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ABSTRACT 

 

The spread of the Internet, the proliferation of mobile devices, and the onset of the COVID-19 

pandemic have given impetus to online shopping in Ghana and the subregion. This situation 

has also created opportunities for SMEs to take advantage of online marketing technologies. 

However, there is a dearth of studies on the link between e-marketing and e-loyalty in terms 

of online shopping, thereby creating a policy gap on the prospects for business success for 

online SMEs  in Ghana. Therefore, the purpose of the study was to examine the relationship 

between the main independent variable, e-marketing and the main dependent variable, e-

loyalty, as well as the mediating roles of e-service quality and e-satisfaction in the link between 

e-marketing and e-loyalty. The study adopted a positivist stance with a quantitative method. 

The study was cross-sectional in nature with the adoption of a descriptive correlational design. 

A Structural Equation Modelling approach was employed to examine the nature of the 

associations between the independent, mediating and dependent variables. A sensitivity 

analysis was also conducted to control for the potential confounding effects of the 

demographic factors. A sample size of 1,293 residents in Accra, Ghana, who had previously 

shopped online, responded to structured questionnaire in an online survey via Google Docs. 

The IBM SPSS Amos 24 software was used to analyse the data collected. Positive 

associations were found between the key constructs in the study: e-marketing, e-service 

quality, e-satisfaction and e-Loyalty. The findings from the study gave further backing to the 

diffusion innovation theory, resource-based view theory, and technology acceptance model. 

In addition, e-service quality and e-satisfaction individually and jointly mediated the 

relationship between e-marketing and e-loyalty. However, these mediations were partial, 

instead of an originally anticipated full mediation. In terms of value and contribution, this is the 

first study in a developing economy context to undertake a holistic examination of the key 

marketing performance variables within an online shopping context. The study uniquely tested 

the mediation roles of both e-service quality and e-satisfaction in the link between e-marketing 

and e-loyalty. The findings of the study are novel in the e-marketing literature as they 

unearthed the key antecedents of e-loyalty for online SMEs in a developing economy context. 

The study suggested areas for further related studies and also highlighted the limitations. 
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CHAPTER ONE: INTRODUCTION TO THE STUDY 

 

1.1 INTRODUCTION 

The first chapter sets the stage for an overview of the background of the study and sheds light 

on the rationale behind this research. The chapter commences with a brief definition of the 

term electronic marketing and situates the thesis in a proper context by delving into the current 

issues and debates surrounding the study. This is followed by a discussion on the justification 

and motivation for the study, and a treatment of the main research problem. The chapter then 

highlights the aim and objectives of the study, as well as the research questions. The final part 

of the introduction presents the significance and organisation of the study. 

1.2 BACKGROUND TO THE STUDY 

The proliferation of mobile phones, i-pads, androids, computers, and similar electronic 

gadgets has helped to facilitate business transactions worldwide. Access to technological 

advancement has made it possible for many people to stay in touch with what is happening 

around the globe (Tseng & Wei, 2020). The growth in the number of e-gadgets globally has 

contributed to increased access to quality Internet services in both developed and developing 

countries (Revathi et al., 2022). Additionally, the onset of the COVID-19 pandemic led to a 

considerable upsurge in the total number of people patronising products online, thereby driving 

many companies to do business on the Internet (Dhingra et al., 2020). The natural 

consequence is that the majority of businesses, especially small-scale firms, are now 

exploiting the online market space to stay competitive. This has the added benefit of instant 

access to the international market since online participation exposes the firm to the whole 

world. Looking at the online business space, electronic-marketing (e-marketing) websites, 

mobile applications and social media marketing have become the most attractive kinds of 

online tools for small businesses (Faraoni et al., 2018). The natural consequence is that small 

businesses have now resorted to e-marketing to boost their bottom line and stay competitive 

in the global market. Given this scenario, it is very crucial to examine the association between 

the practice of e-marketing and electronic loyalty (e-loyalty) for small businesses, since 

customer loyalty is a driver for profitability and sustainable business success for small 

businesses (Adamska, 2022; Le, 2022). 

 

Global online retail (aka e-tail) sales were reported to have hit 2.38 trillion dollars in 2017, 2.8 

trillion dollars in 2018, 4.2 trillion dollars in 2020, and 4.8 trillion dollars at the end of 2021 

(Statista, 2022). The eMarketer has also predicted that global online sales will reach $6.54 

trillion by 2023 (eMarketer, 2021). In the year of the pandemic (i.e., 2020), global online retail 
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sales increased by 25% (Statista, 2022). The trajectory of global online sales over the past 

decade has been an upward trend, and this is likely to be sustained over the coming years, 

given the fact that it is the most preferred means of buying for Generation Z. Relatedly, modern 

work demands have created a situation where people hardly patronise offline stores. This 

situation is attributable to the flexibility, accessibility, and convenience that is associated with 

e-commerce websites (Dhingra et al., 2020). Given the foregoing context, it can be argued 

that the contribution of online marketing to business success and sustainability remains quite 

significant, especially within the context of developing countries. However, the participation of 

small businesses in delivering value to the online buyer has received less attention in studies 

within the West African subregion. 

