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Abstract

Many department stores, jewellery and watch specialist stores closed due to the COVID-
19 pandemic in 2020 and 2021. To sustain the revenue of these businesses many of these stores
turn to e-commence. Research Problem: As Generation Y consumers’ in Malaysia represent a
greater potential for these businesses, there was a lack of understanding of their online buying
behaviour for Hard Jewellery especially during the early days of COVID19 pandemic. Research
Obijectives: (1)To study the relationship between the attributes for e-service quality and customer
satisfaction of hard luxury online stores among Generation Y consumers; (2) To identify the
relationship between customer e-satisfaction and online purchase intention of hard luxuries among
Generation Y consumers and (3) To examine the mediating effect of customer e-satisfaction
between attributes of e-service quality and the online purchase intention of hard luxuries among
Generation Y consumers. The study was conducted on Generation Y customers consist of male
and female Malaysians between 25 and 40 years old who had visited, purchased or used the
services provided by hard luxury goods retailers online at least once; a pilot study was conducted
prior the actual survey to test the validity and reliability of the research instrument; a convenient
sample of 200 respondents was collected via a Google Form online questionnaire, where the link
was shared on Facebook, WhatsApp and email, and MS Excel was used to sort the primary data.
The data analysis was conducted with the help of Structural Equation Modeling (SEM) with partial
least squares (PLS) analysis using the SmartPLS 3.0 software and SmartPLS was used to generate
T-statistics for significance testing of both the inner and outer model. Result Outcomes: The study
established that Website design, Customer Service and Fulfillment had an effect on customer e-
satisfaction which had an effect on online purchase intention during the pandemic but
security/privacy does not have a significant and positive effect on customer e-satisfaction and does
not affect online purchase intention. Henceforth, customer e-satisfaction does not mediate the
relationship between security/privacy and online purchase intention in the study.
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Introduction

COVID-19 had devastating worldwide impact on sales of hard luxury goods in 2020. The
luxury sector adapted to the digital revolution with the rise in number of online consumers. In
order to survive and thrive in an intensely challenging industry and reap long-term advantages in
e-commerce, hard luxury companies such as Tiffany & Co, Omega, Rolex and Cartier; Habib
Jewels, Poh Kong, Swarovski, Seiko, Pandora, Selberan, Wanderlust & Co and, Pandora
had to focus on customer satisfaction and service quality assessment. In the research, the study
examined the relationship between the independent variables such as key attributes of E-Service
Quality: Website Design, Customer Service, Security/Privacy and Fulfillment with the dependent
variable Online Purchase Intention and the mediating variable was Customer E-satisfaction.
Research Objectives
ROL. To study the relationship between the attributes for e-service quality and e-customer
satisfaction of hard luxury online stores among Generation Y consumers.

RO2. To identify the relationship between customer e-satisfaction and online purchase intention
of hard

luxuries among Generation Y consumers.

RO3. To examine the mediating effect of customer e-satisfaction between attributes of e-service
quality

and the online purchase intention of hard luxuries among Generation Y consumers

Research Questions

e Does website design, customer service, security/privacy and fulfilment have a significant
and
positive effect on customer satisfaction of hard luxury online stores among Generation Y
Malaysian consumers?

e Does customer e-satisfaction have a significant and positive influence on online purchase
intention of hard luxuries among Generation Y Malaysian consumers?

e Does customer e-satisfaction have a mediating effect between website design, customer
service, security/privacy and fulfilment and the online purchase intention of hard luxuries
among Generation Y Malaysian consumers?

Hard Luxury

Based on the previous studies, Luxury is characterized as the most elevated level of
recognised brands, alongside the physical and psychological attributes associated with them
(Vigneron & Johnson, 2004). Luxury goods are not limited to trophies and status symbols, but also
include things that provide aesthetic experience and delight (Teimourpour & Hanzaee, 2011; Kim,
2019). These can be further divided into soft and hard luxury goods.
According to Bain and Company, 2012; Ing et al., 2021 fashion and clothing are examples of soft
luxuries, while watches and jewellery are examples of hard luxuries. The focus of the study is on
hard luxury as they have a high level of consumer involvement in the information gathering and
decision-making processes owed to its expensive nature (Hollensen, 2011). Hard luxuries are also
not gender specific and fulfil the criteria of the study (Ing et al., 2021). Some of the major players
in the hard luxury industry are Tiffany & Co, Omega, Rolex and Cartier which are iconic brands
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with a long history of a strong brand identity. However, for the purpose of the study, hard luxury
brands were not limited to elite-level luxury brands but also includes local and international entry-
level luxury brands such as Habib Jewels, Poh Kong, Swarovski, Seiko, Pandora, Selberan,
Wanderlust & Co, Pandora and etcetera, which created a perception of high quality, carefully
crafted, unique, high price and exclusivity than other brands in the minds of Malaysian consumers.
In the study, Service quality refers to all stages of a customer's contact with a website, including
how well it efficiently and effectively supports shopping, purchase, and delivery (Parasuraman,
Zeithaml & Malhotra, 2005). Service quality was also described as the anticipated gap between
what consumers seek and how they analyzed what they are getting (Parasuraman, Zeithaml &
Malhotra, 2005; Sundaram, Ramkumar & Poorna, 2017). Other studies, in a related development,
classified e-service quality as a user’s experience with the retailer via an online platform without
human involvement, where the internet was regarded as a key medium for e-service delivery (Lu
et al., 2010; Sousa & Voss, 2006). The significant factors and performance of customer
relationships was strongly dependent on the dimensions of the e-service (Liao & Yen, 2011).
Customer views of e-service quality impact e-retailers' sales and success, thus assessing and
monitoring consumer perceptions of e-service quality is essential (Rolland & Freeman, 2010; Kim,
Hsu & Yuen, 2020). For e-commerce businesses, the major drivers of success or failure were not
just having a website or having a low price, but also providing high-quality e-services that induce
savvy online customers to pay a premium price (Ranjibarian, Fathi & Rezaei, 2012). Several
empirical research in a variety of businesses have revealed the interrelationships between the
variables of service quality, customer satisfaction, and purchase intentions (Paulo, Tiago &
Almira, 2019; Shrawan & Mohit, 2018; Udo, Bagchi & Kirs, 2010). Parasuraman, Zeithaml &
Berry (1988) created the SERVQUAL scale for assessing consumer perceptions of service quality
which comprises of tangibles, reliability, responsiveness, assurance and empathy. The
SERVQUAL paradigm was less relevant to e-commerce because of the distinction between digital
and conventional customer care (Paulo, Tiago & Almira, 2019). E-SERVQUAL was a model
constructed by Zeithaml et al. (2000) which consist of eleven dimensions and was used in many
studies. Well-known modified models include eTailQ which was designed by Wolfinbarger and
Gily (2003), E-S-qual was devised by Parasuraman, Zeithaml and Malhotra (2005) and WebQual
was developed by Barnes and Vidgen (2002). Following a comprehensive literature review and
opinions from experts Jyoti and Kesharwani (2020) identified eight dimensions of e-service quality
(efficiency, reliability, responsiveness, ease of use, security, websites aesthetic, personalization,
and ease of use) in the online banking industry. Kim, Kim and Kandampully (2011) identified
(convenience, personalization, security/privacy, website design, and entertainment value) as major
aspects of service quality in the online clothing retail context. In the research the study examines
Wolfinbarger & Gilly (2003) eTailQ model, which includes website design, reliability/fulfilment,
security/privacy and customer service. The model could adequately assess the e-service quality of
hard luxury companies based on the earlier literature reviewed (Markus, 2016). Furthermore, the
study looked at the impact of e-service quality on customer satisfaction and online purchase
intention.

