
IOSR Journal of Business and Management (IOSR-JBM) 

e-ISSN: 2278-487X, p-ISSN: 2319-7668. Volume 22, Issue 5. Ser. VI (May. 2020), PP 37-43 

www.iosrjournals.org 

DOI: 10.9790/487X-2205063743                                www.iosrjournals.org                                             37 | Page 

 

Factors of Website Qualities to Improve E-loyalty among 

Consumers of Online Retailers 
 

Afnan Alshhadat
1
, Associate Professor Valliappan Raju

2
 

1,2 
CENTER OF POSTGRADUATE STUDIES, LIMKOKWING UNIVERSITY OF CREATIVE TECHNOLOGY 

 

Abstract: 
Background: One business that has been dramatically affected by the Internet is the retail industry. The 

Internet creates a brand-new relationship with the sellers and provides enormous opportunities for cost 

reduction. Similar to many businesses, turning customer to loyal customers is the aim of companies. Loyal 

customers are believed to be the critical factor in decreasing market share and creating a more sustainable 

competitive advantage The Importance of website quality has researched in many types of research and from 

other viewpoints. The aim of this research is to identify and to better understand the relationship between 

website qualities and customer E-loyalty regarding shopping website.  

Materials and Methods: Literature review investigation is used to develop the model and developing an 

adapted version of a well-structured survey. However quantitative methods by using statistical analysis are used 

to reveal the results of the pilot tests in terms of Cronbach’s alpha examination. 

Results: The analysis conducted a pilot study as a pre-test reliability and validity technique. The pilot team 

comprises of 37 participants (online shopping consumers in Malaysia) employed for feasibility of the survey. 

The Cronbach's alpha reliability examinations acquired through the equipment SPSS 23. The results of 

Cronbach’s Alpha scores are at adequate level above 0.7. 

Conclusion:Based on previous studies exploration, the author can identify five determinants, which are 

information quality, service quality, system quality, atmospheric cues, and perceived value. The proposed model 

have enough support from literature and can be proceed for empirical investigation in different environments. 
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I. Introduction 
In the emerging global market, e-business has gradually become an essential factor of a business plan 

[1], [2]. The Internet and information technology have made incredible contributions to business transformation. 

The evidence revealed that the Internet becomes an essential driver of change in many industries in the past 

decade [3]. The online companies provide more comfortable, faster, and efficient business transaction in 

comparison with their offline competitions [4]. One business that has been dramatically affected by the Internet 

is the retail industry. The Internet creates a brand-new relationship with the sellers and provides enormous 

opportunities for cost reduction [4] and boost potential sales [5] from the retail sector. It helps to customers, 

looking for information about products information [6], and also compare different prices easily [7]. 

Similar to many businesses, turning customer to loyal customers is the aim of companies. Loyal 

customers are believed to be the critical factor in decreasing market share and creating a more sustainable 

competitive advantage [4]. Studies reveal loyal customers behave as word-of-mouth advertisements channels to 

promote products and services to prospective customers [8], [9]. Additionally, loyal customers decrease 

marketing cost, by bringing new customer, increasing referrals [10], decreasing the price sensibility [4], ready to 

pay more, and lowering switching to competitors [11]. 

The Importance of website quality has researched in many types of research and from other viewpoints. 

For example, a study in hotel website revealed that  a set of features like hotel facilities, reservation info, contact 

info, site management are the most important in developing successful hotel websites [12]. Additionally, 

information quality, security, site performance, customer relationships, responsiveness are the vital factors for 

an online shopping site [13]. Those factors have a robust predictive capability concerning online customer 

satisfaction and loyalty  [14]. Well-designed website influences the customers’ satisfaction, consumers' attitudes 

and expectations  and motivates them to continue browsing the site [15]. The thoughtful layout which carefully 

contained the customers' requirements and desires make the customers also satisfy and satisfied customers have 

a substantial impact on customer loyalty [16]. 
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Website quality, value perception and atmospherics Cues are considered as the significant factors that 

directly or indirectly influences the customer behaviour in online businesses [17], [18].The importance of a 

website refers to the tremendously using of the Internet. This trend can be seen while people desire to plan a trip 

more strongly [19], [20]. According to Vásquez et al., (2019), little research emphasis has been given on the 

comprehension of consumer behaviour concerning the qualities of an online e-commerce website. However, the 

quality of the site has a significant influence on future customer intention. Accordingly, the current research 

investigates the relationship among website quality, customer e-satisfaction and e-loyalty simultaneously in the 

online shopping website.[21]. 

Based on the above factors that usually making the local websites poorly performing and not trusted we 

can list some of suggested factors that might help in developing a creative model toward making an 

improvement in this field. But first, Previous studies considered various factors that influence loyalty such as 

trust, perceived value, service quality, information quality, brand trust, relationship quality and commitment 

[18], [21], [22],However, factors such as website quality, value perception and atmospherics cue are ignored 

within the context of e-commerce [19]. 