 

Within a developing economy context, Gagjanova et al. (2022) aver that access to the Internet 

and social media in Ghana has improved significantly in the wake of the spread of cheap 

smartphones. It is on record that the share of developing countries in online global business 

success is quite low, compared with the situation in developed countries (Akpan et al., 2022; 

Makiwa & Steyn, 2018). This notwithstanding, the rapid growth in Internet access portends a 

brighter future for small-scale businesses operating in emerging and developing economies 

(Omotosho, 2020), of which Ghana is no exception. According to Statista records (2022), 

Internet users in Ghana amounted to 15.70 million in January 2021, representing an increase 

in the total number of Internet users by 943,000 (+6.4%) between 2020 and 2021. These 

records imply that as of January 2021, the Internet adoption rate in Ghana had hit 50%, an 

increase of about 2% from the figure recorded in January 2020. These records show that the 

number of people who use the Internet in Ghana has grown significantly in the last few years. 

In 2020, the year of the pandemic, a study by Mastercard on consumer buying behaviour in 

Ghana indicated that nearly four out of five (79%) consumers in Ghana shopped online with 

the onset of the COVID-19 pandemic. The study further established that the shopping cart of 

most buyers included data, apparel, electronic gadgets, beauty products, and other FMCGs 

(fast-moving consumer goods). More than 90% of Ghanaian consumers purchased data top-

ups online while 62% shopped online for clothing, 49% for beauty products, and 46% for 

groceries. These products witnessed the highest surge in patronage in terms of online 

shopping activity. 

 

The foregoing narrative implies that the majority of current and prospective customers of 

businesses, such as small and medium-sized enterprises (SMEs), can mostly be located 

online. The current situation also suggests that small-scale businesses in Ghana have greater 

opportunities to transact business and grow tremendously online. Internet marketing, 

therefore, holds brighter prospects and can yield more value to small businesses and their 
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customers. Despite these prospects, and unlike bigger businesses, SMEs appear not to have 

the requisite internal digital systems that can help them leverage digitalisation (Amiri & 

Woodside, 2017). This situation has been attributed to a lack of expertise and weak financial 

standing on the part of SMEs (Chege & Wang, 2020). Given this context, it is not surprising 

that the majority of SMEs in Ghana prefer to sell their products via intermediary online 

platforms and social media instead of building their own websites. Furthermore, online 

platforms provide some obvious cost-saving benefits to SMEs. It can be suggested that SMEs 

in Ghana that leverage the opportunities presented by online platforms can overcome the 

challenges of scale and reap huge benefits from e-marketing.  In the same vein, Goldfarb and 

Trucker have posited that online technologies can immensely reduce many business costs 

associated with searching, reproduction, distribution, monitoring and validation (Goldfarb & 

Tucker, 2019). A very important factor for SMEs is that e-markets offer them the opportunity 

to reach out to the global market and gain access to a vast array of support services online. 

 

E-marketing is defined as the use of information technology to create, communicate, deliver, 

and manage customer value and relationships in ways that maximise benefits for the 

organisation (AI-Weshah, 2020). E-marketing technologies do not only involve Internet 

advertising but also customer relationship management activities, sales activities, after-sales 

services, and marketing research activities carried out electronically (Jabbari et al., 2020). E- 

marketing is a key component of integrated marketing communications by which businesses 

communicate with existing and potential customers.  E-marketing, therefore, goes beyond 

Internet advertising and encompasses customer relationship management activities, sales 

activities, after-sales services, and marketing research (Keshkar et al., 2019). Sanny et al. 

(2021) and Anafi (2021) found that e-marketing influences customer online shopping 

behaviour and customer satisfaction, to the extent that e-marketing can have a strong effect 

on customer loyalty in the face of increasing access to quality Internet and Internet-accessing 

devices.    

 

E-loyalty has become critical for the survival and profitability of all businesses operating online 

(Ghali, 2021) since the acquisition of new markets is more expensive than maintaining current 

ones (Thaichon et al., 2015). Within the extant marketing literature, it is generally suggested 

that a 1% retention rate of customers could generate around 5% profit for a business, which 

in turn reduces the cost of searching for and acquiring new customers. In line with this view, 

Ahmad et al. (2021) posit that by ensuring customer loyalty, businesses stand to gain 

competitive advantage and sustain profit margins over the long term when they establish a 

deeper relationship with customers. It is therefore axiomatic to suggest that sustainable 

success in a business is strongly attributed to customer allegiance. Furthermore, Fels et al. 
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(2017) posit that the level of customer satisfaction generated through service quality is an 

integral feature of loyalty because it retains customers for repeat buying. Within the extant 

literature, a key antecedent of customer loyalty is customer satisfaction, which is also 

influenced by the level of service quality. Given the foregoing context, it can be inferred that 

key associations can be gleaned between service quality, customer satisfaction, and customer 

loyalty in an online shopping context. 

