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Abstract

4

The intention to buy back is one of the objectives of the business strategy. This study aims gam]yze the effect of mediating
customer satisfaction on e-service and repurchase intention. This analytical study was conducted on e-commerce that is
widely used by Indonesia, namely Shopee co.id. The rapid growth of e-commerce, both C2C and B2B, has made online
retailers compete in the online retail business. The intention to buy back is no longer solely due to the quality of service
like an offline business. The purpose of this study is to analyze the role of mediating customer satisfaction from the quality
of E-Commerce on repurchase intention in E-Commerce that has implemented a combination of C2B and B2B. Quantitative
methods with structural equation analysis (SEM) and path analysis were used to analyze data using LISREL. The
questionnaire is distributed to respondents used as samples taken from population for this research. The researched
population is user of Shopee co.id in Indonesia, whereas samples of the populaftdh are randomly taken. The samples of this
research are 279 respondents. The results of this study found that it shows that there is no significant direct effect of
electronic service quality on repurc s intentions, but when customer satisfaction acts as a mediating variable, it shows
that electronic service quality affects repurchase intention significantly through customer satisfaction. This study will help
online retailers to find out what factors influence cusamm to make repeat purchases.

2021 by the authors; licensee Growing Science, Canada

1. Introduction

Shopee is a Singaporean e-commerce platform headquartered under Sea Group (previously known as Garena), which is a global
consumer internet company founded in 2015. One of online retailers in Indonesia is shopee.co.id came to Indonesia in 2020.
Shopee.co.id is a relatively new player. Shopee.coid is an online retailer coming from Singapore and becomes branch of
shopee.co.id in Indonesia. Shopee.co.id is one of online retailers in Indonesia using B2C business model. In 2020 a new online
retail in Indonesia contributed 9% of total sales in Indonesia (Driver et al. 2020). McKinsey also said that digital buyers or online
buyers in Indonesia were about 30 million people in 2020 or only 11% of the total population of Indonesia. If compared to the
internet users, which were 160 million, then Indonesia is highly potential to be the world largest e-commerce. Indonesia is a
populous country with more than 350 residents (bps.go.id, 2020). 160 million of them have access to the internet (Datareportal .com,

2020).

*Corresponding author.
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Shopee.co.id becomes an e-commerce interesting to study because only within less than two years of operation, Shopee .co.id has
successfully become 2™ rank B2C online retailer by number of visits. This is surely an outstanding achievement considering the
number of e-commerce companies operating in Indonesia. In addition thereto, Shopee .co.id has explicitly said that one of their main
strategies in e-commerce business is by continuously improving service quality to the customers. According to them, service quality
to the customers is more important than discount (Song et al., 2020).

So as to have the option to continue contending with other online retailers and get piece of the pie, Shopee.co.id needs to have
techniques. One of the methodologies normally taken by Shopee.co.id to continue contending is by keeping up existing clients in
light of the fact that keeping up them is a significant issue in online retail business (Goutam, & Gopalakrishna, 2018). Repurchase
intention is customer behavior giving a positive response to e-service quality of a company and showing intention to revisit and
consume the company’s product (Spyridou, 2017). In the context of online retail (Goutam & Gopalakrishna, 2018). Defines
repurchase intention as the use of an online retailer to buy goods/service repeatedly. Now, repurchase intention has become an
important issue for B2C e-commerce companies (Liu, 2012); Wang & Teo (2020).0ne of efforts that can be done by Shopee.co.id
to increase the number of repurchases is by improving its service quality in order to satisfy customers. Service quality is one of
important factors for the company to obtain competitive advantage (Liu, 2012); Wang & Teo (2020). Spyridou (2017) defines e-
service quality as an assessment made thoroughly by customer on excellence and quality of e-service in virtual marketplace.

