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Abstract
Purpose – As the number of female customers shopping in online clothing stores increases,
understanding how female customers’ e-loyalty is formed and fostered in this type of online store becomes
very pivotal. Yet, despite its importance, little research has been done on this issue. The purpose of this
paper is to focus on female online clothing shoppers and aim to examine the mediators of e-loyalty in the
context of online clothing stores: e-satisfaction and e-trust.
Design/methodology/approach – A total of 482 subjects who are female and have online clothing
store shopping experience in Taiwan were obtained and structural equation modeling was performed
to analyze the measurement and structural models.
Findings – The results show that both perceived online privacy and security are positively associated
with e-trust, whereas web design is not. Furthermore, perceived delivery time and web site design are
positively associated with e-satisfaction. Both e-trust and e-satisfaction in turn positively influence
e-loyalty for female online clothing shoppers.
Research limitations/implications – On the basis of the literature review, there is a lack of theoretical
knowledge of the relationships between e-loyalty, e-satisfaction, and e-trust among female online clothing
shoppers. The research fulfills this important theoretical gap by extending prior studies on e-loyalty to
further examine the factors that form e-satisfaction and e-trust, and how they, as mediators, influence
the development of female customers’ e-loyalty in the context of online clothing stores. The result provides
a model that contributes to understanding the formation of female customers’ e-loyalty.
Practical implications – The results of this study are helpful to online store managers in increasing
their customers’ loyalty. Specifically, online clothing store managers have to create quick item delivery
methods and friendly online shopping web sites that provide all necessary information and are easy to
navigate and use so as to increase customers’ e-satisfaction. They also need to establish reliable and
trustworthy web sites by letting their customers easily perceive the web sites’ privacy and security
features to enhance customers’ e-trust. As e-satisfaction and e-trust increase, e-loyalty is fostered.
Originality/value – The contributions of this study are threefold. First, this study focusses on an
important but previously neglected group in the context of online clothing stores: female online
clothing shoppers. Second, the authors’ investigation extends the literature on e-loyalty by identifying
important mediators (e-satisfaction and e-trust) and probing into their relationships to e-loyalty in the
context of online clothing stores. Third, the findings contribute to academia and to future research by
increasing understandings of the importance of the concerns and experiences of female online clothing
shoppers and by suggesting that future research pay more attention to female online shoppers.
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Introduction
e-Loyalty has become one of the critical issues for online business partly because
customers can easily switch from one online store to another and partly because
they can easily compare similar items across different online stores (Lu et al., 2013).
In other words, online customers can freely visit different online stores and purchase
items without needing to remain with one specific online store for all purchases. As
a result, low customer loyalty frequently occurs in the online context, creating
difficulty in realizing a sustainable and long-term profit for online businesses
(Yen, 2010).

This issue, we believe, is particularly important for female online shoppers
because female are more likely to shop online for clothing than male (Goldsmith and
Flynn, 2004). Also, female consumers have become very active in online clothing
shopping in recent years (Huddleston and Minahan, 2011; Warner, 2005). For
example, a survey from PriceGrabber (2008) that investigated 1,850 online shoppers
indicated that 74 percent of female shoppers browse for clothing online, compared
to 64 percent of male shoppers. More importantly, female shoppers have greater
spending power (Huddleston and Minahan, 2011; Warner, 2005) and decision power
(Popcorn and Marigold, 2000) than before. This phenomenon has been identified as
sheconomics (Luscombe, 2010; Pine and Gnessen, 2013), which postulates that female
consumers have found a right to control and spend their own money and thereby
have been an important factor boosting company profits (Pine, 2011). Finally, female
online shoppers generally have great influential power in altering others’ purchase
decisions (Huddleston and Minahan, 2011) – they are in general good communicators
who like to share positive or negative word-of-month feedback to influence the
purchasing decisions of their friends, families, and colleagues, which can help grow
or contribute to damaging an online clothing store (Huddleston and Minahan, 2011).
Therefore, understanding how to build female customers’ e-loyalty is an essential
and practical issue, yet little research has been done on female shoppers,
resulting in a knowledge gap concerning the e-loyalty development of female
online clothing shoppers.

Furthermore, in the last few years, researchers have explored how to create
and/or enhance customers’ e-loyalty. In general, prior studies have found that
e-satisfaction and e-trust are two key factors that foster customers’ e-loyalty.
Nevertheless, their relationships have rarely been discussed, particularly for female
online shoppers in the context of online clothing stores, despite these stores’
popularity. Some of the research considered single factors, whereas other
research did not take e-satisfaction and/or e-trust into account (Hu and Chuang,
2012; Nguyen et al., 2013), resulting in a lack of both practical and theoretical
knowledge of their influences on e-loyalty. Hence, another important gap that
needs to be fulfilled is to understand the relationships between e-satisfaction, e-trust,
and e-loyalty.