 

A key success factor for SMEs operating online (aka e-SMEs) is for e-marketers to see to it 

that the expectations of existing e-customers are met. Traditionally, conventional offline sellers 

have gained control over their marketing mix variables to the extent that they can design their 

marketing communications to maximise customer loyalty. However, the circumstances are 

quite different within the sphere of online marketing, as online sellers have to focus on 

generating buyers’ e-loyalty for sustained profits online. According to Pee et al. (2018), e-

loyalty is the customer’s allegiance to a website with a view to returning to the site for some 

transactional purpose. Within the scope of SMEs selling through an intermediary e-commerce 

site, e-loyalty would imply the willingness of an e-customer to purchase the SME’s product 

listed on the website, use the product, and recommend the product as well as the site to other 

potential customers. E-loyalty is mostly influenced by the kind of online quality services 

provided by intermediary e-commerce site operators (Choi & Mai, 2018). The current study 

therefore hopes to unearth the nature of the association between e-loyalty and e-marketing, 

and whether this relationship is mediated by e-satisfaction and e-service quality within the 

context of e-SMEs selling on selected e-commerce sites in Ghana. 

 

It is becoming a huge challenge for SMEs worldwide to deliver top-notch e-services to retain 

and delight consumers (Sharma, 2020). This notwithstanding, at the global level, SMEs are 

leveraging partnerships with established e-commerce portals such as amazon.com 

alibaba.com, jumia.com, etc. to provide quality e-services to their current and potential 

customers. The co-creation of quality e-services through partnerships with these service 

providers indirectly inures to the benefit of SMEs that list their wares on the sites. There have 

been many studies of e-service quality in many ways in the past, but of utmost importance is 

its perceived impact on the satisfaction and loyalty levels of customers of SMEs (Kim & 

Lennon, 2017). However, most e-service and e-communication related studies within the 

context of SMEs have been conducted in developed economies, and as a result, some 

researchers have called for rigorous investigations in emerging economies (Mummalaneni et 

al., 2016; Shafiee et al., 2016; Qashou & Saleh, 2018; Turaga et al., 2022). It is therefore 

crucial that further studies be conducted in the Sub-Saharan region to assess the nature of 

the association between e-marketing, e-service quality, e-satisfaction, and e-loyalty. A holistic 
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study of these associations in a developing economy context can help to unearth the benefits 

that SMEs stand to gain in the application of online technologies. Therefore, within the 

Ghanaian context, the current study will unearth the associations between these e-

performance variables for SMEs as they continue to patronize the services of the major e-

commerce platforms such as jumia.com, tonaton.com, jiji.com, kikuu.com, etc. 

 

Amin (2016) has observed that e-customers have different levels of satisfaction with 

businesses that list their wares online, and this situation more often than not, determines their 

buying behaviors online. Hou et al. (2020) have observed that there are many tools mentioned 

in the literature that elaborate on e-loyalty, but e-satisfaction is the most discussed concept. A 

significant number of studies have found e-satisfaction to be a vital element for a customer to 

be loyal in an online shopping context (Zeglat et al., 2016; Alkouli, 2018; AI Dmour et al., 2019; 

Al-Tit, 2020). However, researchers in other jurisdictions found that e-satisfaction does not 

necessarily enhance e-loyalty among customers (Ting et al., 2016). It is therefore crucial to 

conduct studies within the context of e-SMEs in the subregion to iron out the relationship 

between e-satisfaction and e-loyalty. More so, for online buyers, e-service quality measures 

can be a determinant of their e-satisfaction level that may consequently generate e-loyalty 

among such customers. There is therefore a dire need to investigate the nexus between these 

variables for online buyers in Ghana, a developing economy that is so much inclined toward 

digital marketing. This call is quite germane given the fact that very limited studies have looked 

at SMEs that sell via Ghana’s major e-shopping platforms and how they have performed in 

terms of customer satisfaction levels. 

The foregoing discussion highlights the interrelatedness between the variables: e-marketing, 

e-service quality, e-satisfaction e-loyalty. It has also been established that the role of e-loyalty 

in sustaining small businesses that sell online is a significant element for success in the field 

of e-business. Given this setting, this study will examine the relationships among the identified 

variables within the context of SMEs selling on intermediary platforms in Ghana. No significant 

research has been conducted in this area, as previous studies in Ghana only considered 

disjointed studies between the identified constructs. The current study is therefore the first of 

its kind to undertake a holistic invesigation into the relationships that exist between e-

marketing, e-service quality, e-satisfaction and e-loyalty in Ghana and the subregion. 

A 2021 report by the Ghana Statistical Service (GSS) indicates that SMEs continue to deliver 

the majority of services needed by individuals. By observation, however, most small and 

medium-sized enterprises do not take advantage of Internet marketing. SMEs seem not to 

make use of Internet marketing because of their lack of resources and dedicated IT personnel 

that would enable them to leverage the Internet and its resources (Demiskevich, 2015). Unlike 
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banks and other multinationals, SMEs lack ideas as to how to savour the Internet in promoting 

their services and products. This situation is in turn driven by the fact that few studies have 

been conducted to justify: (1) the relevance of Internet marketing to positively influence 

customer behaviour, satisfaction and loyalty; (2) the prevalence of factors that must be 

considered in designing e-marketing platforms; and (3) holistic measures for orienting e-

marketing practitioners for achieving maximum organisational and customer value. In Ghana, 

past studies such as those of Osei-Bonsu (2000), Akuffo-Twum (2011), Woldie and Boateng 

(2008), Quarshie and Ami-Narh (2012) and Asante et al. (2020) have rather concentrated on 

the adoption of Internet-marketing strategies by small businesses and businesses in other 

sectors apart from online shopping. Even so, more recent studies in the areas of e-service 

quality and e-satisfaction (Qiang et al., 2020; Tetteh, 2022) focused on sectors like banking, 

education and telecommunications, to the neglect of small businesses which form about 92% 

of Ghanaian businesses, and employ about of 67% of the total labour force (Abor, 2016). 