Wang & Teo (2020) explains service quality of online store as an interactive, content oriented and internet-based customer service
promoted by customer and integrated with technology and system offered by the service provider aimed at strengthening the
relationship with customers. This explanation emphasizes that e-service quality of an online store/retailer highly depends on
experience in using website or application felt by the customers. Therefore, in order to support the strategy of Shopee.co.d in
improving its service, it must be found out type of service the customers expect and whether good service quality can increase
customer intention to repurchase. In addition thereto, it must be found out also to what extent the service quality affects customer
satisfaction. Previous studies show that e-service quality does affect customer satisfaction (Suhartanto etal., 2020; Candra & Juliani,
2018) Customer satisfaction is feeling being satisfied or disappointed felt by customers when they receive a service and compared
it to their expectation (Kotler, 2000). If the service is the same as or more than their expeclalioahey will be satisfied, on the
contrary, if the service is not as their expectation, they will be disappointed. Several studies show that customer satisfaction has a
role as mediator between E-service Qualities and repurchase intention (Kalia, Arora and Kumalo, 2016). Wilson, Keni & Tan (2019)
show that customer satisfaction has no significant role in mediating the relation between service quality and repurchase intention.
The study is used as reference by the researcher in replicating analysis model used.

Based on the previous studies a fore said, it seems that E-service quality affects repurchase intention and customer satisfaction.
While customer satisfaction affecl@purchase intention because satisfied customers will tend to repurchase and do positive word
of mouth (Kim, 2004). Therefore, the purpose of this study is to analyze the relation and effect of e-service quality to repurchase
intention through customer satisfaction. In addition thereto, this study also analyzes the interrelation between the variables. Does e-
service quality have direct effect to repurchase intention? How customer satisfaction affect repurchase intention?

2. Literature Review

Online repurchase intention is often discussed comprehensively by marketing researchers. Lin, Yan & Chan (2017) have an opinion
that repurchase is a deliberate behavior because customer usually has more than one store option to shop. In the context of online
retail, Lin, Yan & Chan (2017) define repurchase intention as the use of an online retailer to purchase goods/service repeatedly.
Now, repurchase intention has become an important issue for e-commerce industry.

According to a study (Liu, 2012), repeat customers are the source of profit for e-commerce companies because they tend to be not
sensitive to price and they have bigger allocated fund. In addition thereto, according to Liu (2012) also, the cost to serve the repeat




customers is lower than the cost to acquire new customers and another benefit thereof is that repeat customer can affect others by
giving positive recommendation.

Service guality is an important factor for a company to achieve differential advantage, namely matters differentiating a service
provider from other service providers (Liu, 2012). In the last several years, interest to service quality has been shifted into interest
to E-Service Quality at e-commerce companies (Liu, 2012).

Parasuraman, Zithaml and Maholtra (2005) developed E-S-QUAL or E-Service Quality scale to assess service quality at online
retailers. In carrying out the study, Parasuraman tried de veloping a special measuring scale for website or Electronic Service quality.
The scale had four dimensions, namely:

e  Efficiency dimension defined as easiness and speed in accessing and using the site.

e  Fulfillmentdimension defined as a condition to what extent an online retailer can fulfill its promise with respect to delivery

and goods availability.

e System Availability dimension relating to the website functioning properly and correctly.

e Privacy dimension relating l&c urity and confidentiality of customer personal information.
According to Kotler (2005), customer satisfaction is the feeling of being happy or disappointed felt by customers after comparing
performance of a product or service to the expected performance. It means that whether the customer is feeling happy and satisfied
after ordering and buying the goods or service or disappointed after the purchase. If the customer feels happy and is satisfied after
the purchase, then it can be concluded that the company has successfully satisfied the customer. On the contrary, if the customer

Is disappointed after the purchase, then the company has failed to render high quality service.

Satisfaction is the Consumer’s Fulfillment response, it is a judgment that product or service feature, or the product or service itself,
provides a pleasurable level of consumption-related Fulfillment according by Firdous & Farooqi (2017).

The relation of E-Service Quality to Repurchase Intention

In her study, Liu (2012) found that E-Service Quality positively affects repurchase intention. Gupta and Kim (2007) in Liu (2012)
said that easiness in online shopping significantly affects repurchase intention. Candra & Juliani (2018) had an opinion that in
traditional context, there were many studies measuring the effect and relation of E-Service Quality to repurchase intention. The
studies identified an existing direct relation of the two concepts to E-Service Quality as proven by the studies that they affected
repurchase intention. (Candra & Juliani, 2018) in their study found that E-Service Quality positively affected repurchase intention.
In addition thereto, Wilson, Keni & Tan (2019): (Giantari et al.,2021) in their study found that service quality significantly affected
repurchase intention. The study carried out by Wilson, Keni & Tan (2019) is then used by the researcher in replicating analysis
maodel.