E-Service Quality Attributes in the Study

Website Design

Website design draw in consumers attention and also had an impact on satisfaction online (Roy,
Dewit & Aubert, 2001). “Website aesthetics, personalization, product presentation and price
display”, were some of the items of the consumer experience linked to the website design (Blut,
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2016). Website quality relates to how internet consumers evaluate websites in terms of whether
they met their demands and include all required product information (Chang & Chen, 2008). A
good website design should prioritize usability while also offering aesthetics, presenting a
compelling and affiliated picture to the brand and to would draw in customers to come and browse
(Diaz & Koutra, 2013). This factor makes up for the lack of tangible evidence or atmosphere that
was absent in an e-commerce setting (Firdous & Farooqi, 2019). A successful website should also
have relevant content that allows visitors to trust and engage with the merchants efficiently (Gefen,
2000). Besides an engaging website, a good website design was critical in supporting customers
in finding information, as it shortens the time it takes to find information and eliminate the
possibility of mismatches (Luo, Ba & Zhang, 2012). Previous studies looked at how the design of
a website influences users' perceptions of its quality (Kim, 2019). This perception was critical,
particularly for first-time visitors, in order to instill confidence in consumers towards the website's
dependability (Guo, Ling & Liu, 2012). Cho and Park (2001), for example, examined the e-
commerce user-consumer satisfaction index (ECUSI) for online buying using an empirical study
of 435 online shoppers. It was discovered that the quality of website design was used to measure
user satisfaction. The empirical study by Wolfinbarger & Gilly (2003) discovered that website
design elements are important indicators of consumer quality judgements, content and loyalty for
online businesses.

Customer Service

The degree of an intrinsically reactive approach to which a retailer ideally executes was referred
to as service excellence, and it act as an extrinsic standard value for quality evaluation (Mathwick,
Malhotra & Rigdon, 2001). Product classification and support, replies to commonly asked
inquiries via e-mail or other channels, credit and instalment exchange completion, and shipping
related assistance were all examples of client care (Zeithaml, Parasuraman & Malhotra, 2002; Park
& Kim, 2003). In an online context, buyers have high expectations for a rapid response, and
addressing their inquiries lowers risk perception and enhances perceived convenience (Kouser,
Ghulam & Bakari, 2018; Liao & Cheung, 2002; Gummerus et al., 2004). Furthermore, online
shopping entails delivery and authentication of the acquired items, necessitating the use of
customer service to address complaints or feedback from online customers (Wolfinbarger & Gilly,
2003; Tan et al., 2016). Offering customer support in an online buying environment was critical
since most customers value ease and efficiency while purchasing online (Wolfinbarger & Gilly,
2003; Tan et al., 2016). Consumers' perceptions of the online store's ability to deliver on its
promises and effectively conduct service requirements impacts customer satisfaction
(Parasuraman, A., Zeithaml, V.A & Malhotra, A. (2005). The customer service dimension includes
attributes such as responsiveness, reliability and service level (Kim, 2019). Customers' motives,
such as purchase intentions, word of mouth, and customer loyalty, reveal the implication of
perceived service excellence and satisfaction (Zeithaml, Parasuraman & Malhotra, 2002; Norizan
& Abdullah, 2010).

Security/Privacy

The security of credit card payments and the privacy of shared information were referred to as
security/privacy (Zeithaml, Parasuraman & Malhotra, 2000). Consumer notion associated with the
possibility of a vendor to secure a customer’s pre-purchase decision was also referred to as privacy
(Kim, Donald & Raghav, 2009). Customers' perceptions of internet suppliers' ability to satisfy
security criteria such as authentication, integrity, encryption, and non-repudiation were alluded to
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as security (Kim, Donald & Raghav, 2009). A website with privacy and security features of service
quality has substantial effect on customer e-satisfaction (Wang & Kim, 2019). Several studies have
look into the core aspects of security and privacy in the to measure the service quality of online
stores (Taherdoost, 2017; Swaid & Wigand, 2009). This is due to customers' apprehensions about
using this medium when making transactions (Al-dweeri et al., 2019). Consumers' willingness to
visit e-stores with the aim of making purchases was substantially linked to their trust in providing
personal information as well as credit card payment information (McCole, Ramsey & Williams,
2010; Whysall, 2000). According to Bruskin/Goldberg Research, credit-card security was a key
concern for 75% of Internet buyers when deciding to purchase goods online (Szymanski & Hise,
2000; Fathi & Razaei, 2012). Confidentiality of personal information, appropriate security
measures and a good online shopping experience were all indicators of website security and
privacy (Shergil & Chen, 2005; Mohammed et al., 2014). According to prior research, these
variables affected how online buyers rated websites and as a result, how likely they were to make
an online purchase (Mohammed et al., 2014; Niranjanamurthy & Dharmendra, 2013).

Fulfilment

The fulfilment dimension include aspects that customers to put in place to make a purchase and
receive their items such as shipping choices, payment methods, shipping and handling information
and the return procedure (Kim, 2019). When it comes to fulfilment, rationality refers to customer
views about timely and appropriate product delivery (Semeijn et al., 2005). This component was
critical for establishing a trusting connection between the merchant and the customer who buys
from the website (Parasuraman, Zeithaml & Malhotra, 2005; Firdous & Farooqi, 2019). Fulfilment
was cited as a significant antecedent of customer perception, such as satisfaction and buying
intention, in an e-commerce context (Wolfinbarger & Gilly, 2003). Customers will feel a sense of
trust and dependability when they were informed and understand that the online merchants were
likely to convey precisely what they promise on their websites (Tan et al., 2016; Gefen, 2002).
Information provided on the merchant’s webpage should be accurate and credible, since this would
increase the likelihood of buyers returning to the site more frequently (Wolfinbarger & Gilly, 2003;
Tan et al., 2016). Prior findings suggest that website have a favourable and substantial impact on
online consumers' satisfaction and propensity to buy online in the future (Mohammed et al., 2014;
Gounaris, Dimitriadis, & Stathakopoulos, 2010).

Customer E-Satisfaction

As e-satisfaction is classified as a behavioural attitude and for the study, satisfaction will be
measured in terms of result by comparing prior expectations and perceived performance for each
antecedent element in order to determine the respondents’ attitude (satisfied/pleasing) toward each
of those dimensions ( Cenfetelli, Benbasat and Al-Natour, 2015). Several researchers noted that
customer e-service quality is likely to impact e-satisfaction (Jyoti & Kesharwani, 2020; Nisar &
Prabhakar, 2017; Kim, 2019). The quality of information and system quality were discovered to
have an impact on customer satisfaction range on an e-commerce platform, thus affect purchase
intent (Lin, Chen & Filieri, 2017). Szymanski and Hise (2000) looked at the impact of consumer
perceptions on online purchasing behaviour and their findings presented that customers'
purchasing experiences were suggested to be dominated by e-satisfaction. Results from studies
also suggested a link between consumer satisfaction and e-commerce purchase intentions
(Alnawas & Aburub, 2016; Hsu et al., 2017; Liao et al., 2017; Pham & Ahammad, 2017).
Customers must be pleased with the products or services offered by a certain website, as satisfied
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customers were more likely to be loyal and make repeat purchases (Nisar & Prabhakar, 2017). If
consumers were dissatisfied, they were more inclined to seek information about other options and
to respond to competitor efforts than satisfied customers, who were bound to return to a website,
build a deeper relationship with the brand and even suggest the online store to friends and family
(Collier & Bienstock, 2006; Carlson & O’Cass, 2010; Anderson & Srinivasan, 2003).