Hence, empirical investigations that examine the nexus between e-marketing, e-loyalty and 

other intervening variables in the SMEs sector are very crucial. Given this yawning gap in the 

literature, the current study assesses the relationships between e-marketing, e-service quality, 

e-customer satisfaction and e-customer loyalty within the context of SMEs selling online in 

Ghana.   

Hossain et al. (2021) aver that although Internet access and Internet-technologies have 

improved tremendously in the past decade globally, SMEs have slagged in taking advantage 

of e-market technologies and knowledge compared with large-scale companies. However, by 

observation, SMEs in Ghana have seamless opportunities in terms of harnessing the immense 

benefits associated with Internet marketing. This is the case because the majority of 

Ghanaians who access the Internet daily are either customers or potential customers of SMEs. 

Quite ironically, most SMEs in Ghana have not capitalised on Internet marketing for speedy 

product delivery, efficient marketing communications, and market expansion (Laryea, 2019).  

The aforementioned problem can be attributed to the paucity of empirical evidence regarding 

the influence of e-marketing on marketing performance, business sustainability and economic 

growth. Within the Ghanaian context, there is a clear deficit of scholarly studies that 

investigated the associations between e-marketing, e-service quality, e-satisfaction and online 

customer loyalty. That said, the few studies that touched on these online marketing 

performance variables in the Ghanaian setting were carried out beyond the SMEs sector. 

Hence, it is imperative to conduct empirical studies that holistically assess the relationships 

that exist between e-marketing, e-service quality, e-customer satisfaction and e-loyalty within 

the context of SMEs selling online in Ghana. 
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1.3 PROBLEM STATEMENT AND MOTIVATION FOR THE RESEARCH  

Increased access to the web has made Internet marketing more valuable to businesses and 

their customers in recent years. This situation has prompted researchers to conduct more 

studies on e-marketing in various dimensions, placing more emphasis on the adoption of e-

marketing by businesses in general. E-marketing has become the focus of attention of many 

researchers within the online marketing space in the past decade; however, the majority of 

empirical studies on e-marketing research focus on major corporations and SMEs in rich 

economies with very few studies examining how SMEs use electronic communication 

technologies to influence marketing performance variables in developing economies (Turaga 

et al., 2022). Within the context of small businesses in developing and less-developed 

economies, there is still a paucity of literature regarding the practice of e-marketing and its 

relationship with marketing performance metrics such as e-service quality, e-satisfaction and 

e-loyalty (Shafiee et al., 2016; Qashou & Saleh, 2018; Sultan et al., 2019; Al-Asheq et al., 

2021; Yousaf et al., 2021).  In assessing the nexus between e-marketing and marketing 

performance within the small business sector in India, Turaga et al. (2022) aver that 

researchers have mostly focused on financial metrics such as sales, cash and profitability, 

with less attention being focused on non-financial metrics such as service quality, satisfaction 

and loyalty. Given this scenario, it is quite germane that further empirical studies be conducted 

into the associations between e-marketing and non-financial marketing indicators within 

developing country settings. 

Furthermore, there are conflicting reports in the literature in terms of the association between 

e-marketing and e-loyalty. A number of empirical studies posit that the association between 

e-marketing and e-loyalty is positive (Nikhashem et al., 2011; Ranjbarian et al., 2012; Aslam 

et al., 2018; Labanauskaite et al., 2020; Ipang et al., 2021) in developed country and 

multicultural contexts. On the other hand, some studies in developing economy contexts have 

reported that e-marketing does not positively impact e-loyalty (Elkhani, 2014; Tjhin et al., 2016; 

Manaf et al., 2018, Haudi et al., 2021). The outcome of this study will contribute to the debate 

and offer more clarity on the nature of the associations between the identified marketing 

performance constructs. Moreover, the literature on electronic marketing and its relationship 

with e-performance outcomes for small-scale firms in developing economies is noticeably 

limited (Sheik et al., 2017; Turaga et al., 2022). Therefore, it has become very imperative to 

conduct further studies to contribute to the debate regarding the nexus between e-marketing 

and e-loyalty within the context of small businesses selling online, and from a developing 

country perspective.  

Within the Ghanaian context, most research works in the online marketing space have 

concentrated on e-commerce adoption and its impact on the business and marketing 
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performance of SMEs (Asare et al., 2012; Kwadwo et al., 2016; Awiagah et al., 2016; Ocloo 

et al., 2018). Very few works have been conducted in the area of electronic marketing, and 

even so, these have rather focused on factors influencing the adoption of electronic marketing 

(Akaba, 2015; Mazzarol, 2015). The paucity of information on electronic marketing and its 

relationship with key marketing performance indicators in Ghana feeds into the lack of policy 

direction for small businesses operating online in Ghana. The research under study is meant 

to fill this gap by providing rich insights into the e-marketing practices of SMEs selling online, 

and its relationship with e-service delivery, e-satisfaction and e-loyalty. Therefore, the key 

research question in this study is: What is the relationship between electronic marketing and 

e-loyalty, and how is this relationship mediated by e-service quality and e-satisfaction? 