The relation of Customer Satisfaction to Repurchase Intention

Candra & Juliani (2018) in their study found that customer satisfaction affecal repurchase intention. According to them, the study
finding was in line with previous studies on e-commerce and indicated a positive effect of customer satisfaction to repurchase
intention. In addition thereto, the study finding was also in line and consistent with currently existing opinions with respect to the
relation of the two concepts in traditional business whereas customer satisfaction, with various attributes of product or service usage,
positively affect repurchase intention. Wilson, Keni & Tan (2019): (Miandari et al., 2021) in their study concluded that customer
satisfaction significantly affected repurchase intention. Moreover, they found that customer satisfaction had majority contribution
in its model. It indicates strong effect of customer satisfaction to repurchase intention.

The relation of E-Service Quality to Cust, r satisfaction

A study previously carried out shows that E-Service Quality affects customer satisfaction. One of studies identifying a relation
between the two variables was carried out by Candra & Juliani (2018) Their study concludes that if customers feel or dee at
they have been given excellent service, then the feeling of being satisfied will be felt by the customers. Liu (2012) in her study
found that the dimensions establishing E-Service Quality have significant effect to customer satisfaction. The study carried out by
Liu (2012} is consistent and in line with a study previously carried out by Collier and Bienstock (2006) concluding that in marketing,
E-Service Quality is used to achieve customer satisfaction. A study carried out by Santouridis et al., (2014) shows that if the relation
is direct in nature, E-Service Quality insignificantly affects customer satisfaction. A study also identifying an existing relation
aween the two variables was carried out by Wilson, Keni & Tan (2019). They found that service quality significantly affects
customer satisfaction.

The relation of E-Service Quality to repurchase intention through Customer satisfaction

Kalia, Arora and Kumalo (2016) in their sludaound an existing relation between E-Service Quality and repurchase intention
through Customer satisfaction. Moreover, they found that Customer satisfaction has a role as mediator between E-Service ( iualily
and future purchase intention. A good E-Service Quality would make customer satisfied (Fornell, 1992) and the satisfied cus r
tended to do positive word of mouth and repurchase (Kim, 2005). In addition thereto (Suhartanto et al. 2020) in their study found




that E-Service Quality had significant indirect effect, namely through Customer satisfaction, to repurchase intention. Wilson, Keni,
& Tan (2019) had a different conclusion with respect to the relation between service quality, customer satisfaction and repurchase
intention. Their study showed that even there was significant direct effect of service quality to repurchase intention, customer
satisfaction did not moderate the effect of service quality to repurchase intention.

3. Method

This study is categorized as quantitative research using explanatory research designed aimed at analyzing the relation between
variables and the effect of one variable to the other. Based on time dimension, the study is categorized as cross sectional research
aimed at identifying the relation of several variables to study in particular number of samples and data taken within short period.

In this study, the researcher uses a questionnaire as the research instrument to obtain primary data. In order to get secondary data,
the researcher carries out reference study from theoretical books, research journals and the internet. The questionnaire is distributed
to respondents used as samples taken from population for this research. The researched population is user of Shopee.co.id in
Indonesia, whereas samples of the population are randomly taken. The samples of this research are 279 respondents. The number
of samples is determined based e number of research indicator. According to Kumar et al. (2020), for data analysis method of
structural equation modeling, the number of samples is five times of the number of indicators. Majority respondents for this research
are university students especially those studying at University of Indonesia

Table 2. Respondent Profile
Frequency

Sex Male 156

Female 123
Age 17-24 years old 200

25-31 years old 46

32-38 years old 23

39-45 years old 10

Validity test is carried out by suing factor analysis. In this test, the researcher finds value of KMO Measure of sampling
adequacy that is higher than 0.5. In addition thereto, the researcher also finds value of Barlett’s of Sphercity that is
lower than 0.05. If meeting the two@teria, the indicator is stated sufficient to continue (Maholtra, 2005). Whereas for
reliability test, the researcher finds value of Cronbach’s Alpha that is higher than 0.6.

Customer
Satisfaction

Repurchase
Intention

Figure 1. Conceptual framework
Source: Wilson, Keni & Tan (2019)

Hypothesis Development

Based on the foregoing model, the hypothesis of this research is:

H1: There is the effect of e-service guality to repurchase intention.

H2: There is the effect of e-service quality to customer satisfaction.

H3: There is the effect of Customer satisfaction to Repurchase Intention.