The aim of this research is to identify and to better understand the relationship between website 

qualities and customer E-loyalty regarding shopping website. 

 

II. Literature Review 
The study of customer loyalty in the online environment is growing [23]. E-loyalty is understood as the 

consumer’s positive feelings to electronic commerce that lead to repeat buying intentions [8]. Online loyalty 

extends the conventional concept of brand loyalty to the technology-mediated environment [14]. E-loyalty 

parallels the “store loyalty” concept and includes fostering repeat store visit behaviour and the repeat purchase 

of products or services [24]. Studies have highlighted the importance of developing e-loyalty among online 

consumers. Developing loyal customers is an essential component of firm strategy and is necessary for survival 

in a competitive market and contributes to increased revenues and profitability [25]. In fact, repeat purchases 

from loyal customers distinguish successful online business ventures from failed ventures ([26] 

Website Quality refers to the consumer's perception of the overall quality of a website. This study 

considered information quality, service quality, system quality, atmospherics cues, and perceived value as 

website functionalities to create positive behaviour in order to develop positive consumer responses in e-

commerce website. Three of the desired construct are imported from Delone and Mclean Information System 

Success Model. The information systems success model is an information systems (IS) theory, which try to find 

a broad and acceptable meaningful of the information system success. The founders of this famous theory are 

William H. Delone and Ephraim R. McLean in 1992 [27]. 

Web atmospherics Web atmospheric in this study refers to the conscious designing of Web 

environments to create positive behaviour in order to develop positive consumer responses in e-commerce 

website. It is measured through layout, lighting, audio, picture in the store affects customers' intent. Therefore, 

online retailers may also produce a similar setting via their site, which may impact buyers' comprehension of the 

internet shop [28] Critics acknowledge that design quality is one of the most essential measurements of site 

quality [28]–[30] Design layout and strategy are important to site users.  

Information quality is a crucial idea. It is a multi-attribute principle. Quality dimensions associated with 

information a site offers are consisting of completeness, timeliness, comprehensibility, trustworthy, presentation 

search, style, and irregularity capacity [31]. Information quality of ecommerce websites has an extensive effect 

on the purchase intention. In order to provide an enjoyable shopping experience for customers and help them 

make ideal purchasing decisions, it is important that the website provides quality information [32]. 

System quality a desirable feature of a details system, which concentrate on usability and efficiency of 

a specific system. Quality measurements based upon technological aspects for an internet site are consisting of 

availability, effectiveness, reliability, protection [31]. When users use a system as customers, it is totally 

different from when they use it as employees, which means poor system characteristics such as lack of 

responsiveness, usefulness, and suitability discourage the customer from using an e-commerce website and lead 

to declines in sales and demand. In addition, security becomes a critical issue in the system quality as well, since 

many sensitive transactions are conducted over the Internet when it comes to e-commerce [33]. 

Service quality describes quality gave to the end consumer in the service offering gave. Quality 

dimensions that advertise interactivity amongst internet site users and are interested in reacting individuals' 

activities, consisting of modification, support, network diversity, responsiveness, payment, and reward [31]. 

Website quality is a key component in electronic business due to the fact that users’ perception of website 

positively impacts their intentions to use and purchase from the website [34].The real challenge for the 

ebusiness is how to convert the website visitors into buyers when they view the website for the first time. 

According to Chen and Barnes, purchase intention is characterized as the circumstance when a consumer is 

willing and intends to conduct online transactions [35]. 



Factors of Website Qualities to Improve E-loyalty among Consumers on Online Retailers 

DOI: 10.9790/487X-2205063743                                www.iosrjournals.org                                             39 | Page 

Perceived value is the assumption of consumers regarding the advantages of acquired services or 

products against what is provided in return. It is the general evaluation of the external signs of a details 

organization, based on customers' understandings of what they got and what their input to the purchasing 

experience was [36]. In case of service studies, expectation is explained as needs and desires of consumers, what 

they want a service supplier to offer instead of would offer [37]. From post-purchase dimension, Yu et al., 

(2017) described customer perceived value  as established satisfaction relationship between producer and 

customer after customer consumed a salient service or product manufactured by supplier and realized that this 

product offers added value [39]. In addition, Cheng et al. (2018) explained that customer perceived value is a 

dynamic factor which can be experienced after being consumed. It is important to add satisfaction or subjective 

reactions which are created in tourist [40]. As de Kerviler et al., (2017) noted, customer perceived value can be 

defined from pre-purchase, transaction and also post purchase dimensions in which customer value is the 

perceived preference of a customer coming from assessing product features, performance or consequences from 

its usage which can block or facilitate obtaining customer’s objectives and goals in case of use situation [42]. 

 

III. Proposed Model Development 
A. Information quality and E-loyalty 

The more the quality of information in website is good the more the consumers will be happy and loyal 

and based on the above information the researcher is expecting a high positive impact of website information 

high quality on consumers loyalty as this hypothesis is compatible with other studies hypothesis such as [43]–

[46]. 