Online Purchase Intention

The subjective assessment of a customer following a broad examination of the purchasing of items
or services was referred to as purchase intention (Balakrishnan, Dahnil & Yi, 2014). Past findings
have discovered that customer satisfaction views of website service quality were a consequence of
perceived service quality of the technological aspects of online retailing (Zhu, Wymer & Chen,
2002). The theory of planned behaviour examined an individual's attitude toward a behaviour and
discovered it to be a driving element in that individual's actual conduct (Ajzen, 1991). It was also
a perception of views about the services and resources available to carry out the behaviour as such
as time, information, understanding, assurance, etcetera before making a purchase (Ajzen, 2011,
Hasbullah, Mahajar & Salleh, 2014). Furthermore, the intention to buy goods online accounts for
a significant part of a user's actual transaction (Hsu et al., 2017). Purchase intentions could be used
to evaluate the feasibility of a new distribution channel, allowing managers to assess if the concept
justifies further development and which geographic areas and customer groups to target through
the channel (Morwitz et al., 2007; Jyoti & Kesharwani, 2020). There was a reason to believe that
customer purchase intentions were a good predictor for actual online purchase behaviour (Udo,
Bagchi & Kirs, 2010). Preceding studies indicated that consumer perception of service quality and
satisfaction have a favourable impact on consumer purchase intentions (Zhu, Wymer & Chen,
2002; Han, Kim & Lee, 2018). As aresult, the online purchase intention of hard luxury customers
was added as a dependent variable in this study.

Methodology

The study involved a Quantitative Approach using a Cross-sectional study and data collection was
conducted with the help of Google Forms through Whatsapp, Facebook and E-mail with
convenient sample of 200 respondents of both male and female Malaysians between 25 and 40
years old.. In order to develop the questionnaire, a pilot test was conducted prior the actual data
collection. The survey questionnaire consisted of demographic information, e-service qualities,
level of e-satisfaction and online purchase intention from the website. The study adopted four
dimensions from the works of Wolfinbarger & Gilly (2003) and Blut (2016) to assess e-service
quality: website design (4 items), customer service (4 items), security/privacy (4 items), and
fulfilment (4 items)and three items adopted from Hsu et al. (2017) and Parasuraman, Zeithaml &
Malhotra (2005) to measure the e-satisfaction and online purchase intention to measured two items
adopted by Zhang & Kim (2013) and Pavlou, (2003). All of these items were based on a five-point
Likert scale (1=strongly disagree to 5 = strongly agree).

The data analysis was conducted using structural equation modelling (SEM) with partial
least squares (PLS) analysis (Ramayah et al., 2018) with SmartPLS 3.0 software to measure the
validity and reliability of the data. The study used structural model to examine if the hypotheses
presented were valid and with bootstrapping, SmartPLS was used to generate T-statistics for
significance testing of both the inner and outer model. (Hair et al., 2017).
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FIGURE 1 : Theoretical Framework
Table 1 : Composite Reliability and Convergent Validity
Outer Cronbach's | Composite
Al Loadings alpha Reliability =
Customer E- CES1 0.93
satisfaction CES2 0.882
0.913 0.946 0.853
CES3 0.957
Customer Service Cs1 0.904
CS2 0.749 0.905 0.705
CS3 0.897 0.858
Cs4 0.799
Fulfilment F1 0.843
F2 0.737 0.826 0.885 0.659
F3 0.855
F4 0.807
Online Purchase OPI1 0.966
Intention 0.927 0.965 0.932
OPI2 0.965
Security/Privacy SP1 0.765
SP2 0.816 0.788 0.863 0.612
SP3 0.803
SP4 0.742
Website Design WD1 0.876
WD2 0.681 0.843 0.896 0.685
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WD3 0.813
WDA4 0.921
Table 2 : Summary of Hypothesis Testing
No Hypothesis

H1 | There is a significant and positive effect between website design and customer e-

satisfaction in hard luxury e-commerce among Generation Y consumers.

Hla | Customer e-satisfaction mediates the relationship between website design and

consumer’s intention to purchase hard luxury goods online.

H2 | There is a significant and positive effect between customer service and customer e-

satisfaction in hard luxury e-commerce among Generation Y consumers.

H2a | Customer e-satisfaction mediates the relationship between customer service and

consumer’s intention to purchase hard luxury goods online.

H3 | There is a significant and positive effect between security/privacy and customer e-

satisfaction in hard luxury e-commerce among Generation Y consumers.

H3a | Customer e-satisfaction mediates the relationship between security/privacy and

consumer’s intention to purchase hard luxury goods online.

H4 | There is a significant and positive effect between fulfilment and customer e-

satisfaction in hard luxury e-commerce among Generation Y consumers.

H4b | Customer e-satisfaction mediates the relationship between fulfilment and

consumer’s intention to purchase hard luxury goods online.

H5 | There is a significant and positive effect between customer e-satisfaction in hard

luxury e-commerce and purchase intention among Generation Y consumers.

Table 3: Test Results for Research Objective 1

Research Objective (RO), Research Question (RQ), Hypothesis (H)
ROL. To study the relationship between the attributes for e-service quality and customer
satisfaction of hard luxury online stores among Generation Y consumers.

RQ1. Does website design have a significant and positive effect on customer satisfaction of
hard luxury online stores among Generation Y Malaysian consumers?

RQ2. Does customer service have a significant and positive effect on customer satisfaction
of hard luxury online stores among Generation Y Malaysian consumers?
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RQ3. Does security/privacy have a significant and positive effect on customer satisfaction of
hard luxury online stores among Generation Y Malaysian consumers?

RQA4. Does fulfilment have a significant and positive effect on customer satisfaction of hard
luxury online stores among Generation Y Malaysian consumers?

H1: There is a significant and positive effect between website design and customer e-
satisfaction in hard luxury e-commerce among Generation Y consumers.

H2: There is a significant and positive effect between customer service and customer e-
satisfaction in hard luxury e-commerce among Generation Y consumers.

H3: There is a significant and positive effect between security/privacy and customer e-
satisfaction in hard luxury e-commerce among Generation Y consumers.

H4: There is a significant and positive effect between fulfilment and customer e-satisfaction
in hard luxury e-commerce among Generation Y consumers.

Hypothesis Path Relationship B T- P-
No. Value | Statistics | Values | Decision
(>1.96) | (<0.050)

H1 Website Design ->
Customer E-satisfaction | 0.335 6.384 0.000 Supported
Customer Service ->

H2 Customer E-satisfaction | 0.311 4.905 0.000 Supported
Security/Privacy -> Not

H3 Customer E-satisfaction | 0.052 1.410 0.159 Supported
Fulfilment ->

H4 Customer E-satisfaction | 0.329 7.470 0.000 Supported

Table 3 illustrates research objective 1 and addressed hypothesis 1 to hypothesis 4 for the study.
The study revealed that website design (H1), customer service (H2) and fulfilment (H4) have a
positive significant effect on customer e-satisfaction. In deduction, these latent variables are
significantly associated, resulting in a positive significant influence on the corresponding latent
variables. However, the literature suggests that security/privacy (H3) does not have a significant
and positive effect on customer e-satisfaction as the T-statistics is 1.410 and the P-value is 0.159,

hence the hypothesised relationship is not supported.
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Table 4: Test Results for Research Objective 2

Research Objective (RO), Research Question (RQ), Hypothesis (H)

RO2. To examine the mediating effect of customer e-satisfaction between attributes of e-
service quality and the online purchase intention of hard luxuries among Generation Y
consumers.

RQ5. Does customer e-satisfaction have a positive influence on online purchase intention of
hard luxuries among Generation Y Malaysian consumers?

RQ6. Does customer e-satisfaction have a positive influence on website design and on online
purchase intention of hard luxuries among Generation Y Malaysian consumers?

RQ7. Does customer e-satisfaction have a positive influence on customer service and on
online purchase intention of hard luxuries among Generation Y Malaysian consumers?