From the existing e-service quality measuring scales, the writer selects Efficiency, Fulfillment, System Availability and Privacy
dimensions. The four dimensions are taken from e-service quality measuring scale B}eloped by Parasuraman, Zeithaml and
Maholtra (2005). In this Variable, the researcher uses 24 items or indicators to measure E-Service Quality.




Whereas for Repurchase Intention and Customer Satisfaction variable, the researcher uses the indicator from Liu (2012), Candra &
Juliani (2018) and Parasuraman (20035). Each variable has four indicators to measure the variable. Total items or indicators in this
research are 31 indicators.

In accordance with the model developed in this research, the data analysis tool used is SEM (Structural Equation Modeling).

The structural model describes the existing relations amongst latent variables. Whereas for measuring model, to show a variable is
latent in nature, it is measured by one or more variables using CFA Model (Confirmatory Factor Analysis). For data analysis of the
SEM, the researcher uses LISREL 8.8 software.

4. Result and Discussion
Based on the validity test by using SPSS 22, the following result is obtained.

Table 3. Result of Validity and Reliability Tests

Dimension Cronbach’s Alpha | KMO-Measure of | Barlett’s  Test  of

(=0.60) Sampling Adequacy | Sphericity (<0.05)
(>0.5)

Efficiency 0976 0.760 0.000

System Availability | 0.777 0.560 0.000

Fulfillment 0.867 0.709 0.000

Privacy and Security | 0.935 0.655 0.000

Repurchase 0.879 0.666 0.000

Intention

Customer 0.875 0.567 0.000

Satisfaction

The foregoing table indicates that all indicators have good validity and reliability because they have fulfilled values and standard
already determined. .
1

In Figure 2, it can be seen that the relation of e-service guality to repurchase intention has t-value lower than 1.96. In addition
thereto, according to the calculation result, CR is higher than 0.70. Whereas there is VE value of Customer Satisfaction variable
less than 0.50 but it is not an issue because CR Customer Satisfaction is higher than 0.6. It indicates that all indicators have good
validity.

Nt

M .J

Figure 2. Overall Model (t-value)




In addition thereto, in order to measure model suitability, GOFI (Goodness of Fit index) calculation is carried out. The research
model has GFI = 0.73; RMSEA= 0.093; NFI= 0.97;: CFI= 0.98; RFI= 0.97: AGFI= 0.65. Majority of suitability score has fulfilled
the criteria even there are remaining thereof still not fulfilling the requirement.
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,

Figure 3. Causal Relation

The structural model in figure 2 above shows the relation amongst variables. T-value = 1.96 is used as condition for the hypothesis
having positive effect and t-value = -1.96 is used as condition for the hypothesis having negative effect, the path coefficient of the
slrucluralequalioein be concluded significant and the hypothesis is accepted. On the contrary, if t-value < 1.96 or > -1.96, then it
can be concluded that there is no significant effect amongst the latent variables (Kumar et al., 2020).

0,00
0.85
o

Figure 4. Standardized Loading Factor

;

Table 4. Conclusion of the Structural Model Significance

th Estimation T-Value Conclusion
1 ervice Quality to Repurchase intention 0.13 0.65 Insignificant
2 E-Service Quality to Customer satisfaction 0.95 13.64 Significant
3 Customer satisfaction to Repurchase intention 0.85 395 Significant

Based on the foregoing table, it can be seathal all path coefficients are significant unless the path from e-service guality to
repurchase intention. The significance level can be seen from t-value higher than 1.96.

The effect of E-Sﬂice Quality (Eservgua) to Repurchase Intention (Reprint) has determination coeflicient R? = 0.13. It means that
13% variance of Repurchase Intention can be described by E-Service Quality (Eservgua) while the remaining 87% variance is
described by other factors.

The effect of E-Service Quality (Eservgua) to Customer satisfaction (Custsaf) has determination coefficient R? = 095. It means that
E-Service Quality (Eservgua) describes 95% variance of Customer satisfaction (Custsaf) while the remaining 5% variance comes
from Customer Satisfaction (Custsat) can be described by other factors.