Finally, prior suites have suggested that online consumer concerns (e.g. online
privacy and security) and online consumer experiences (e.g. web site design and delivery
efficiency) are two salient factors that female online shoppers always perceive while
shopping on a web site (Cyr and Bonanni, 2005; Garbarino and Strahilevitz, 2004) and
can be viewed as antecedents of e-trust (Shukla, 2014) and e-satisfaction (Cyr and Bonanni,
2005; Myers and Mintu-Wimsatt, 2012), respectively. However, how online concerns
and online experiences together influence online female shoppers’ e-trust and e-satisfaction
is still unknown.
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On the basis of the research background and a literature review on e-satisfaction,
e-trust, and e-loyalty, this study focusses on three important knowledge gaps and
addresses the following three research questions:

RQ1. How do female online clothing shoppers develop their e-loyalty?

RQ2. Do e-satisfaction and e-trust play mediating roles in e-loyalty development for
female online clothing shoppers?

RQ3. How do online consumer concerns and experiences influence e-satisfaction
and e-loyalty for female online clothing shoppers?

The objective of this study is to contribute to the existing limited knowledge on how
female online clothing shoppers develop their e-loyalty by answering the preceding
research questions and by proposing and testing a model of female customer e-loyalty
in the context of online clothing stores.

Theoretical development
Customer loyalty
Customer loyalty has been studied in various fields and contexts. The concept of loyalty
generally is defined as a commitment to consistently revisit a site or repurchase an item
or service from the same company, without switching to other companies (Oliver, 1997).
This definition has been well-accepted among practitioners and academics. However, with
the emergence of e-commerce, researchers have extended the concept of loyalty into the
context of the online environment, renaming it e-loyalty. This development is important
because e-loyalty is somewhat different from loyalty in the offline business context
(Horppu et al., 2008; Shankar et al., 2003). Prior studies defined e-loyalty as a commitment
to consistently revisit a web site because of a preference for shopping on that web site
without switching to other web sites (Cyr, 2008; Flavián et al., 2006). Most research
focussing on e-loyalty has studied the issue of how to foster and/or improve e-loyalty
(Cyr, 2008; Doong et al., 2008; Gommans et al., 2001; Harris and Goode, 2004; Jin et al., 2008;
Wolfinbarger and Gilly, 2003). These studies have found that e-satisfaction and e-trust
are the two most important antecedents of e-loyalty. We summarize recent literature on
e-loyalty, e-satisfaction, and e-trust in Table I.

On the basis of the literature review on e-loyalty, we have found two important
knowledge gaps. First, though e-satisfaction and e-trust are two important antecedents
of e-loyalty, the relationships among these factors have rarely been tested in the context
of online clothing stores. Second, despite the importance of female online clothing
shoppers, little research has been done on how female shoppers form e-loyalty. This
study thereby addresses these knowledge gaps by examining the relationships
between e-satisfaction, e-trust, and e-loyalty in the context of online clothing stores
for female online clothing shoppers.

Online concerns: e-trust
Online privacy and online security are two main concerns while consumers are shopping
on a web site. Liu et al. (2005) have proposed a privacy-trust-behavioral intention model
of electronic commerce, which asserts that privacy is the major antecedent of trust. When
trust is formed, people are more like to purchase or repeat their purchase of an item from
a web site. Shukla (2014) has further discussed the concept of online concern, pointing out
that in addition to online privacy, online security is also a fundamental prerequisite
before any commercial activities involving confidential and sensitive information can get
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started. Indeed, both online privacy and security are main concerns for consumers in the
context of online stores, because customers need to provide their personal information,
such as password and credit card information, to the web site. Without a secure merchant
mechanism and well-designed privacy policy, customers may develop negative e-trust
toward the web site (Kim et al., 2009; Kivijärvi et al., 2007).

Online consumer experience: e-satisfaction
An online consumer is not just a user who interacts with a web site by browsing,
searching, finding, selecting, comparing, and evaluating items but also an online shopper
who eventually places an order online and waits one or a few days to receive the ordered
item. This whole process (i.e. from interacting with the web site to waiting for the item) is
called the online consumer experience (Constantinides, 2004; Constantinides et al., 2010).
On the basis of this concept, consumer online experience with a given electronic commerce
firm may come from two sources: service from the web site (e.g. waiting for the item)
(Collier and Carol, 2006; Kim et al., 2009) and the web site itself (e.g. interacting with the
web site) ( Jeong et al., 2009). This study adopts delivery efficiency as the former source and
web site design as the latter source because they have been found as salient factors in the
context of online shopping (Collier and Carol, 2006; Jeong et al., 2009; Kim et al., 2009). Also,
these two factors while shopping in a web store may generate a customer’s e-satisfaction
(Cyr, 2008; Flavián et al., 2006; Myers and Mintu-Wimsatt, 2012). Specifically, prior studies
have suggested that when an item can be delivered efficiently and when a web site is
designed in a way that saves shoppers time, that makes the site easy to use, and that
allows the site to provide a variety of information, customers may feel satisfied (Collier and
Carol, 2006; Cyr, 2008; Flavián et al., 2006; Goetzinger et al., 2006).