RQ8. Does customer e-satisfaction have a positive influence on security/privacy and on
online purchase intention of hard luxuries among Generation Y Malaysian consumers?

RQ9. Does customer e-satisfaction have a positive influence on fulfilment and on online
purchase intention of hard luxuries among Generation Y Malaysian consumers?

Hypothesis Path Relationship B T- P-
No. Value | Statistics | Values | Decision
(>1.96) | (<0.050)

Customer E-satisfaction -
>

H5 Online Purchase
Intention 0.932 9.320 0.000 Supported

Website Design ->
Customer E-satisfaction -
H1b > 0.312 6.39 0.000 Supported
Online Purchase
Intention

Customer Service ->
Customer E-satisfaction -
H2b > 0.290 4871 0.000 Supported
Online Purchase
Intention

Security/Privacy ->
Customer E-satisfaction -
H3b > 0.049 1.412 0.158 Not Supported
Online Purchase
Intention
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Fulfilment ->
Customer E-satisfaction -
H4b > 0.306 7.421 0.000 Supported
Online Purchase
Intention

Table 4 illustrates research objective 2 and addressed hypothesis H5, H1b, H2b, H3b and H4b for
the study. The study revealed that customer e-satisfaction in a hard luxury online store has a
positive significant effect on purchase intention among generation Y consumers (H5). This finding
is consistent with research done by previous scholars based on electronic service quality models
and its relationship with customer satisfaction and behavioural intentions ( Alnawas & Aburub,
2016; Hsu et al., 2017; Liao et al., 2017; Pham & Ahammad, 2017). Website design had an effect
on customer e-satisfaction which has an effect on online purchase intention (H1b). Customer
service had an effect on customer e-satisfaction which had an effect on online purchase intention
(H2b). Fulfilment had an effect on customer e-satisfaction which had an effect on online purchase
intention (H4b). The results suggests that there was a causal chain where the independent variable,
affects the mediating variable and in turn, affects the dependent variable. However, the literature
suggest that security/privacy does not have a significant and positive effect on customer e-
satisfaction which does not affect online purchase intention (H3b) as the T-statistics was 1.412 and
the P-value was 0.158, hence the hypothesised relationship was not supported.

Results and Discussion

In the study, the findings show that the constructs are interconnected in a substantial way. In
addition, the customer e-satisfaction mediating test was effective and substantial. The results also
revealed that satisfied customers would not only purchase from the online retailer but recommend
the brand to others. These findings were in line with Paulo, Tiago and Almira (2019) and Shrawan
and Mohit’s (2018) previous study. The analytical outcome verify that website design had a
significant and positive effect on customer satisfaction which influences online purchase intention
of hard luxury among generation Y consumers in Malaysia. Previous research had demonstrated
that website design was a significant determinant of customer satisfaction (Firdous & Farooqi,
2019). Customers evaluate the service quality of the retail website based on their website
experience (Paulo, Tiago & Almira, 2019). Moreover, there was a positive indirect influence
between website design and online purchase intention of hard luxury as customer e-satisfaction
fully mediates the relationship between website quality and online purchase intention. Therefore,
practitioners should match the standards of their online stores to the expectations of their
customers.

Based on the results obtained from the study, customer service has a significant and
positive effect on customer satisfaction which influences online purchase intention of hard luxury
among Generation Y consumers in Malaysia. It can be safely inferred that customer e-satisfaction
fully mediates the relationship between website quality and online purchase intention. These
finding supports previous research which had proven the effect of customer service on customer
satisfaction (Wolfinbarger & Gilly, 2003; Al-Dweeri et al., 2019; Kim, 2019; Ahmad & Khan,
2017). Customer perceptions of satisfaction rise when they believe that a company’s employees
were eager to provide timely service and assist them which was particularly crucial in high
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involvement products such as hard luxury. Customers develop a sense of gratitude for and comfort
with online retailers as a result of effective and prompt handling of their issues and fixing their
problems through the website (Firdous & Farooqi, 2019).

Furthermore, the results obtained from the study indicated that fulfilment was a critical factor in
achieving customer satisfaction which in turn influences online purchase intention of hard luxury
among generation Y consumers in Malaysia. Customer e-satisfaction fully mediates the
relationship between fulfilment and online purchase intention. The research suggest that fulfilment
provide customers with a sense of security by confirming their expectations about the purchase
procedure, resulting in favourable sentiments and positive perceptions regarding the online
retailers’ websites. These finding support previous research which had proven the effect of
fulfilment on customer satisfaction and online purchase intention (Kim, Jin & Swinney, 2009; Ting
etal., 2016; Kim, 2019).

Lastly, the analytical outcome in the study indicates that Generation Y consumers in Malaysia
attach little importance to security/privacy in the context of hard luxury e-commerce, thereby
inferring that the role of this factor does not have a significant effect on customer e-satisfaction.
Henceforth, customer e-satisfaction does not mediate the relationship between security/privacy
and online purchase intention in this study. There is a reason to believe that Generation Y
consumers were experienced with shopping online and visit websites of brand familiarity, hence
tend to be less concerned about security/privacy which was consistent to findings from a study
conducted by Jiradilok et al. (2014) in Thailand. Conversely, Bhatnagar et al. (2000) reported that
consumers who had made an online purchase were less affected by consumer risk issues like
payment method, credit card security, and confidentiality. Furthermore, according to Wolfinbarger
and Gilly (2003), when online customers were new to the website, their judgements of
security/privacy were at first derived from other quality aspects, notably website design. It
additionally indicates that customers first rate security/privacy based on the website’s professional
appearance and feel along with the usability of the website and the brand reputation (Wolfinbarger
& Gilly, 2003; Blut et al., 2015). Consumers were more likely to trust efficient, functional and
presentable websites since they have more resources and investment (Wolfinbarger & Gilly, 2003;
Jiradilok et al., 2014; However, this does not imply that the online retailer should ignore the non-
significant variable because, as previously discussed, prior research had proven the importance of
security/privacy features to evaluate the service quality of online stores (Wang et al., 2015;
Mohammed et al., 2014; Niranjanamurthy & Dharmendra, 2013).

Managerial Implications

From a managerial standpoint, the results of the study clearly reveal that website design, customer
service and fulfilment was essential factors for customers e-satisfaction in converting them into
buyers. In the context of hard luxury, it is particularly important for the vendor to provide in-depth
information about product size, care instructions, product dimensions and style details (Kim,
2019). Based on the findings, it is crucial for hard luxury e-retailers to ensure that the website is
visually appealing with attractive graphic content and high-resolution images or videos. The
attractiveness of the website can draw in customers to the website and the overall e-service quality
of the website will ensure convenience and customer satisfaction. E-retailers should consider
setting up their website to be hedonically enticing in order to create a pleasurable shopping
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experience which enhances e-satisfaction (Ahmad, Rahman & Khan, 2017). Moreover, a wide
range of products will be able to conveniently allow customers to find for the items they want
instead of browsing from various other websites. Practitioners such as Jewellery e-retailers should
recognized that customer e-satisfaction derived from well designed and attractive website would
help improve the sales performance of the e-retailers. This was especially true if the e-retailers
were targeting respondents from Generation Y who seek convenience when looking for products
and information when they navigate through the website; which was consistent with the work of
Hansen and Jonsson (2013). A website which provides accurate and detailed product information
such as 3-D rotation of a product, magnified view or a ‘virtual model” option allows customers to
easily make prompt decisions and increase their e-satisfaction on the website (Kim, 2019; Blut,
2016).