 

 There is a positive relationship between website information quality and consumer e-loyalty. 

 

B. System quality and E-loyalty 

While website system quality means the quality factors in web-site such as: Aesthetics, ease of use, 

multimedia, rich content and reputation [6]. They give the usability the factors: consistency, navigation, and 

comment. And as has been explained before to make the consumers more loyal the firms and websites must 

have innovative and creative system. [47]. High and well programmed website system (high quality) will make 

the consumers more loyal. as this hypothesis is compatible with other studies hypothesis such as [6], [43], [44], 

[48]. 

 

 There is a positive relationship between website system quality and consumer e-loyalty. 

 

C. Service quality and E-loyalty 

However, more quality means more loyal customers (Manaf et al. 2018).  High service quality website 

will make the consumers more loyal. as this hypothesis is compatible with other studies hypothesis such as [43], 

[47], [49], [50]. 

 

  There is a positive relationship between website service quality and consumer e-loyalty. 

 

D. Value Perception and E-loyalty 

Better consumers’ perception about the performance and the quality of the website the more the 

consumers will like the website and be more loyal. [51]. Based on that the researcher is expecting that positive 

consumer’s perceived value about a certain website will make the consumers more loyal to the website. as this 

hypothesis is compatible with other studies hypothesis such as [44], [51]–[53]. 

 

 There is a positive relationship between customer value perception and customer e-loyalty. 

 

E. Atmospheric Cues and E-loyalty 

More attractive website will means more loyal customer’s that like the features of that website. [44]. 

Based on that the researcher is expecting that good atmospheric cues in website will make the consumers more 

satisfied about the services provide by the website. as this hypothesis is compatible with other studies hypothesis 

such as [52]–[55]. 

 

  There is a positive relationship between web atmospheric cues and consumer e-loyalty. 

The proposed model and relations are demonstrated in Figure 1.  
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Figure 1: Proposed model and Relations 

 

IV. Methodology 
The aim of this article is to provide a preliminary framework for e-loyalty based website qualities as 

determinant. Literature review investigation is used to develop the model and developing an adapted version of 

a well-structured survey. However quantitative methods by using statistical analysis are used to reveal the 

results of the pilot tests in terms of Cronbach’s alpha examination. 

Survey method in the form of Likert scale questionnaire has been widely used in social science research 

[56]–[58]. Items of the questionnaire are designed to ask participant about their perception for the different 

proposed variables, which are five website qualities as antecedent variables, and E-loyalty as dependent 

variable. Continually, the following procedure was performed for proceeding quality of the instrument: 

 Each manifest of the relevant constructs was extracted from existing studies. 

 The pilot study was implemented from the expert views. 

 The instrument was revised on the base of the pilot study’s results. 

 

Table 1 shows the sources of the questionnaire items used in this study. The items imported from 

different related studies, but adapted to be suitable for the Saudi environment.  

 

Table 1:Sources for Questionnaire Items 

# Variable Sources 

1 Information Quality [59], [60] 

2 System Quality [61], [62] 

3 Service Quality [60]–[62] 

4 Atmospheric Cues [53], [63] 

5 Perceived Value [64], [65] 

7 E-Loyalty [6], [45] 

 

V. Findings and Discussions 
The study utilizes Cronbach's alpha to discover the reliability of the variables and also to check the 

inner consistency of the variables. The analysis conducted a pilot study as a pre-test reliability and validity 

technique. The pilot team comprises of 37 participants (online shopping consumers in Malaysia) employed for 

feasibility of the survey. The Cronbach's alpha reliability examinations acquired through the equipment SPSS 

23. Table 2 shows the results of Cronbach’s Alpha scores are at adequate level above 0.7. All of the variables 

have appropriate scores of Cronbach's alpha between 0.701 up to 0.905. Internal consistency reliability assessed 

by Cronbach's' alpha must be bigger than 0.70 and less than 0.95 [66]. 
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Table 2: Pilot Study Reliability Tests Results 

Variables Cronbach’s Alpha 

Information Quality 0.715 

System Quality 0.755 

Service Quality 0.726 

Atmospheric Cues 0.765 

Perceived Value 0.701 

E-Loyalty 0.905 

 

VI. Conclusions 
This study aim to propose a prediction model for e-loyalty of online shopping based on website 

qualities. Based on previous studies exploration, the author can identify five determinants, which are 

information quality, service quality, system quality, atmospheric cues, and perceived value. The proposed model 

have enough support from literature and can be proceed for empirical investigation in different environments. In 

addition author adapted a well-structured questionnaire as a tool for collecting data from consumers. The 

questionnaire are designed in Likert 5 and pass the examination of internal consistency. Therefore, the proposed 

model and the adapted well-structured survey have enough evidence for its validity. However, future work is 

still needed to empirically examine the model and generalize the model relations. In addition, continuous 

exploration is recommended to increase the possible website qualities as determinants to consumer behavior. 
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