 

  1      2       3       4       5 

  1      2       3       4       5 

  1      2       3       4       5 

  1      2       3       4       5 

  1      2       3       4       5 

  1      2       3       4       5 

  1      2       3       4       5 

  1      2       3       4       5 

  1      2       3       4       5 

  1      2       3       4       5 

  1      2       3       4       5 

  1      2       3       4       5 

  1      2       3       4       5 
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Appendix: 2 

  

No. Statement 

S1 
Onlinebutiken gör det möjligt för mig att se produkten från flera olika 

vinklar.                         

S2 Onlinebutiken ger mig bred produktinformation 

S3 Onlinebutiken lyfter fram produkterna på ett sätt som gör mig intresserad 

S4 Produktsortimentet är begränsat 

S5* Ett för brett produktsortiment påverkar mig negativt 

S6 Produkterna är prisvärda   

S7 Recensioner från andra kunder är lättillgängliga 

S8 Recensionerna bidrar med värdefull information 

S9 Recensionerna har påverkat mig att slutföra ett köp 

S10 Onlinebutiken har en enkel hemsida att navigera igenom 

S11 Användarvänlighet har gjort att jag valt denna onlinebutik  

S12† Onlinebutikens utformning har gjort att jag avstått ett köp 

S13 
Onlinebutiken rekommenderar inte produkter som matchar min 

efterfrågan 

S14* Rekommendationerna får mig att känna mig unik som kund 

S15* Rekommendationerna har påverkat mig negativt vid ett köp 

S16 Onlinebutiken tar bra hand om mig som kund 

S17† Som kund känner jag mig inte uppmärksammad 

S18 Positivt kundbemötande har gjort att jag slutfört ett köp 

S19† Den tillgängliga kundsupporten uppfyller mina förväntningar 

S20** Kundsupporten har påverkat mitt köpbeslut positivt 

S21** Kundsupporten är bristande har lett till att jag avstått köp 

S22 Kundservicen har lett till att jag valt denna onlinebutik 

S23 Kunderservicen har påverkat mig positivt inför framtida köp 

S24*** Kundservicen har påverkat min kundnöjdhet negativt 

S25 Möjlighet till olika betallösningar påverkar mig positivt 

S26 Befintlig betallösning har gjort att jag avstått köp 

S27 Enklare betallösningar hade lett till fler slutförda köp 

S28 Leveranstiden har inte påverkat mitt val av denna onlinebutik 

S29 Leverans samma dag som slutfört köp hade ökat mina antal köp online 

S30† Deras returpolicy har lett till att jag genomfört fler köp 

S31 När jag ska köpa kläder/skor besöks denna onlinebutik först 

S32 Jag genomför majoriteten av mina nätköp i denna onlinebutik 

S33 
Jag är villig att betala ett högre pris i denna onlinebutik jämfört mot andra 

onlinebutiker 

S34 Som kund är jag nöjd med denna onlinebutik 

S35 Jag skulle rekommendera denna onlinebutik till mina vänner 

S36 Denna onlinebutik uppfyller mina förväntningar 

Significance: † <0.1, * <0.05, ** <0.01, *** <0.001 
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Appendix 3: Tables  

 

 N Minimum Maximum Mean Std. 
Deviation 

Gender 95 0 1 ,58 ,496 

Age 95 20 34 23,57 3,201 
 
 

Shopping Frequency 95 1 3 2,32 ,531 
 
 

Statement_1 95 1 5 4,06 ,965 
 
 

Statement_2 95 2 5 3,91 ,745 
 
 

Statement_3 95 2 5 4,08 ,679 
 
 

Statement_4 95 2 5 3,87 ,890 
 
 

Statement_5 95 1 5 2,34 1,182 
 
 

Statement_6 95 2 5 3,84 ,748 
 
 

Statement_7 95 1 5 3,60 1,161 
 
 

Statement_8 95 1 5 3,52 1,219 
 
 

Statement_9 95 1 5 3,33 1,462 
 
 

Statement_10 95 2 5 4,37 ,786 
 
 

Statement_11 95 1 5 3,85 1,091 
 
 

Statement_12 95 3 5 4,41 ,765 
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Statement_13 95 1 5 3,78 ,980 
 
 

Statement_14 95 1 5 2,60 1,066 
 
 

Statement_15 95 1 5 4,17 1,017 
 
 

Statement_16 95 1 5 3,87 ,992 
 
 

Statement_17 95 1 5 3,86 1,097 
 
 

Statement_18 95 1 5 3,21 1,193 
 
 

Statement_19 95 2 5 3,76 ,872 
 
 

Statement_20 95 1 5 3,53 ,909 
 
 

Statement_21 95 1 5 4,08 1,059 
 
 

Statement_22 95 1 5 2,67 1,267 
 
 

Statement_23 95 1 5 3,49 1,129 
 
 

Statement_24 95 1 5 1,54 ,954 
 
 

Statement_25 95 1 5 4,32 ,866 
 
 

Statement_26 95 2 5 4,63 ,669 
 
 

Statement_27 95 1 5 3,44 1,528 
 
 

Statement_28 95 1 5 2,84 1,432 
 
 

Statement_29 95 1 5 4,13 1,169 
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Statement_30 95 1 5 3,55 1,486 
 
 

Statement_31 95 1 5 4,17 1,191 
 
 

Statement_32 95 1 5 3,94 1,174 
 
 

Statement_33 95 1 5 2,25 1,280 
 
 

Statement_34 95 3 5 4,48 ,666 
 
 

Statement_35 95 3 5 4,60 ,591 
 
 

Statement_36 95 3 5 4,46 ,649 
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Appendix 4: Spearman’s rho test 

Variable  Correlation E-loyalty 

Statement_1 ,103 
 
 

Statement_2 -,071 
 
 

Statement_3 ,119 
 
 

Statement_4 -,043 
 
 

Statement_5 -,215* 
 
 

Statement_6 -,111 
 
 

Statement_7 ,024 
 
 

Statement_8 -,085 
 
 

Statement_9 -,169 
 
 

Statement_10 ,125 
 
 

Statement_11 ,098 
 
 

Statement_12 ,191† 
 
 

Statement_13 ,162 
 
 

Statement_14 ,244* 
 
 

Statement_15 ,249* 
 
 

Statement_16 ,098 
 

Statement_17 ,173† 
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Statement_18 ,167 
 
 

Statement_19 ,171† 
 
 

Statement_20 ,285** 

Statement_21 ,281** 
 
 

Statement_22 ,004 
 
 

Statement_23 ,073 
 
 

Statement_24 -,324*** 
 
 

Statement_25 ,029 
 
 

Statement_26 ,088 
 
 

Statement_27 ,040 
 
 

Statement_28 -,032 
 
 

Statement_29 -,043 
 
 

Statement_30 ,182† 
 
 
Satisfaction 

,334*** 

Significance: † <0.1, * <0.05, ** <0.01, *** <0.001 
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Appendix 5: Standard multiple regression test 

 

Variable Beta Std. Error 

Statement_5 -,104 ,079 
Statement_12 -,015 ,138 
Statement_14 ,213* ,092 
Statement_15 ,193† ,094 
Statement_17 -,051 ,098 
Statement_19 ,058 ,115 
Statement_20 ,127 ,124 
Statement_21 ,043 ,107 
Statement_24 -,271* ,105 
Statement_30 ,211* ,061 
Constant  ,815 

Significance: † <0.1, * <0.05, ** <0.01, *** <0.001 

 

 