Moreover, e-retailers should not overlook the importance of security/privacy as customers begin
to trust e-retailers in the process of purchasing through the online store (Ahmad, Rahman & Khan,
2017). Even though the findings of the study indicate that privacy/security had no significant
impact on customer e-satisfaction, which was in accordance with the findings of some authors
(Cristobal et al., 2007; Kim & Stoel, 2004), however, some research suggest that the lack of trust
and the perceived insecurity of making or receiving payments over the internet had discouraged
customers from purchasing online (Carlson & O’Cass, 2010; Wang & Kim, 2019). As online
customers were unable to communicate with the sales personnel or physical facilities of the
company, so it follows that trust which results in greater customer satisfaction, must be fostered in
others ways (Al-dweeri et al., 2017). Therefore, managers should include security certification
such as displaying trusted third-party logo, providing various ways to contact the company and
providing adequate information about the company’s security and privacy policy.

Next, the research suggested that to build customer e-satisfaction, online retailers should also place
a strong emphasis to ensure that customers trust making a purchase from the website and that they
would receive what the online retailer had promised (Jiradilok et al., 2014). Primarily, online
vendors should keep channels of communication open with customers, provide help if problems
arise and consequently, adding value (Wolfinbarger & Gilly, 2003; Tan et al., 2016). This include
utilizing digital-based interactive media such as live chats, help desks and including social
networking websites (Turel & Connelly, 2013). Superior service quality to customers included
assured punctual delivery, accurate orders and meeting the standards of shipping and handling of
products (Blut, 2016). It was possible to build long term relationships with customers, with
additional services and information being offered, and it is possible to establish long-term
relationships by offering customized service and offering services that add value (Blut, 2016). As
for online retailers to succeed, concentrating on each feature valued by the target clientele, various
methods may be used to attract different groups of customers (Jiradilok et al., 2014). For example,
to attract and maintain customers who had previously purchased from the website, the vendors
may place a strong emphasis on offering discounted items and appropriate information quality
(Jiradilok et al., 2014). Lastly, the managerial implication observed was that online retailers could
cut costs and improve revenues by providing excellent e-service quality which enhances perceived
value, which increases customer e-satisfaction and consequently influences online purchase
intention.
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Conclusion

For many years, scholars have been interested in the issue of luxury because of the constant rise
of the luxury industry and the growing interest in luxury consumption by customers from a variety
of demographic groups (Kim, 2019). The luxury business is still in the early stages of adapting to
internet channels. In comparison to traditional physical storefronts, the virtual environment may
provide luxury companies amazing value and advantages by opening up a whole new channel of
possibilities (Kim, 2019). Limited research has been done on luxury brands' digital presence,
particularly in terms of how luxury brands perform in a virtual environment and how luxury
customers perceive luxury brand’s service quality in an e-retail store context (Kim, 2019). The
proposed study examined the key factors that influence Generation Y Malaysian shoppers’ views
of e-service quality, as well as overall e-satisfaction and their online purchase intention.

Significant role of mediator ( e-satisfaction )

Based on the findings of the study, fulfilment is of important to Generation Y consumers and
online retailers would have to assure their clientele by providing specific information such as
shipping and handling methods, payment methods, return instructions and monitoring orders and
payments. Practitioners such as Jewellery e-retailers should provide reliable and accurate
information on fulfilment to improve customer e-satisfaction ( mediator ) which impacts online
purchase intention and customer retention. Free shipping and returns offers were also an effective
way to alleviate any concerns in purchase intention of customers

In addition, most of the respondents who undertook the study are professionals. It could be inferred
that these consumers prefer to shop online as it is more convenient because they have more control
over the time and venue to make a purchase. Therefore, options such as sort/filter, detailed product
information and interactive web aid such as live chat support or prompt replies to customer
inquiries would help customers to obtain the information they require rapidly and in an efficient
manner. Therefore practitioners such as Jewellery e-retailers should provide good customer
services to fix consumers problems by providing immediate access to the company’s support team
and showing sincere interest in solving any problems encountered by customers (Rolland &
Freeman, 2010; Jun, Yang & Kim, 2004). After-sales support was also essential because service
failure and product recalls often lead to customers complaining, switching to other brands or even
writing negative reviews. Moreover, additional services such as personalized gift cards, gift
certificates and gift-wrapping services also created a positive impression among consumers toward
the brand which boosts e-customer satisfaction ( mediator ) (Kim, 2019; Blut, 2016) to increase
purchase intention of customers in future.

Moreover, as previous research on luxury consumption suggested, consumers acquire jewelry and
watches to attain hedonic value to meet their self-fulfilment. Hence the practitioner such as online
Jewellery retailer should improve the aesthetic appeal and creativity of their websites to appeal to
the customers eyes and enhance customer emotional involvement to improve e-satisfaction (
mediator ) (Al-dweeri et al., 2019; Blut, 2016, Guo, Ling & Liu, 2012) towards purchase intention.
This perception was critical, especially for first-time visitors, to instill in consumers a belief in the
website's credibility (Guo, Ling & Liu, 2012). Customizing the website for various seasons,
celebrations, new product offerings or sales promotions in terms of colours, graphic, videos,
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content and text size should help improve views of e-service quality and increase the intention to
purchase from the hard luxury websites (Al-dweeri et al., 2019).

Limitations and direction for future research

The findings of the study suggested limitations that provided guidance for future studies. First, the
study is limited to the hard luxury industry, other luxury industries such as the clothing, furniture
and design or tourism and leisure could be examined in the future to gain a more coherent
understanding of the industry. Second, the study focuses solely on Generation Y consumers hence
a cross-generational study could be carried out to analyze and comprehend the key differences
between generational cohorts. The investigation would have the potential to assist luxury
marketers in developing more focused marketing efforts. Third, while the scales used to evaluate
e-service quality aspects were limited to ensure that respondents complete the questionnaire.
Future study may investigate constructing more comprehensive measures to allow for profound
data. Lastly, due to the time constraint, there was limited sampling size of 182 respondents with a
cross-sectional research approach to analyze the topic within the short time frame. The time limit
constraint and the social distancing constraint from the COVID-19 pandemic only allowed the
researcher to adopt a mono method of quantitative study as the most suitable research method. In
contrast a more appropriate approach would be a positivism philosophy which adopt both
qualitative and quantitative, which would allow the researcher to work with larger sets of samples
(Andrews, Nonnecke & Preece, 2003). A longitudinal study would give the researcher a better
understanding of the research topic by correlating answers conducted from interviews or focus
groups with data gathered from online questionnaire to give the researcher relevant and useful
facts on the topic which aids the in the development of an effective research conclusion.

Recommendation

There had been numerous research done on the study of electronic service quality, however
additional investigations could be done on this area of research. To begin with, social media’s
emergence has altered the face of e-commerce and online marketing. Future scholars could be
interested in investigating the impact of social media on customer satisfaction. Moreover, the
internet has evolved over the previous decade, where individuals actively participate in activities
such as tweeting, commenting, blog writing, photo and video sharing and etcetera, which were not
prevalent ten years ago. Subsequently, the aspects of e-service quality could be reassessed to
include new variables into the e-service quality conceptual model as customers today rely on social
media and websites for reviews and information about the products they want to purchase. This
would allow the company to comprehend customer motivations and interact with more consumers
over time which enables the company to expand their business opportunities worldwide.
Moreover, this is one of the few studies to use e-service quality and the mediating effect of
customer e-satisfaction in the Malaysian luxury domain (Ajzen, 1991; Jain, 2019). More research
could be done in other countries, to investigate the influence of culture on Generation Y consumers'
luxury purchasing behaviour. These studies can aid marketers in comprehending the similarities
and contrasts that occur among cultures and, as a result, developing culturally acceptable strategies
(Ajzen, 1991; Jain, 2019). Next, the study only investigates the mediating variable of customer e-
satisfaction. Other factors such as customer trust, perceived risk, price consciousness, hedonic
value or moderating variables such as demographic factors can be studied in the future.
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Researchers and practitioners will be able to better interpret the impact of numerous factors on
luxury buying behaviour as a result of this (Jain, 2019). It would also assist premium brands in
developing more targeted marketing tactics (Jain, 2019).