Authors Factors Context Gender

Kuo et al. (2013) e-Loyalty
e-Satisfaction

Online clothing Female shopper

Nguyen et al. (2013) e-Loyalty
e-Satisfaction

Clothing and home ware Male and female
shoppers

Nsairi and Khadraoui (2013) e-Loyalty
e-Trust

Bookstore Male and female
shoppers

Rai and Medha (2013) e-Loyalty
e-Trust
e-Satisfaction

Life insurance Male and female
shoppers

Valvi and West (2013) e-Loyalty
e-Trust
e-Satisfaction

Online bookselling
web sites

Male and female
shoppers

Ha and Stoel (2012) e-Loyalty
e-Satisfaction

Online clothing Male and female
shoppers

Hu and Chuang (2012) e-Loyalty
e-Trust

e-Commerce Male and female
shoppers

Ltifi and Gharbi (2012) e-Loyalty
e-Satisfaction

Online shopping web site Male and female
shoppers

Eid (2011) e-Loyalty
e-Trust
e-Satisfaction

e-Commerce Male and female
shoppers

Kim et al. (2009) e-Loyalty
e-Trust
e-Satisfaction

Online book and CD stores Male and female
shoppers

Table I.
Literature

on e-loyalty,
e-satisfaction,
and/or e-trust
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Female shoppers with online concerns and online experiences
Female shoppers tend to have more concerns about privacy and security than male
shoppers (Garbarino and Strahilevitz, 2004). Specially, prior studies have found that in
decision-making situations (e.g. online purchasing decisions), male shoppers tend to be
more assertive and self-confident with their decisions than females, resulting in
overconfidence and risk-seeking behavior (Estes and Hosseini, 1988; Lundeberg et al.,
1994). Conversely, in comparison to men, women have a lower degree of confidence in
their capability of making correct financial decisions, resulting in high perceived
uncertainty regarding these decisions as well as risk-averse behavior (Estes and
Hosseini, 1988). As a result, female shoppers are more sensitive to risks than male
shoppers and thereby privacy and security issues (i.e. online concerns) are female
shoppers’ concerns while shopping on the internet (Garbarino and Strahilevitz, 2004).

Additionally, the online experience is important to female shoppers. Female
shoppers are more motivated by emotions than male shoppers (Zhou et al., 2007). They
prefer and enjoy physical evaluation of products such as seeing and feeling the product
before they buy it (Cho, 2004). Without psychical touching, they rely more on other
online shopping experiences. As a result, web site design and delivery efficiency
(i.e. online experience) become critical to them because web site design and delivery
efficiency can be used to improve online shopping enjoyment (e.g. female shoppers
were more attracted by the colors on web sites (Cyr and Bonanni, 2005), making online
shopping more pleasurable and enhancing the online shopping experience. Therefore,
to understand how female online shoppers form e-loyalty, both online concerns and
online experiences need to be taken into account.

Literature review and hypotheses development
e-Satisfaction
e-Satisfaction is defined as “the contentment of a customer with respect to his or her
prior purchasing experience with a given electronic commerce firm” (Anderson and
Srinivasan, 2003, p. 125). This experience may come from two sources: service from the
web site and the web site itself. Consumer experience with service from a web site is
mainly concerned with item delivery time (Collier and Carol, 2006; Goetzinger et al., 2006).
Schaupp and Bélanger (2005) defined delivery time as “the total time between order
placement and delivery, which includes dispatch, shipping, and delivery” (p. 99). Prior
studies have found that long delivery time is one major complaint among online customers
because they do need to wait to receive the item they order (Goetzinger et al., 2006; Schaupp
and Bélanger, 2005). The longer the wait time between ordering and receiving, the more
anxious and discontent the customer feels (Collier and Carol, 2006; Schaupp and Bélanger,
2005). After all, similar wait times may not be a factor in the context of brick-and-mortar
stores. Thus, customers would be more satisfied with their online shopping experiences if
online firms could guarantee to process their orders and deliver their items quickly
(Schaupp and Bélanger, 2005). Therefore, we hypothesize the following:

H1. Perceived delivery efficiency will be positively associated with e-satisfaction for
female online clothing shoppers.

Consumer experience with a web site may come from the web site design itself (i.e. layout,
interface, and decoration of the web site). A good web site design has been found as a key
factor increasing customers’ satisfaction (Cyr, 2008; Shergill and Chen, 2005; Szymanski
and Hise, 2000; Wolfinbarger and Gilly, 2003). Shukla (2014), for example, indicated that
a good web site design helps customers browse easily. Also, an aesthetically pleasing
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layout makes users feel happy and satisfied (Shukla, 2014). Similarly, Wolfinbarger and
Gilly (2003) suggested that a good web site design may increase perceived quality,
satisfaction, and positive attitude toward the web site. Also, Cyr (2008) examined different
types of web designs, including browsing design, visual design, and information design,
and suggested these types of web design need to be considered together when designing
a web site because together they can make customers feel satisfied. Other studies in the
literature have supported that a good web site design positively influences customer
satisfaction (Anderson and Srinivasan, 2003). Thus, we posit the following:

H2. The web site design will be positively associated with e-satisfaction.

e-Trust
Customers always have some concerns when purchasing an item online because online
shopping is full of uncertainty (e.g. Is it safe to provide my credit card information? Will the
quality of the item I ordered be as good as expected?) (Chen et al., 2013; Teoh et al., 2013;
Sabiote et al., 2012; Shukla, 2014). Therefore, e-trust is always an important issue in the
context of online stores (Corritore et al., 2003; Hampton-Sosa and Koufaris, 2005; Koufaris
and Hampton-Sosa, 2004; Papadopoulou et al., 2001). Corritore et al. (2003) systemically
summarized prior studies on e-trust and defined it as “an attitude of confident expectation in
an online situation of risk that one’s vulnerabilities will not be exploited” p. 740).