Findings from this research will seek to provide answers to the identified research problem. 

The dearth of research findings in this area reflects the fact that SMEs have not taken 

advantage of the Internet compared with multinationals and large businesses. Again, the 

paucity of evidence on the benefits of e-marketing for small businesses has contributed to a 

lack of attention, discourse, policy initiatives and interventions by key ecosystem players such 

as government, NGOs, CSOs and Trade Associations (OECD, 2019).  This research hopes 

to unearth findings in terms of the impact of Internet marketing on service delivery, customer 

satisfaction and loyalty for SMEs operating on online platforms in Ghana. The outcome of this 

study, therefore, has significant implications for the sustainability of SMEs within a competitive 

business environment. By observation, SMEs appear to have greater flexibility and 

opportunities in terms of tapping into the immense benefits associated with e-marketing. SMEs 

can therefore leverage e-marketing because most Ghanaians who access the Internet are 

either existing customers or prospects of SMEs. The current study attempts a holistic 

investigation into the nexus between online marketing, e-service quality, e-satisfaction and e-

loyalty within the context of online SMEs in Ghana.  

1.4. AIM AND OBJECTIVES OF THE STUDY 

The main aim of the study is to determine the nature of the associations between e-marketing, 

e-service quality, e-satisfaction and e-loyalty within the context of SMEs selling online in 

Ghana. The specific research objectives of the study are outlined as follows: 

Objective 1: To critically assess the nature of the relationship between e 

marketing and e-loyalty in the context of e-SMEs. 

 

Objective 2: To determine the nature of the association between electronic 

marketing and e-satisfaction, and whether this association is mediated by e-

service quality. 
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Objective 3: To examine the relationships between e-service quality, e- 

satisfaction and e-loyalty in the context of online SMEs in Ghana. 

 

Objective 4: To assess the role of demographic variables in the relationship 

between e-marketing and e-loyalty. 

 

1. 5 RESEARCH QUESTIONS 

Prior e-marketing related studies in Ghana and the subregion have primarily 

focused on the adoption of e-marketing studies while ignoring the e-marketing-

e-loyalty nexus. The following over-arching empirical research questions have 

been developed to address the gaps in the literature. 

 

1. What is the nature of the relationship between e-marketing and e-loyalty 

among shoppers of online SME products in Ghana? 

2. What is the nature of the association between e-marketing and e-

satisfaction among shoppers of online SME products in Ghana? Is this nexus 

mediated by e-service quality? 

3. What is the relationship between e-service quality and e-loyalty among 

shoppers of online SME products in Ghana, and does e-satisfaction mediate 

the association between these two variables? 

4. To what extent do demographic variables influence the association between 

e-marketing and e-loyalty among shoppers of online SME products in Ghana?  

 

1.6 HYPOTHESES GENERATED FOR THE STUDY 

In addressing the research questions above, the following one-tailed 

alternative hypotheses have been posited. Quantitative data will be gathered 

and analysed to confirm or disconfirm the hypotheses.   

 

 

 

Table 1-1 Hypotheses for the Study 

Code Hypothesis 

H1 E-service quality increases as e-marketing improves 

H2 E-satisfaction increases as e-marketing improves 

H3 E-loyalty increases as e-marketing improves 
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H4 E-satisfaction increases as e-service quality improves 

H5 E-customer loyalty improves as e-service quality increases 

H6 E-customer loyalty increases as e-customer satisfaction improves 

 

H7 E-service quality mediates the relationship between e-marketing and 

e-satisfaction.  

 

H8 E-service quality mediates the relationship between e-marketing and 

e-loyalty.  

 

H9 E-satisfaction mediates the relationship between e-marketing and e-

loyalty 

H10 E-service quality and e-satisfaction jointly mediate the relationship 

between e-marketing and e-loyalty 

H11 E-satisfaction mediates the relationship between e-service quality and 

e-loyalty 
 

 

1.7 INTRODUCTION TO THE RESEARCH METHODOLOGY 

The study looked at the causal associations between e-marketing, e-service quality, e-

satisfaction and e-loyalty. A positivist or objective stance was adopted by proposing key 

hypotheses.  A quantitative research technique was therefore adopted to examine the strength 

of association and the significance of relationships between dependent and independent 

variables. The Structural Equation Modeling (SEM) technique was used to test the hypotheses 

in terms of the relationships among the observed and latent variables. IBM SPSS Amos 

software was used to test the relationships between the independent variables and dependent 

variables. 

In terms of the population of interest, customers in the cities of Accra and Tema who bought 

products listed by SMEs selling on the major online shopping sites in Ghana were targeted. 