Conclusion

In conclusion, the purpose of the study was to get a comprehensive understanding of Generation
Y consumers’ satisfaction in mediating the connection between e-service quality and hard luxury
purchase intention. The findings show that the constructs are correlated in a substantial way and
the e-satisfaction mediation test was effective and significant. As a result, it emphasizes the
relevance of customer satisfaction among Generation Y consumers in mediating the link between
the variables of e-service quality and online purchase intention in the hard luxury commerce. In
short, when online shoppers perceive high levels of e-quality from a website, it contributes to their
satisfaction and their favourable behavioural intention. The eTailQ model, as established by
Wolfinbarger and Gilly (2003), was found to be significant for assessing the mediating effect of
customer e-satisfaction towards the e-service quality of hard luxury e-commerce websites and
online purchase intention. Lastly, in today’s challenging business climate, online retailers must
consider the service quality determination of hard luxury customers’ purchase intent, to gain a
competitive advantage predominantly website design, customer service and fulfilment aspects as
it emphasizes the significance of e-service quality dimensions to Generation Y customers.

Acknowledgements

This article would not be feasible without the hard-work of Shiranthi Adris, a final year student of
Coventry U, who conducted the research for her final project and reformatted by his supervisor for
publication purpose

References

Ahmad, A., Rahman, O. & Khan, M. N. (2017). Exploring the role of website quality and
hedonism in the formation of e-satisfaction and e-loyalty: Evidence from internet users in
India. Journal of Research in Interactive Marketing, 11(1), 246-267.

Ajzen, . (1991). The theory of planned behavior. Organizational Behavior and Human
Decision Processes, 50(2), 179-211.

Ajzen, I. (2011). The theory of planned behaviour: reactions and reflections Psychology and
Health 26(9), 1113 - 1127

Al-dweeri, R. & Obeidat, Z., Al-dwiry, M., Alshurideh, D. M. & Alhorani, A. (2017). The
Impact of E-Service Quality and E-Loyalty on Online Shopping: Moderating Effect of E-
Satisfaction and E-Trust. International Journal of Marketing Studies. 9(1), 69-92.

Alnawas, I., & Aburub, F. (2016). The effect of benefits generated from interacting with
branded mobile apps on consumer satisfaction and purchase intentions. Journal of
Retailing and Consumer Services, 31(1), 313-322.

http://ipublishing.intimal.edu.my/jobss.html
elSSN:2805-5187



http://ipublishing.intimal.edu.my/jobss.html

JOURNAL OF BUSINESS AND SOCIAL SCIENCES
Vol.2022:18

Anderson, R. E & Srinivasan, S.S. (2003). E-satisfaction and e-loyalty: A contingency
framework Psychology and Marketing, 20(2), pp. 123-138

Andrews, D. & Nonnecke, B. & Preece, J. (2003). Conducting Research on the Internet:
Online Survey Design, Development and Implementation Guidelines. International
Journal of Human-Computer Interaction, 16(1), 185-210

Bain and Company. (2012). Luxury goods market predicted to grow six to seven percent in
2012, defying global turmoil and spreading to new markets, according to spring update
of Bain & Company's luxury goods worldwide market study.
http://www.bain.com/about/press/pressreleases/luxury-goods-market-predicted-to-grow-
six-to-seven-percent-in-2012.aspx#.T_AgbaZQZs8.mailto

Barnes, S. J. & Vidgen, R.T. (2002). An integrative approach to the assessment of e-
commerce quality. Journal of Electronic Commerce Research, 3(2), 114-127.

Balakrishnan, B. K. P. D., Dahnil, M. I., & Yi, W. J. (2014). The Impact of Social Media
Marketing Medium toward Purchase Intention and Brand Loyalty among Generation Y.
Procedia - Social and Behavioral Sciences, 148(8), 177-185.

Bhatnagar, A., Misra, S. & Rao, H. R. (2000). On risk, convenience, and Internet shopping
behavior, Communications of the ACM, 43(1), 98-105.

Blut, M., Chowdhry, N., Mittal, V. & Brock, C. (2015). E-service quality: a meta-analytic
review. Journal of Retailing, 91(4), 79-700.

Blut, M. (2016). E-service quality: development of a hierarchical model. Journal of
Retailing. 92(4), 500-517. https://doi.org/10.1016/j.jretai.2016.09.002

Carlson, J. & O'Cass, A. (2010). Exploring the relationships between e-service quality,
satisfaction, attitudes and behaviours in content-driven e-service web sites. Journal of
Services Marketing, 24(2), 112-127. https://doi.org/10.1108/08876041011031091

Cenfetelli, R. T., Benbasat, I. & Al-Natour, S. (2005) Information technology mediated
customer service: A functional perspective. In Proceedings of the 26th international
conference on information systems, Las Vegas, Nevada, United States, 11-14, 725-7309.

Chang, H. H., & Chen, S. W. (2008). The impact of online store environment cues on
purchase intention: Trust and perceived risk as a mediator. Online Information Review,
32(6), 818-841.

Cho, N. and Park, S. (2001), “Development of electronic commerce user — consumer satisfaction
index (ECUSI) for internet shopping”, Industrial Management and Data Systems, 101(8),
pp. 400-5.

Cristobal, E., Flavian, C. & Guinaliu, M. (2007). Perceived e-service quality (PeSQ):
Measurement validation and effects on consumer satisfaction and web site loyalty.
Managing Service Quality, 17(3), 317-340.

http://ipublishing.intimal.edu.my/jobss.html
elSSN:2805-5187



http://ipublishing.intimal.edu.my/jobss.html
http://www.bain.com/about/press/pressreleases/luxury-goods-market-predicted-to-grow-six-to-seven-percent-in-2012.aspx#.T_AqbaZQZs8.mailto
http://www.bain.com/about/press/pressreleases/luxury-goods-market-predicted-to-grow-six-to-seven-percent-in-2012.aspx#.T_AqbaZQZs8.mailto
https://doi.org/10.1016/j.jretai.2016.09.002

JOURNAL OF BUSINESS AND SOCIAL SCIENCES
Vol.2022:18

Collier, J.E. & Bienstock, C.C. (2006). Measuring sevice quality in e-retailing, Journal of
Service Research, 8(3), 260-275

Diaz, E. & Koutra, C. (2013). Evaluation of the persuasive features of hotel chains websites:
a latent class segmentation analysis. International Journal of Hospitality Management,
34(1), 338-347.

Fathi, S. & Razaei, Z. (2012). Factors influencing on customers’ E-satisfaction: A case study
from Iran. Interdisciplinary Journal of Contemporary Research in Business, 3(9), pp 1-16.

Firdous, S. & Farooqi, R. (2019). Service Quality To E-Service Quality: A Paradigm Shift:
Proceedings of the International Conference on Industrial Engineering and Operations
Management, Bangkok, Thailand. http://www.ieomsociety.org/ieom2019/papers/404.pdf

Gefen, D., (2000). E-commerce: The Role of Familiarity and Trust, Omega, (28:6), 725-737

Gefen, D. (2002) Reflections on the Dimensions of Trust and Trustworthiness among Online
Consumers, The DATA BASE for Advances in Information Systems, pp. 38-53

Gounaris, S., Dimitriadis, S., & Stathakopoulos, V. (2010). An examination of the effects of
service quality and satisfaction on customers' behavioral intentions in e-shopping.
Journal of Services Marketing, 24(2), 142-156.