Prior studies suggested that a good web site design (e.g. easy to use and having
smoothly transactional procedures) makes the web site look professional (Hampton-Sosa
and Koufaris, 2005; Papadopoulou et al., 2001), an experience that creates an image in
customers’ minds that the web site is reliable. This image in turn enhances customers’
sense of security and increases web site quality perception (Anderson and Srinivasan,
2003; Cyr, 2008; Flavián et al., 2006). For instance, Flavián et al. (2006) found that a good
web site design can relieve feelings of anxiety and also provide a sense of confidence
while shopping online. Therefore, we hypothesize the following:

H3. The web site design will be positively associated with e-trust.

Online privacy is a technical mechanism and/or policy to protect customer data from
unauthorized use or disclosure (Lauer and Deng, 2007; Milne and Culnan, 2004).
This mechanism and/or policy, if well-designed, and if customers perceive the policy,
may help customers feel safe in providing personal and/or transactional data while
shopping online (Milne and Culnan, 2004). Also, customers may have greater confidence
about an online vendor’s ability to protect customer data, which in turn will reduce
uncertainty and improve e-trust (Connolly and Frank, 2007; Hsu et al., 2014). Indeed, prior
studies have posited that perceived online privacy can be considered an important source
of e-trust (Connolly and Frank, 2007; Teoh et al., 2013; Hsu et al., 2014). When consumers
believe that an online firm tries hard to protect their privacy through technical
mechanisms and/or policies, they will be more comfortable providing personal data while
shopping online (Teoh et al., 2013; Yousafzai et al., 2003). Hence, we posit the following:

H4. Perceived online privacy will be positively associated with e-trust.

Although online security techniques have continued to develop and improve, web security
vulnerability still exists, and security measures are violated frequently, even among widely
reputable companies. As a result, online security is always a main concern for online
shoppers (Lauer and Deng, 2007; Shukla, 2014), particularly for female shoppers in the
context of online clothing shopping (Cho and Fiorito, 2009). This concern may negatively
influence customers’ perceptions about online firms’ technical abilities to prevent their web
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sites from being intentionally invaded and damaged, resulting in reduced e-trust (Lauer
and Deng, 2007; Teoh et al., 2013; Yousafzai et al., 2003). After all, customers are often
required to provide essential data, such as credit card information and personal profiles,
while shopping online. If customers feel insecure (e.g. the web site has been invaded before),
they may not trust the web site (Yousafzai et al., 2003). Thus, we posit the following:

H5. Perceived online security will be positively associated with e-trust.

e-Satisfaction and e-trust
e-Satisfaction has been found as one of the factors enhancing the sense of e-trust (Doong
et al., 2008; Fang et al., 2011; Flavián et al., 2006; Horppu et al., 2008). Doong et al. (2008),
for example, suggested that when customers are satisfied with a seller, such satisfaction
might create a belief that the seller is trustworthy. Horppu et al. (2008) used brand
familiarity as a moderator to examine the relationships between e-satisfaction and e-trust
and found that no matter whether there is a high or low level of brand familiarity, the
positive relationship between e-satisfaction and e-trust always exists, indicating that
e-satisfaction is one source of e-trust. Thus, the higher the level of e-satisfaction, the higher
the level of e-trust there may be (Fang et al., 2011). We posit the following:

H6. e-Satisfaction will be positively associated with e-trust.

e-Satisfaction and e-loyalty
When customers are satisfied with a web site, they are more willing to interact with
that web site in the future, resulting in becoming loyal customers (Anderson and
Srinivasan, 2003; Fang et al., 2011). There are several reasons for satisfied customers to
turn into loyal customers. For example, switching to other web sites may entail some
switching costs. To avoid extra effort in searching other web sites, satisfied customers
would rather stay with the same web site (Yang and Peterson, 2004). Additionally,
uncertainty about whether customers can receive the same satisfaction and service
from other web sites also triggers them to stick with the same web site (Chandrashekaran
et al., 2007). Indeed, the positive effect of e-satisfaction on e-loyalty has been suggested by
several studies (Anderson and Srinivasan, 2003; Chandrashekaran et al., 2007; Flavián et al.,
2006; Harris and Goode, 2004; Yang and Peterson, 2004). Thus, we posit the following:

H7. e-Satisfaction will be positively associated with e-loyalty.