Key selection criteria were used to finally obtain a sample of 1,293 repondents from the 

general population of interest. A self-reported questionnaire was used to gather primary data 

from the study’s participants. Data were analysed using the Structural Equation Modeling 

(SEM) technique, as well as a sensitivity analysis to delineate the impact of potential 

confounders. The Confirmatory Factor Analysis (CFA) technique was used to validate the 

measurement scales and test the hypotheses. Descriptive statistics were used to summarize 

data before using CFA and SEM to present key findings.  
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1.8 SIGNIFICANCE OF THE STUDY 

In the last few years, many businesses in Ghana have subscribed to e-marketing 

implementation. Increasingly, banks are enhancing their adoption of Internet banking, while 

hotels have also leveraged electronic booking (i.e., e-booking). Ghanaians are gradually 

becoming used to purchasing goods on online markets and shops such as jumia.com, 

tonaton.com, businessghana.com, olx.com, kaymu.com, and jiji.com. It has been observed 

that many Ghanaians in the regional capitals, especially Accra and Kumasi either shop on 

these online markets, or sell their products via them. It is therefore apparent that the 

implementation of e-marketing strategies in Ghana is gradually gaining maturity. Most studies 

in e-marketing within the Ghanaian context have concentrated on the adoption of electronic 

marketing. However, there is a paucity of information on how e-marketing has contributed to 

service quality, satisfaction and loyalty among SMEs. This study took a holistic look at these 

marketing performance variables and showcased how e-marketing impacts them. 

 

The research sought to provide information that will help SMEs leverage the Internet and its 

resources given the vast improvement in access to the Internet due to the proliferation of hand-

held electronic gadgets in Ghana. SMEs have become the key influencers of business 

activities in Ghana. Therefore, they need to muster the application of online platforms and 

tools, which have become much more accessible in recent times. This research work has 

unfolded the factors SMEs need to consider in pushing e-marketing toward maximum output. 

The researcher expects that findings from the study will provide evidence on how to maximise 

the use of electronic marketing among SMEs and the extent to which e-marketing meets 

customer quality expectations, satisfaction levels and repurchase intentions.  

 

Since the academic debate on this subject is very weak from a Ghanaian perspective, findings 

from this study will add to the growing body of literature and knowledge on the subject matter. 

Thiswill be achieved by expanding on existing theories and demonstrating their applicability 

within the e-marketing and technology marketing space. The foundational theories for the 

study such as the technology acceptance model, diffusion of innovation theory, resource-

based wiew theory and eletronic-image theory were found to be relevant and applicable within 

the e-SME space and in a developing economy context. The application of these theories can 

therefore lead to the effective implementation of e-marketing techniques for small business 

growth and sustainability, which can further lead to economic development for countries in 

Sub-Saharan Africa. 

Finally, since SMEs form about 90% of Ghana’s business enterprises (Statista, 2022), the 

findings from the current study are very significant because it has unearthed the huge benefits 
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SMEs stand to gain by applying e-marketing. For instance, the study clearly established that 

e-marketing can lead to improved service quality, customer satisfaction and customer loyalty 

online. More so, Since SMEs employ about 80% of Ghana’s labour force, the effective 

application of e-marketing for profitability can lead to a reduction in unemployment, thereby 

helping to achieve Sustainable Development Goal 8, which talks about decent employment 

and economic growth. Relatedly, since SMEs employ a chunk of Ghana’s labour force, an 

improvement in the growth and sustenance of SMEs can lead to a significant reduction in 

poverty, which would address Sustainable Development Goal 1. 

1.9 SCOPE OF THE STUDY 

The current study investigated the connections between e-marketing, e-service quality, e-

satisfaction and e-loyalty. Emphasis was placed on the impact of e-marketing on e-loyalty, 

given the mediation roles of e-service quality and e-satisfaction. In other words, e-loyalty was 

the dependent variable, and e-marketing served as the independent variable. The main 

geographical area of study was the Greater Accra Region of Ghana. The population of interest 

was residents of the cities of Accra and Tema who bought merchandise listed by the online 

SMEs on the major online platforms in Ghana, namely Jumia.com, Tonaton.com and Jiji.com. 

The need to focus on this area was driven by scarcity of resources and the fact that customers 

outside of Accra could not be reached within the study period. More so, the study was 

conducted during a period of social isolation and lockouts, when the COVID-19 pandemic had 

taken a grip on the Ghanaian economy and thus physical access to study participants was 

very limited. Under the circumstances, the respondents were reached strictly through online 

means, mostly through emails and social media platforms. 

 

1.10 OUTLINE OF CHAPTERS 

This study has been organised into six chapters. The initial chapter constitutes the 

introduction, which consists of the background to the research, research problem statement, 

aim and objectives guiding the study, hypotheses statement, research questions, rationale for 

the research, and scope of the study.  

The second chapter is devoted to a review of related literature. The theoretical framework is 

developed first. This is followed by an empirical review of relevant literature, the establishment 

of gaps and, the development of a conceptual framework.  

The third chapter of this study looks at the methodology and it comprises the research design, 

definition of the population of interest, sample size determination and sampling procedure, 

data collection methods and data analysis tools.  
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The fourth chapter looks at data analysis. It showcases the key outputs of the analysis in the 

form of descriptive and inferential statistics. The outputs are presented in the form of tables 

and graphical illustrations. 

The fifth chapter is devoted to the discussion of results. The findings of the current study are 

compared and contrasted with existing findings. The discussions throw light on the 

implications of theory, as well as the uniqueness of the findings of the current study.  