Gummerus, J., Liljander, V., Pura, M., & Van Riel, A. (2004). Customer loyalty to content-based
web sites: The case of an online health-care service. Journal of Services Marketing,
18(3), 175-186.

Guo, X., Ling, K. C., and Liu, M., (2012), Evaluating Factors Influencing Customer Satisfaction
towards Online Shopping in China, Asian Social Science, 8(13), 40-50

Hair, F.J., Hult, T.M., Ringle, C.M., & Sarstedt, M. (2017). A primer on partial least square
structural equation modelling (PLS-SEM) (2nd ed.). London: Sage

Han, B., Kim, M. & Lee, J. (2018). Exploring consumer attitudes and purchasing intentions
of cross-border online shopping in Korea, Journal of Korea Trade, 22(2), 86-104.
https://doi.org/10.1108/JKT-10-2017-0093

Hansen, E. & Jonsson, E. (2013). E-loyalty in fashion e-commerce: an investigation in how
to create e-loyalty. Master Thesis, Linnaeus University.

Hasbullah, N. & Mahajar, A. K. & Salleh, M. I. (2014). A Conceptual Framework of
Extending the Theory of Planned Behavior: The Role of Service Quality and Trust in the
Consumer Cooperatives. International Journal of Business and Social Science, 5(12), 1-8.

Hollensen, S. (2011). Global Marketing, (5th edn.). London: FT Prentice-Hall.

http://ipublishing.intimal.edu.my/jobss.html
elSSN:2805-5187



http://ipublishing.intimal.edu.my/jobss.html
https://doi.org/10.1108/JKT-10-2017-0093

JOURNAL OF BUSINESS AND SOCIAL SCIENCES
Vol.2022:18

Hsu, C.-L., Chen, M.-C., Kikuchi, K., & Machida, 1. (2017). Elucidating the determinants of
purchase intention toward social shopping sites: A comparative study of Taiwan and
Japan. Telematics and Informatics, 34(4), 326- 338.

Ing, P., Phang, G. I., Osman, Z. & Awang, R. 1. (2021). Me or others? Hard Luxury Purchase
Intention during the COVID-19 Pandemic. Journal of Marketing Advances and
Practices, 3(1), 1-19.

Jain, S., Khan, M.N. and Mishra, S. (2017), “Understanding consumer behavior regarding luxury
fashion goods in India based on the theory of planned behavior”, Journal of Asia
Business Studies, Vol. 11 No. 1, pp. 4-21.

Jiradilok, T., Malisuwan, S., Madan, N. & Sivaraks, J. (2014). The Impact of Customer
Satisfaction on Online Purchasing: A Case Study Analysis in Thailand. Journal of
Economics, Business and Management, 2(1), 5-11.

Jun, M., Yang, Z. and Kim, D. (2004), “Customers’ perceptions of online retailing service
Quality and their satisfaction”, International Journal of Quality & Reliability
Management, Vol. 21 No. 8, pp. 817-40.

Jyoti, G. & Kesharwani, S. (2020). E-Service Quality in Banking Industry-A Review. Global
Journal of Enterprise Information System, 12(2), 111-118.

Kim, J.H. (2019). Imperative challenge for luxury brands: Generation Y consumers’
perceptions of luxury fashion brands’ e-commerce sites. International Journal of Retail &
Distribution Management, 47(2), 220-244.

Kim, D. J., Donald, L. F., & Raghav R. H., (2009), Trust and Satisfaction, Two Stepping Stones
for Success E-commerce Relationship: A Longitudinal Exploration, Information System
Research, Vol. 20, 2:237-257.

Kim, J., Jin, B. & Swinney, J. (2009). The role of etail quality, e-satisfaction and e-trust in
online loyalty development process. Journal of Retail Consumer Service, 16 (1), 239-
247.

Kim, J.H., Kim, M. & Kandampully, J. (2011). The impact of e-retail environment
characteristics on e-satisfaction and purchase intent. International Journal of Service Science,
Management, Engineering, and Technology, 2(3), pp. 1-19.

Kim, S., & Stoel, L. (2004). Dimensional hierarchy of retail website quality. Information and
Management, 41(5), 619-633

Kim, J. H., Hsu, M. M., & Yuen, C. L. A. (2020). Individual and social factors impacting
Chinese millennials’ luxury consumption. International Journal of Costume and Fashion,
20(1), 27-43.

http://ipublishing.intimal.edu.my/jobss.html
elSSN:2805-5187



http://ipublishing.intimal.edu.my/jobss.html

JOURNAL OF BUSINESS AND SOCIAL SCIENCES
Vol.2022:18

Kouser, R., Ghulam, N. & Bakari, H. (2018). How Does Website Quality and Trust Towards
Website Influence Online Purchase Intention?. Pakistan Journal of Commerce and Social
Science. 12(3). 909-934.

Liao, C., Lin, H.-N., Luo, M. M., & Chea, S. (2017). Factors influencing online shoppers’
repurchase intentions: The roles of satisfaction and regret. Journal of Information &
Management, 54(5), 651-668.

Liao, M., and Yen, et al. (2011). The effect of channel quality inconsistency on the association
between e-service quality and customer relationships. Internet Research, 21(4): 4-4.

Liao, Z., & Cheung, M. T. (2002). Internet-based e-banking and consumer attitudes: An
empirical study. Information & Management, 39(4), 283-295.

Lin, Z., Chen, Y. & Filieri, R. (2017). Resident-tourist value co-creation: the role of residents’
perceived tourism impacts and life satisfaction, Tourism Management, 61(1), 436-442.

Lu, J., Shambour, Q., Xu, Y., Lin, Q. and Zhang, G. (2010). BizSeeker: A hybrid semantic
recommendation system for personalized government-to-business e-services. Internet
Research, 20(3): 342-65.

Luo, J., Ba, S., and Zhang, H., (2012), The Effectiveness of Online Shopping Characteristics and
Well-designed Websites on Satisfaction, MIS Quarterly, 36(4), A1-A9

Markus, B. (2016). E-Service Quality: Development of a Hierarchical Mode. Journal of
Retailing, 92(4), 500-517. http://dx.doi.org/10.1016/j.jretai.2016.09.002.

Mathwick, C., Malhotra, N., & Rigdon, E. (2001). Experiential value: conceptualization,
measurement and application in the catalog and Internet shopping environment. Journal
of Retailing, 77(1), 39-56.

McCole, P., Ramsey, E., & Williams, J. (2010). Trust considerations on attitudes towards online
purchasing: The moderating effect of privacy and security concerns. Journal of Business
Research, 63(9), 1018-1024.

Mohammed, S. M. A., Ng, S. Y., Norhayati, Z., Kamaruzaman, A.R., & Khalid, I. (2014) Online
Purchasing Behaviour of Malaysia“s Young Consumers. Recent Trends in Behavioural
Science. Taylor and Fracis Group. pp: 167-173.

Morwitz, V.G., Steckel, J.H. & Gupta, A. (2007). When do purchase intentions predict sales?
International Journal Forecast, 23(3), 347-364

Nisar, T. M., & Prabhakar, G. (2017). What factors determine e-satisfaction and consumer
spending in e-commerce retailing? Journal of Retailing and Consumer Services, 39(1),
135-144

http://ipublishing.intimal.edu.my/jobss.html
elSSN:2805-5187



http://ipublishing.intimal.edu.my/jobss.html

JOURNAL OF BUSINESS AND SOCIAL SCIENCES
Vol.2022:18

Niranjanamurthy, M., & Dharmendra, C. (2013). The study of E-Commerce Security Issues and
Solutions, International Journal of Advanced Research in Computer and Communication
Engineering, Vol. 2, Issue 7.