e-Trust and e-loyalty
When customers have perceived e-trust from an online store, they may feel comfortable
and confident while shopping at that store (Connolly and Frank, 2007; Corritore et al., 2003;
Lauer and Deng, 2007). Such a secure feeling generated from e-trust increases customers’
willingness to provide truthful information (Cho and Fiorito, 2009) and to continue
shopping on the same web site (Liu et al., 2005), resulting in higher loyalty (i.e. willingness
to revisit). In other words, e-trust can reduce consumers’ uncertainty when shopping online
and then increase the possibility of rebuying actions (Cyr, 2008; Doong et al., 2008). Indeed,
the positive relationship between e-trust and e-loyalty has been suggested by several
studies conducted in the context of the online environment (Harris and Goode, 2004;
Horppu et al., 2008; Kassim and Abdullah, 2008). Therefore, we posit the following:

H8. e-Trust will be positively associated with e-loyalty.

On the basis of the preceding literature review and hypothesis development, we
propose a research framework (see Figure 1).
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Method
Procedure
The model was tested by means of a field study and survey data collected via an
online survey platform to sample from the mass population that shop online clothing
stores. To collect the data, we posted the URL of our online survey on the largest
electronic bulletin board system (BBS) in Taiwan (Lu et al., 2013), called PTT BBS
(www.ptt.cc/). Established in 1995, PTT BBS has become one of most important online
forums in Taiwan, through which people can discuss a variety of topics. This study
targets online shopping topics, and so we posted our survey information, including
the study purpose, study duration, and survey link. Also, to increase the response
rate, this study follows prior studies’ suggestions (e.g. Brown and Venkatesh, 2005;
Lee et al., 2013) by offering USB flash disks and gift vouchers as an incentive to
encourage subjects to provide validated responses.

The first question on the questionnaire asked whether the participant had ever
purchased clothing online before. If he or she answered no, a thank-you message was
given and the questionnaire was closed.

Measures
The online questionnaire instrument used in the study consisted of seven-point
Likert scales derived from previous research. The scale for perceived delivery
efficiency was adapted from Schaupp and Bélanger’s (2005) three items, that for web
site design was adapted from Wolfinbarger and Gilly’s (2003) five items, and that for
perceived online privacy was based on Liu et al.’s (2005) five items. The scale for
perceived online security was adapted from Connolly and Frank (2007) two items and
Schaupp and Bélanger’s (2005) three items. The scale for e-satisfaction was adapted

H1 (+)

H2 (+)

H3 (+)

H5 (+)

H4 (+)

H6 (+)

H8 (+)

H7 (+)

e-Loyalty

e-Satisfaction

e-Trust

Online
privacy

Online
security

Delivery
efficiency

Web site
design

Online experience

Online concerns

Figure 1.
Proposed research

model
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from Fang et al.’s (2011) four items. The scales for e-trust and e-loyalty were adapted
from Horppu et al.’s (2008) four items.

To assure that all questionnaire items are readable, one marketing scholar and one
marketing manager of a big apparel retailing chain store were invited to comment on
the draft of the questionnaire. On the basis of their comments, we made adjustments to
the wording. Then, we conducted a pilot and interview with 43 experienced online
clothing shoppers. According to their opinions, we made further modifications to the
wording of some of the questionnaire items.

Results
Respondents’ demographic information
A total of 620 subjects filled out the questionnaire. We removed 138 data points
that had either significantly incomplete responses, were extreme outliers or male
shoppers, resulting in a sample size of 482. All subjects are female online clothing
shoppers who live in Taiwan and have shopped on Taiwanese online clothing store
web sites. The demographic information is showed in Table II. The average age of
the subjects was 23 years. More than half of the subjects on average spent 16-25
hours per week on the internet.

Reliability and validity
An exploratory factor analysis was performed to test the construct validity. The KMO
value was 0.912, and Bartlett spherical test showed a significant result with χ2¼ 8,934.213,
indicating the appropriateness of the factor analysis. We then conducted an orthogonal
rotation with the varimax method. On the basis of Kaiser’s eigenvalue rule and the scree
plot, seven factors were retained, which accounted for 75.391 percent of total variation
of all variables. We eliminated the first two items about online privacy because of poor
factor loadings. All other items loaded consistently with their factors. Additionally,
Cronbach’s α values show that all variables are higher than 0.7 (from 0.73 to 0.91),
indicating good reliability.

Confirmatory factor analysis was performed to analyze the reliability and validity of
the measurement scales. The result shows a good model fit with χ2/df¼ 3.0753,
po0.000, NFI¼ 0.92, NNFI¼ 0.93, RMR¼ 0.046, CFI¼ 0.90, GFI¼ 0.87, AGFI¼ 0.88,
and RMSEA¼ 0.067. It is important to note that significant χ2 value can be disregarded
due to its sensitivity to the sample size and large number of items (Bagozzi and
Yi, 1988). Also, there is no consensus on the ration of χ2 to degree of freedom.
While generally the ration should be less than 3.00, in practice, however, some

Variables Frequency % Internet usage Frequency %

Age Time spending on web surfing per week
19 years and below 54 10.02 5 hour and less 52 10.07
20-24 years 346 64.19 6-15 hours 139 28.83
25-29 years 125 23.19 16-25 hours 67 13.90
30years and above 14 2.60 26-35 hours 80 16.59

Education 36 hours and more 144 29.87
College 392 81.32
Graduate school 90 18.68

Table II.
Profile analysis
of the
investigated sample
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researchers interpret rations as high as 3.00 or 4.00 as representing good data-model
fit (Mueller, 1996; Munro, 2005).