The last chapter comprises summary of findings, theoretical, empirical and managerial 

implications, recommendations, limitations, and future research pointers.  
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CHAPTER TWO: LITERATURE REVIEW 

 

2.1 INTRODUCTION 

This chapter delves into the extant literature to review the association between key 

online marketing performance variables, namely e-marketing, e-service quality, e-

satisfaction and e-loyalty. A comprehensive literature review is conducted within the 

sphere of the identified online marketing performance variables. The chapter starts by 

looking at various operational definitions of electronic marketing. The subsequent 

sections treat the definitions and dimensions of the other key constructs identified in 

the study. Previous empirical pieces of evidence on e-marketing and its relationship 

with e-service quality, e-satisfaction and e-loyalty are highlighted. Furthermore, the 

chapter looks at the existing literature on the mediation effects of e-satisfaction and e-

service quality in the association between e-marketing and e-loyalty. Based on the 

theories discussed and the gaps identified, the conceptual framework for the study is 

generated at the end of the review. 

2.2 DEFINITION OF ELECTRONIC MARKETING 

Within the extant literature, the constructs: online marketing, digital marketing, Internet 

marketing and e-marketing have been used interchangeably, and therefore refer to the same 

concept (Strauss & Frost, 2015; Pollak & Markovic, 2021). The concept of electronic marketing 

is still seen as an evolving topic within business practice (Gao, 2021), although it has been in 

use since the inception of the Internet in the 1990s (Pollak & Markovic, 2021).  

Menberu (2017) refers to e-marketing as the application of the Internet and related digital 

technologies to promote the selling of goods and services. Menberu further suggests that e-

marketing is about designing and implementing strategies that foster the delivery of the right 

content to the target audience. The definition by Menberu is in line with the definition by Nizam, 

who refers to e-marketing as the use of the Internet to communicate the utility that can be 

derived from goods and services (Nizam, 2015). From these definitions, it can be deduced 

that the goal of e-marketing is to successfully attract, acquire and retain customers through 

the e-records of their geo-demographic profiles, behaviour traces and preferences which they 

leave online after their website visitations.  

Most modern definitions of e-marketing tend to view the concept as marketing campaigns 

conducted via the web to secure new business partnerships, maintain existing ones and 

establish brand equity (Chong et al., 2018; Al-weshah, 2020). From a marketing 

communications point of view, Labanauskaite et al. define e-marketing as “an integrated 
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process by which an enterprise delivers a marketing message to a target audience by using 

the Internet and other digital-based marketing tools.” (Labanauskaite et al., 2020, p. 3). Pollak 

and Markovic (2021) define e-marketing as a form of marketing communication that basically 

uses Internet tools. It applies traditional communication tools (sales promotion, advertising, 

communication with the public) via online elements such as a website or electronic mail.  

From a consumer-centred perspective, e-marketing has been defined as the use of 

information technology to design, communicate, and convey value (electronic value) to 

customers. It can also be used to maintain customer relationships for mutual benefits (Haudi 

et al., 2022). This definition suggests that the application of online technologies in marketing 

should be done with the needs of the customer in mind. Thus, in exploiting the vast 

opportunities that online marketing present, especially in the era of the spread of the COVID-

19 virus, the firm should emphasise the creation of an interesting website (Alsukaini et al., 

2022) that can incorporate the aspect of personalisation. To wit, the quality of a website can 

have a direct relationship with the satisfaction levels of customers who visit the website. 

Therefore, a website as an Internet marketing medium should incorporate quality services to 

satisfy the users who patronise it.   

 

From the foregoing definition, it is obvious that organisations that engage in e-marketing can 

help customers access and purchase available products anytime from their PCs or mobile 

phones without leaving home. Customers can peruse promotions sent to their emails and 

displayed on the webpage. They can also get access to e-coupons, see real pictures of 

merchandise displayed on the website, compare prices, and make purchases with their e-

cards, without necessarily having to be physically present at the store. E-marketing can 

therefore enhance quality service delivery as it saves customers time, search costs and 

convenience in shopping. Electronic service quality also leads to satisfied customers once 

their expectations are met in an online setting. Within the context of the above definitions and 

the advent of the Fourth Industrial Revolution (4IR), e-marketing can also be defined as the 

application of modern technologies such as Internet of Things (IoT), machine learning (ML), 

Artifitial Intelligence (AI)-powered systems such as ChatGPT, automation and robotics to co-

create value for customers and other key stakeholders of a business. E-marketing therefore 

involves the implementation of the mix of digital and Internet-based communication activities 

that delivers value to consumers, businesses and society at large. 
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2.3 SMES AND E-MARKETING 

2.3.1 SME Definition in an E-marketing Context 

The definition of an SME is seen as a qualitative and subjective exercise (Masocha & Falochi, 

2018). Therefore, there cannot be a global classification of businesses into small, medium or 

large scale. The classification of SMEs varies across different jurisdictions and continents 

(Ibrahim et al., 2018). It is worth noting that in countries such as United Kingdom, Korea and 

Canada, a firm is classified as an SME based on its annual turnover and enterprise (Perera, 

2015). For example, in Britain, a business is described as an SME if it has an annual turnover 

of €2 million or less, and employs less than 200 paid employees (Dundon & Wilkinson, 2018). 