Table 5. Path Analysis

Relation amongst Variables Direct Indirect ntal
Effect Effect Effect




E-Service Quality = Repurchase Intention 0.22 0.85 097
E-Service Quality = Customer satisfaction 0.96
Customer satisfaction 2 Repurchase Intention 0.97

The foreang table describes direct and indirect effects amongst variables in the research. The indirect effect describes the relation
between E-Service Quality and Repurchase Intention variables mediated by Customer satisfaction variable. The direct effect of this
research indicates that E-Service Quality has significant, direct effect to Customer satisfaction. Customer satisfaction also has
significant, direct effect to Repurchase Intention. E-Service Quality does not have significant, direct effect to Repurchase Intention.
However, E-Service Quality has indirect effect to Repurchase Intention. It is due to existing mediation by Customer satisfaction.
When it is mediated by Customer satisfaction, E-Service Quality has significant effect to Repurchase Intention.

5. Conclusion and Suggestion
H1: There is the effect of E-Service Quality to Repurchase Intention

In light of the information preparing yield, it very well may be seen that t-estimation of HI is 0.65. The worth is lower than basic t-
estimation of 1.96, in this manner, the speculation is dismissed. The theory has direct impact of 0.13. It implies that E-Service
Quality influences repurchase expectation at 13% and the staying 87% is because of different components. The exploration shows
distinctive outcome contrasted with past investigates alluded by the analyst. Liu (2012) in her exploration found that E-Service
Quality decidedly influenced repurchase goal. Gupta and Kim (2007) in Liu (2012) said that effectiveness in web based shopping,
for this situation included into E-Service Quality, had huge impact to repurchase expectation. Candra and Juliani (2018) in their
examination found that E-Service Quality decidedly influenced repurchase expectation. They likewise said that their examination
demonstrated a decent help quality would add to expanding social expectations of clients, for example, returning to the site,
repurchase, positive verbal exchange and lessening the chance of moving to another internet business. In accordance with the two
investigates previously mentioned, Wilson, Keni and Tan (2019) additionally found that administration quality had critical impact
to repurchase aim.

H2: There is the effect of E-Seryice Quality to Customer satisfaction

Based on data processing output, it can be seen that t-value of H2 is 13.64. The value is higher than 1.96, therefore, the hy pothesis
is acceptable. The hy pothesis has direct effect of 0.95. It means that E-Service Quality effects customer satisfaction as much as 95%
and the remaining 5% is affected to other factors.

The data processing output of this hypothesis is also in line with several studies previously carried out. One of the studies finding
the relation between the 0 variables is a research carried out by Candra & Juliani (2018). Liu (2012) in his research found that
dimensions establishing E-Service Quality had significant effect to customer satisfaction. The research carried out by Liu (2012)
was consistent and in line with a research previously carried out by Collier and Bienstock (2006) concluding that in marketing, E-
Service Quality is used to achieve customer satisfaction. Therefore, the hypothesis of this research supports the researches carried
out by Liu (2012) and Candra & Juliani (2018). The result of this research supports the result of research carried out Wilson, Keni
%Tan (2019) concluding that service quality significantly effected customer satisfaction.

3

H3: There is effect of Customer satisfaction to repurchase intention

The data processing oulpullhis hypothesis is also in line with several researches previously carried out. Candra & Juliani (2018)
in their research found that customer satisfaction affected repurchaanlenlion. According to them, the research finding was in line
with previous researches on e-commerce andicaled an existing positive effect of customer satisfaction to repurchase intention.
Liu (2012} in her research found an existing significant, positive effect of customer satisfaction to repurchase intention. According
to Liu, the research finding was in line with previous researches linding out that customer satisfaction positively and significantly
affected repurchase intention. Moreover, according to Liu, the research successfully supported previous researches and indicated
that customer satisfaction was one of the main factors resulting in repurchase intention.

Lin, Yan & Chan (2017) specifically said that in the context of e-commerce, customers tended to shop on the same e-commerce
website when they feel satisfied to the e-commerce website. In addition thereto, Wilson, Keni & Tan (2019) in their research also
said that customer satisfaction had significant effect to repurchase intention. Therefore, this hypothesis supports the researches
can‘i%oul by Candra & Juliani (2018), Wilson, Keni & Tan (2019) and Liu (2012); Wang & Teo (2020).
5
H4: The effect of E-Service Quality to Repurchase Intention through Customer satisfaction .
1
After the ascending of consumer loyalty having a capacity as arbiter, the circuitous impact estimation of E-Service Quality to
repurchase goal increments to 0.81. It shows that consumer loyalty variable has a job as middle person in this examination model.
The condition is in accordance with past explores alluded by the specialist. Candra and Juliani (2018) found that E-Service Quality




emphatically influenced Customer fulfillment and social expectations of clients. Furthermore thereto, they likewise found that
Customer fulfillment become middle person between E-Service Quality and conduct goal (in which repurchase aim and informal
exist). Likewise thereto, (Suhartanto et al. 2020) in their exploration found that E-Service Quality has critical backhanded impact,
in particular through Customer fulfillment, to repurchase goal.