Norizan, K. & Abdullah, N.A. (2010), “The effect of perceived service quality dimensions on
customer satisfaction, trust, and loyalty in e-commerce settings: a cross cultural analysis”,
Asia Pacific Journal of Marketing and Logistics, Vol. 22 No. 3, pp. 351-371, doi:
10.1108/13555851011062269

Paulo, R., Tiago, O., & Almira, F. (2019). The impact of e-service quality and customer
satisfaction on customer behavior in online shopping. Heliyon, 5.
https://doi.org/10.1016/j.heliyon.2019.e02690

Parasuraman, A., Zeithaml, V.A. & Berry, L.L (1988)., SERVQUAL.: a multiple-item scale for
measuring consumer perceptions of service quality, Journal of Retailing, VVol. 64 No. 1,
pp. 12-40, 1988.

Parasuraman, A., Zeithaml, V.A & Malhotra, A. (2005). E-s-qual a multiple-item scale for
assessing electronic service quality. Journal of Service Research, 7(3), pp. 213-233.

Park, C. and Kim, Y. (2003), “Identifying key factors affecting consumer purchase behavior in
an online shopping context”, International Journal of Retail & Distribution Management,
Vol. 31 No. 1, pp. 16-29, doi: 10.1108/09590550310457818.

Pavlou, P.A. (2003). Consumer acceptance of electronic commerce: integrating trust and
risk with the technology acceptance model’, International Journal of Electronic
Commerce, 7(3), 101-134.

Pham, T. S. H., & Ahammad, M. F. (2017). Antecedents and consequences of online customer
satisfaction: A holistic process perspective. Technological Forecasting and Social
Change, 124(November), 332-342

Ramayah, T., Cheah, J., Chuah, F., Ting, H. & Memon, M. A. (2018). Partial Least Squares
Structural Equation Modeling (PLS-SEM) using SmartPLS 3.): An updated and practical
guide to statistical analysis (2nd ed). Kuala Lumpur, KL: Pearson Asia Pacific.

Ranjibarian, B., Fathi, S. & Rezaei, Z. (2012). Factors influencing on customers’ e-satisfaction:
A case study from Iran. Interdisciplinary Journal of Contemporary Research in
Business, 3(9), 1-16.

Rolland, S. & Freeman, 1. (2010). A new measure of e-service quality in France, International
Journal of Retail & Distribution Management, 38 (7), pp. 497-517.

Roy, M. C., Dewit, O., & Aubert, B. A. (2001). The Impact of Interface Usability on Trust in
Web Retailers. Internet Research, 11, 5: 388-398.

http://ipublishing.intimal.edu.my/jobss.html
elSSN:2805-5187



http://ipublishing.intimal.edu.my/jobss.html

JOURNAL OF BUSINESS AND SOCIAL SCIENCES
Vol.2022:18

Semeijn, J., van Riel, A.C.R., van Birgelen, M.J.H. and Streukens, S. (2005). E-services and
offline fulfilment: how e-loyalty is created, Managing Service Quality: An International
Journal, 15(2), pp. 182-194. https://doi.org/10.1108/09604520510585361

Shergil, G.S., & Chen, Z. (2005). Web-based shopping: consumers’ attitudes towards online
shopping in New Zealand, Journal of Electronic Commerce Research, Vol. 6, No. 2, pp.
79-94

Shrawan, K. T & Mohit, Y. (2018). Predicting online repurchase intentions with e-satisfaction as
mediator: a study on Gen Y. VINE Journal of Information and Knowledge Management
Systems, 48(3), 427-447. https://doi.org/10.1108/VJIIKMS-10-2017-0066

Sousa, R. and Voss, C.A. (2006). Service quality in multichannel services employing virtual
channels. Journal of Service Research, 8(4): 356-71

Sundaram, V., Ramkumar, D. & Shankar, P. (2017). Impact of E-Service Quality on Customer
Satisfaction and Loyalty Empirical Study in India Online Business. KINERJA. 21(1) 48-
69. 10.24002/kinerja.v21i1.1034.

Swaid, S.I. & Wigand, R.T. (2009). Measuring the quality of e-service: scale development and
initial validation, Journal of Electronic Commerce Research, 10(1), pp. 13-28

Szymanski, D. M. & Hise, R. T. (2000) E-satisfaction: An initial examination. Journal of
Retailing, 76(3), 309- 322.

Taherdoost, H. (2017). Understanding of e-service security dimensions and its effect on quality
and intention to use, Information and Computer Security, 25(5), pp. 535-559.
https://doi.org/10.1108/ICS-09-2016-0074

Tan, S. L., Ariff, M. S. M., Zakuan, N., Sulaiman, Z. & Saman, M. Z. M. (2016, January 1).
Online Sellers” Website Quality Influencing Online Buyers’ Purchase Intention. [Paper
presentation]. IOP Conference Series: Materials Science and Engineering, Johor,
Malaysia. https://doi.org/10.1088/1757-899X/131/1/012014

Teimourpour H. & Hanzaee, K.H. (2011). The impact of culture on luxury consumption
behaviour among Iranian consumers®, Journal of Islamic Marketing, 2(3), 309-328.

Ting, M. S. (2018). Inconspicuous Consumption of Luxury Fashion Goods among Malaysian
Adults: An Investigation. An International Journal of Global Business and Management
Research. 10(1). 313-330.

Turel, O. & Connelly, C. E. (2013). Too busy to help: antecedents and outcomes of interactional
justice in web-based service encounters. International Journal of Information
Management, 33 (4), 674-683.

Udo, G. J., Bagchi, K.K & Kirs, P.J. (2010). An assessment of customers’ e-service quality

http://ipublishing.intimal.edu.my/jobss.html

eISSN:2805-5187


http://ipublishing.intimal.edu.my/jobss.html

JOURNAL OF BUSINESS AND SOCIAL SCIENCES
Vol.2022:18

perception, satisfaction and intention. International Journal of Information Management,
30(6), pp. 481-492

Vigneron, F. & Johnson L. W. (2004). Measuring perceptions of brand luxury. The Journal of
Brand Management, 11(6), 484-506.

Wang, W. & Kim, S. (2019). Lady first? The gender difference in the influence of service quality
on online consumer behavior, Nankai Business Review International, 10(3), pp. 408-
428. https://doi.org/10.1108/NBR1-07-2017-0039

Whysall, P. (2000). Retailing and the internet: A review of ethical issues. International
Journal of Retail & Distribution Management, 28(11), 481-489.

Wolfinbarger, M. & Gilly, M.C. (2003). ETailQ: Dimensionalizing, measuring and predicting
eTail quality. Journal of Retailing, 79(1), 183-198.

Zeithaml, V.A., Parasuraman, A. and Malhotra, A. (2000). A conceptual framework for
understanding e-service quality: implications for future research and managerial practice,
Working Paper No. 00-115, Marketing Science Institute, Cambridge, MA

Zeithaml, V.A., Parasuraman, A. & Malhotra, A. (2002). Service quality delivery through
web sites: a critical review of extant knowledge, Journal of the Academy of Marketing
Science, 30(4), 362-375.

Zhang, B. & Kim, J. H. (2013). Luxury fashion consumption in China: Factors affecting
attitude and purchase intent. Journal of Retailing and Consumer Services, 20(1), 68-79.

Zhu, F.X., Wymer, W. & Chen, 1. (2002). IT-based services and service quality in
consumer banking, International Journal of Service Industry Management, 13(1), 69-90.

http://ipublishing.intimal.edu.my/jobss.html
elSSN:2805-5187



http://ipublishing.intimal.edu.my/jobss.html
https://www.emerald.com/insight/search?q=Weihua%20Wang
https://www.emerald.com/insight/search?q=Saebum%20Kim
https://www.emerald.com/insight/publication/issn/2040-8749
https://doi.org/10.1108/NBRI-07-2017-0039