Table II displays the averages, standardized loading estimates, composite reliabilities,
and average variance extracted (AVE) of all measured items. All standardized loading
estimates were higher than 0.5, indicating convergent validity. Moreover, none of the
confidence intervals of the PHI estimates included one, providing evidence of discriminate
validity. The composite reliabilities for each construct were above 0.7, thereby suggesting
internal consistency. Additionally, the AVE were all higher than 0.45, demonstrating that
latent variables has a high degree of reliability and the variance captured by the construct
was greater than the variance due to measurement error (Table III).

The correlations among all constructs are shown in Table IV.

Model estimation and hypothesis testing
The goodness-of-fit measures of the proposed research model are summarized in Table III.
All goodness-of-fit measures reach the recommended threshold values of an acceptable
model with the exception of GFI (0.88), which is a little lower than the recommended
value of 0.90. Thus, the proposed model fits well with the sample data. Figure 2 shows
the estimated path coefficients and the squared multiple correlations of the three latent

Construct Item Average
Factor
loading

Cronbach’s
α

Composite
reliability (CR)

Average variance
extracted (AVE)

Web site design
(WSD)

WSD1 4.56 0.64* 0.821 0.832 0.51
WSD2 4.65 0.72*
WSD3 4.69 0.73*
WSD4 4.33 0.69*
WSD5 4.48 0.64*

Perceived delivery
efficiency (PDE)

PDT1 3.83 0.76* 0.730 0.733 0.493
PDT2 4.03 0.69*
PDT3 4.37 0.65*

Perceived online
security (POS)

POS1 3.42 0.82* 0.912 0.901 0.683
POS2 3.49 0.88*
POS3 2.93 0.87*
POS4 3.64 0.81*
POS5 3.44 0.72*

Perceived online
privacy (POP)

POP3 4.01 0.83* 0.891 0.910 0.765
POP4 4.31 0.89*
POP5 3.99 0.85*

e-Satisfaction (SAT) SAT1 4.21 0.82* 0.908 0.918 0.739
SAT2 4.57 0.78*
SAT3 4.39 0.88*
SAT4 4.50 0.91*

e-Trust (TRU) TRU1 4.12 0.84* 0.869 0.872 0.673
TRU2 3.85 0.85*
TRU3 3.93 0.80*
TRU4 4.42 0.74*

e-Loyalty (LOY) LOY1 4.09 0.75* 0.834 0.844 0.645
LOY2 4.05 0.73*
LOY3 4.39 0.85*
LOY4 4.38 0.81*

Note: *Indicates a 0.05 significance level

Table III.
Summary of

reliability and
validity measures
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variables (e-satisfaction, e-trust, and e-loyalty) in the research model. According to the
results, all research hypotheses are supported, except hypothesis H3 (Table V).

The supports of H1 and H2 indicate that customers are more satisfied when
they perceive fast delivery time (γ¼ 0.32, t¼ 9.03, po0.01) and/or when they feel
the web site design is good (γ¼ 0.28, t¼ 9.82, po0.01). However, the relationship
between web site design and e-trust was not supported (γ¼ 0.06, t¼ 1.01, pW0.1).
This result implies that female customer e-trust might not be directly formed from
a well-designed web site in the context of online clothing stores. The significant results
of H4 and H5 suggest the positive influences of both online privacy (γ¼ 0.28, t¼ 7.08,
po0.01) and online security (γ¼ 0.14, t¼ 4.50, po0.01) on e-trust. Thus, online
privacy and online security are both important determinants of e-trust.

Web site
design

Delivery
efficiency

Online
security

Online
privacy e-Satisfaction e-Trust e-Loyalty

Web site design 1
Delivery efficiency 0.39 1
Online security 0.32 0.63 1
Online privacy 0.36 0.45 0.64 1
e-Satisfaction 0.65 0.57 0.48 0.56 1
e-Trust 0.53 0.60 0.65 0.65 0.77 1
e-Loyalty 0.52 0.38 0.41 0.42 0.69 0.62 1

Table IV.
Correlations between
constructs with
reflective items

e-Loyalty

e-Satisfaction

e-Trust

Online
privacy

Online
security

Delivery
efficiency

Web site
design

0.32**

0.28**

0.06

0.28**

0.14**

0.57**

0.31**

0.63**

R2=0.42

R2=0.45

R2=0.63

Online concerns

Online experience

Note: **p-value <0.05

Figure 2.
SEM result
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H6 and H7 were supported with β¼ 0.57, t¼ 9.28, and po0.01, and β¼ 0.63, t¼ 7.29,
and po0.01, respectively. These results indicate that as e-satisfaction increases, e-trust
and e-loyalty will be higher in the context of online clothing stores. Finally, H8 was
supported ( β¼ 0.31, t¼ 4.89, po0.01), suggesting that e-trust directly influences
e-loyalty. Also, this result indicates that e-trust is a mediator between e-satisfaction and
e-loyalty. The estimated squared multiple correlations of these endogenous variables is
R2¼ 0.42 for e-satisfaction, R2¼ 0.63 for e-trust, and R2¼ 0.45 for e-loyalty, showing
that more than half of the variations of the endogenous variable can be well explained
through the proposed model in this study.