Kalia, Arora and Kumalo (2016) in their research found an existing relation between E-Service Quality and repurchase intention
through Customer satisfaction. Moreover, they also found that Customer satisfaction had a role as mediator between E-Service
Quality and future purchase intention. A good E-Service Quality would satisfy customers (Fornell, 1992} and the satisfied customers
tended to do positive word of mouth and repurchase (Kim, 2005). Wilson, Keni & Tan (2019) in their research found that customer
satisfaction did not have any effect and function as mediating variable in the relation between service quality and repurchase
intention.

The after effect of this investigation shows that E-service quality emphatically influences consumer loyalty. The finding is in
accordance with a few past explores additionally finding that E-service quality has critical, beneficial outcome to consumer loyalty.
The consequence of this examination can be utilized as one of references or considered by Shopee.co.id in planning its business
technique. A prime assistance quality will make clients fulfilled and cheerful while purchasing at Shopee.co.id Therefore,
Shopee.co.id is required to continue improving its E-service quality so as to make the clients fulfilled.

This investigation additionally discovers that -service quality by implication influences repurchase ex pectation. The aberrant impact
happens when it is intervened by consumer loyalty. A prime assistance quality, in this examination, can influence clients to
repurchase items from Shopee .co.id the request is the point at which the clients get served by Shopee .co.id they will survey the
administration delivered and contrast it with their desire. In the event that the clients feel that the administration they get is equivalent
to or more than their desire, the clients will feel fulfilled and glad to shop at Shopee.co.id When the client feel fulfilled to and
content with their choice shopping at Shopee.co.id the clients will settle on the choice to repurchase the item or E-service from
Shopee.co.id. .

5
As per the reason for this examination, specifically to break down the impact of E-Service Quality to repurchase expectation through
Customer fulfillment on clients of Shopee.co.id in Bali, the finishes of this investigation is made by the author:

1. E-Service Quality doesn't have important effect on repurchase point of customers of Shopee.co.id in Bali. The delayed
consequence of this examination exhibits that a fair assistance quality won't thusly cause the customers to hope to repurchase
at di Shopee.co.id.

(]

E-Service Quality has critical, helpful result to Customer satisfaction on customers of Shopee.co.id in Bali. It exhibits that when
Shopee .co.id renders a prime assistance, it will manufacture customer devotion at Shopee co.id

3. Customer satisfaction has tremendous, useful result to repurchase desire for customers of Shopee co.d in Bali. It infers that
buyer steadfastness is one of components affecting customer objective to repurchase at Shopee .co.id the more customers feeling
content with Shopee.co.id the more grounded point of the customers to repurchase at Shopee.co.id

4. The result of this assessment shows that organization nature of Shopee.co.id has basic, useful result to repurchase desire at
whatever point mediated by buyer steadfastness. It suggests that E-Service Quality has enormous effect on repurchase desire at
whatever point intervened by customer steadfastness.

In the wake of preparing the information, translation and bringing about the end, the specialist has a few suggestions both for the
professional for this situation the organization or for academician.

1. A great help quality won't just make the clients glad and fulfilled however it will likewise cause them to choose to repurchase.
It ought to be noted by advertiser and expert that so as to make the client repurchase, the issue that must be first noted is by
giving them the best assistance so they feel fulfilled. At the point when the clients feel fulfilled, as per this investigation and the
past examinations , they will consider repurchasing.

(]

The exploration model just investigates the impact of administration quality to repurchase goal through consumer loyalty and
doesn't further research the connection between measurements in administration quality or E-Service Quality and repurchase
goal and consumer loyalty. This examination is just to gauge the connection among factors while the connection among
measurements in the factors isn't additionally estimated. In this manner, the scientist prescribes a further exploration to gauge
the connection and impact of every e-administration quality measurement to repurchase aim and consumer loyalty.
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