To further validate the mediator roles of e-satisfaction and e-trust in our research
model, we modified the proposed model by creating direct relationships between
perceived delivery time, web site design, perceived online privacy, perceived online
security, and e-loyalty. The purpose of this modified model was to test whether
e-satisfaction and e-trust are main mediators of e-loyalty. If web site features can
directly influence e-loyalty, then the mediating roles of e-satisfaction and e-trust are not
salient. The estimation result of this modified model showed satisfactory goodness-of-
fit with χ2/df¼ 3.12, po0.0000, NFI¼ 0.97, NNFI¼ 0.97, CFI¼ 0.98, GFI¼ 0.88,
AGFI¼ 0.85, and RMSEA¼ 0.063. However, in addition to the insignificant
relationship between web site design and e-trust shown in our proposed model, the
direct influences of delivery efficiency, online privacy, and online security were all
not statistically significant. Moreover, the direct influence of web site design on
e-loyalty was only marginally statistically supported. Hence, the proposed model
is better than the modified model, suggesting that e-satisfaction and e-trust are
important moderators of e-loyalty in the context of online clothing stores (Figure 3).

Conclusions and discussion
The contributions of this study are threefold. First, this study focusses on an important
but previously neglected group in the context of online clothing stores: female online
clothing shoppers. Given that, on the basis of the literature review, female online
shoppers have rarely been discussed in the context of online clothing stores, the
findings close the research gap and provide new insight into female online shoppers by
understanding how their e-loyalty is formed. Second, the results indicate that
mitigating online consumer concerns (i.e. online privacy and online security) and
enhancing online consumer experiences (i.e. delivery efficiency and web site design) can
generate female shoppers’ e-trust and e-satisfaction, respectively, which in turn form
their e-loyalty. These findings contribute to academia and to future research by aiding
in understandings of the importance of online concerns and experiences of female

Goodness-of-fit measure Recommended threshold value Estimated

χ2/df o5 3.08
GFI W0.9 0.88
AGFI W0.8 0.87
RMR 0.05-0.08 0.052
RMSEA o0.08 0.067
CFI W0.9 0.96
NFI W0.9 0.97
NNFI W0.9 0.96

Table V.
Goodness-of-fit

measures for the
research model
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online clothing shoppers and by suggesting that future research pay more attention
to the impacts of online concerns and experiences on the female group. Finally, the
present study also enhances previous studies’ findings (e.g. Valvi and West, 2013;
Rai and Medha, 2013) by delineating a more detailed relationship between e-trust,
e-satisfaction, and e-loyalty. Specifically, e-trust and e-satisfaction serve as mediators in
e-loyalty development. Also, e-satisfaction positively influences e-trust in the context of
online clothing stores for female online clothing shoppers.

In sum, these three main contributions fulfill the important theoretical gap by
extending prior studies on e-loyalty to further examine the factors that form e-satisfaction
and e-trust, and how they, as mediators, influence the development of customers’ e-loyalty
in the context of online clothing stores for female online clothing shoppers.

Discussion
The relationship between perceived delivery time and e-satisfaction was supported.
This result suggests that the waiting time between order and delivery is one of the
major concerns for female shoppers shopping in online clothing stores. Additionally,
web site design, such as easy navigation and friendly interface, may also help satisfy
online female customers. However, unlike prior studies, this study has found that web
site design does not significantly influence female consumers’ e-trust. A possible reason
for this finding is that online clothing stores typically have a unique web site design.
In addition to ease-of-use in interface and modern homepages, they normally feature
beautiful models and/or pictures of clothing. As a result, online clothing web sites
generally look attractive. Such web site attractiveness, which may not exist for other
types of web sites, neither increases nor decreases customers’ e-trust, resulting in an

e-Loyalty

e-Satisfaction

e-Trust
Online
privacy

Online
security

Delivery
efficiency

Web site
design

0.32**

0.39**

0.06

0.18

0.22**

0.44**

0.31**

0.47**

R2=0.58

R2=0.50

R2=0.70

–0.11

0.11

–0.09

0.16*

Online concerns

Online experience

Note: **p-value <0.05

Figure 3.
Result of the
modified model
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insignificant relationship between web site design and e-trust. Finally, We found that
e-trust and e-satisfaction are important mediators of e-loyalty. When customers feel
satisfied with and have trust in an online clothing store, their e-loyalty may be formed.

Managerial implications
On the basis of this study’s findings, perceived delivery time is an essential
determinant of e-satisfaction for female online clothing shoppers. Online clothing store
managers, therefore, need to pay attention to this important concern by considering
more effective ways to deliver items to customers. Additionally, web site design
influences e-satisfaction as well. Thus, online clothing store managers have to create a
friendly online shopping web site that provides all necessary information and is easy to
navigate and use so as to increase customers’ e-satisfaction. However, it is important to
note that a good web site design does not guarantee an increase in e-trust in the context
of online clothing stores for female online clothing shoppers. Hence, online clothing
store managers should not just concentrate on designing a good web site but also on
establishing a reliable and trustworthy web site by letting their customers easily
perceive the web sites’ privacy and security features. Specifically, to make online
clothing stores more trustworthy, online clothing store managers need to adopt state-
of-the-art online security techniques and strictly prohibit their employees from leaking
customers’ information. Also, they need to acquire web site security certification from
a reputable third party to further increase customers’ perceptions of online security.

Limitations and future research directions
Although this study has important contributions, a few limitations need to be
addressed. First, although the results found the mediating roles of e-satisfaction and
e-trust in the context of online clothing stores, this result cannot be generalized to
different contexts. After all, each context has its unique features. For example, since our
study focusses on only female online shoppers, it would be problematic to extend our
results to male shoppers. Further research can apply this study’s framework to
different contexts and examine whether mediating roles of e-satisfaction and e-trust
still exist. Second, this study’s research model focusses on e-satisfaction and e-trust,
two important antecedents of e-loyalty. However, some other factors are interesting to
take into account, such as brand, product endorser, and pricing strategy. Future studies
can extend the proposed model by incorporating some of these factors to obtain a
complete picture of how to foster e-loyalty. Third, to increase the response rate, this
study follows prior studies’ suggestions by providing gift vouchers as an incentive to
subjects. However, providing such an incentive might cause socially desirable
responses. Thus, we suggest that further studies can employ different recruiting
methods to test and valid the proposed model. Additionally, the correlations are high in
some constructs (see Table IV), indicating the possibility of multicollinearity. While we
have excluded extreme outliers and the result of the skewness and kurtosis of the
distribution (i.e. normality test) for our constructs falls between −1.0 and +1.0, the issue
of multicollinearity still should be the concern in our study. Interestingly, we have
found that other studies (e.g. Valvi and West, 2013) have the similar issue; hence, this
could be the area in which further research can be conducted. Finally, e-loyalty was
measured at a static point rather than as it was developing, thus losing the time
aspect of explanation. Therefore the data presented are cross-sectional, and spurious
cause-effect inferences may have occurred. Future studies can adopt a longitudinal
methodology that can provide a dynamic perspective on how e-loyalty can be built.
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Appendix. Questionnaire items
Operationalization of variables
Variables and items:

(1) Perceived delivery time (PDT) (with seven-point scale: 1 means very low, 7 means very
high):
• on the whole, I can receive the ordered item quickly;
• overall, I feel that the online store process my order quickly; and
• generally speaking, I would be able to know my order status at any time.

(2) Web site design (WSD) (with seven-point scale: 1 means very disagree, 7 means very
agree):
• the online store provides in depth information;
• the online store does not waste time;
• it is easy to complete a transaction at this online store;
• this online store offers appropriate personalized services; and
• this online store has good selection.
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(3) Perceived online privacy (POP) (with seven-point scale: 1 means very disagree, 7 means
very agree):

• I was informed what information the company would collect about me;
• the online store explained how they would use the information collected about me;
• the online store has a clear mechanism/policy to review and change incorrect

personal information;
• I feel that the online store is making effort to keep my personal information out of

hands of unauthorized individuals; and
• I feel that the online store will not release my personal information about me without

my express permission.

(4) Perceived online security (POS) (with seven-point scale: 1 means very disagree, 7 means
very agree):

• I believe that the online store implements security measures to protect internet
shoppers;

• I believe that the online store usually ensures that transactional information is
protected from accidentally altered or destroyed during transmission on the
internet;

• I believe that the online store has a very safe online paying mechanism;
• I believe that the online store has the superior ability to handle online

hijackings; and
• I believe that transactions are protected by the state-of-the-art security technique at

this online store.

(5) e-Satisfaction (with seven-point scale: 1 means very disagree, 7 means very agree):

• I like to purchase products from the online store;
• I am pleased with the experience of purchasing products from the online store;
• I think purchasing products from the online store is a good idea; and
• overall, I am satisfied with the experience of purchasing products from the

online store.

(6) e-Trust (with seven-point scale: 1 means very disagree, 7 means very agree):

• I believe that this online store honestly provides correct information;
• I believe there is no misrepresentation at this online store;
• I believe this online store makes recommendations to consumers on the basis of

mutual benefit; and
• I believe that this online store would not take adverse actions against its consumers.

(7) e-Loyalty (with seven-point scale: 1 means very disagree, 7 means very agree):

• if the online store continues maintaining current service performance, I will not
switch to other online stores;

• as far as the product types sold at this online store are concerned, I donot quite
consider purchasing at other online stores;

• I like to utilize this online store; and
• To me, this online store is the best web site to shop clothing.
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