The Research Institute for Management Sciences at the University of Delft (Netherlands) 

categorises businesses into four groups and defines a small-scale industry as a business that 

employs 10–99 persons, in which the business starter personally undertakes all managerial 

functions without actually taking part in the production (Agunbiade et al., 2020). The Indonesia 

Agency for Ssmall and Medium Enterprises defines small-scale enterprises to mean all 

enterprises, household or cottage, employing less than 10 full-time workers and not using 

motive power or machinery, and medium-sized industry as one employing between 10–50 

workers and using motive power (Er & Nurmadewi, 2021). In India, a small-to-medium scale 

industry is defined as comprising manufacturing enterprises with investment in plant and 

machinery within the range of 50 million to 100 million Rupees (Kumari & Pankaj, 2019).  

Within the Ghanaian setting, the definition of SMEs has evolved over the years based on 

political ideology, economic development paradigm, industry type, and institution. Ofori et al. 

(2022) have posited that over the years, the Ghana Government has used various criteria to 

define what is commonly referred to as micro and small-sized enterprises. The authors 

suggest that in one context, the number of employees is used to define an SME, whiles in 

another context; the value of assets is used. Ghana’s Ministry of Trade and Industry, which 

superintends the activities of micro and small-sized enterprises, defines SMEs in line with the 

value of initial fixed costs. The Statistical Service of Ghana defines small-scale industries as 

businesses employing 29 employees or fewer; those who employ beyond this threshold are 

regarded as medium to large-scale enterprises (Awiagah et al., 2016). Similarly, the National 

Board for Small-Scale Industries (NBSSI) described micro and small enterprises as those 

enterprises employing 29 or fewer workers. Micro enterprises are those that employ between 

1-5 people with fixed assets not exceeding USD 10,000. From the perspective of the Venture 

Capital Fund in Ghana, an SME is a business that engages in productive activity and employs 

not more than 100 people, and whose total asset value, excluding fixed assets, does not 

exceed $1 million.  
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Records available at the Registrar General’s Department in Ghana indicate that about ninety 

percent (90%) of registered companies are SMEs. In Ghana, SMEs constitute the majority 

(about 92%) of all business establishments whether offline or online (Dei-Annan, 2015). 

Furthermore, SMEs in Ghana contribute about 70% of the Gross Domestic Product (GDP) 

and employ about 85% of the entire workforce (Addae-Korankye & Aryee, 2021; Odoom, 

2016). Therefore, within the Ghanaian context, and at any point in time, 9 out of 10 businesses 

including those operating online are likely to be classified as SMEs. Small enterprises in 

Ghana generally employ between 6 and 29 workers and have fixed assets not exceeding USD 

100,000 excluding land and building. The NBSSI further classifies SMEs as follows: micro-

enterprise (less than 5 employees), small enterprise (6–29 employees), medium enterprise 

(30–99 employees), and large enterprise (100 or more employees). Small and medium-sized 

enterprises (SMEs) are the backbone of the Ghanaian economy, largely operating within the 

private sector, and contributing about 70% of Ghana’s GDP. In terms of formal sector 

employment, they account for just over half of all full-time employees, with the percentage 

likely to be much higher in the informal sector. 

E-marketing has been of great interest to governments at the global level because of the 

potential advantages it presents to small businesses and by extension, the larger economy. A 

key benefit of e-marketing is the global reach of the technology through online systems which 

are very crucial for the internationalisation of SMEs. This is because, apart from providing the 

much-needed technological and logistical infrastructure to connect sellers with buyers and 

supply goods and services, online platforms help SMEs to boost customer relationship 

management (CRM) systems and the firm’s image (Nambisan et al., 2019). Pollak and 

Markovic (2021) aver that e-marketing sits well within the context of SMEs, as they usually 

have only limited funds to be spent on marketing communication. The authors also suggest 

that e-marketing mostly applies to SMEs as the majority of their customers belong to 

Generation X and beyond. This notwithstanding, SMEs in developing countries are still 

struggling to implement e-marketing since they lack the requisite assets base and a supportive 

business environment (Amornkitvikai et al., 2022; Dethine et al., 2020; Eggers et al., 2017).  

2.3.2 SMEs and E-marketing Platforms  

A number of intermediary online platforms have surfaced across different jurisdictions to 

provide access to business information, enhance data and knowledge exchange between 

SMEs, as well as provide e-commerce support (Holland & Leffmans, 2018). These platforms 

are very significant because they can act as catalysts in the creation and development of small 

business enterprises. In the opinion of Costa and Castro (2021), these digital platforms provide 

rare opportunities, reduce costs and offer greater competitive benefits for the long-term 

survival and success of SMEs. There is a consensus that the flexible nature of SMEs’ 
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operations allows them to easily list their products on intermediary e-commerce websites, 

thereby gaining exposure to an expansive market online. The online presence allows buyers 

to interact with SMEs, which can further lead to the customisation of consumers’ needs and 

wants.  

Jia et al. (2022) suggest that when SMEs use new forms of information technologies online 

such as AI, IoT, and other industry 4.0 tools, it leads to increased customer purchase intention. 

In essence, SMEs that have a prominent online presence can cover a wider market for their 

targeted interest groups in marketing their products and services. This leads to the added 

benefit of a substantial reduction in advertising costs since the online presence allows SMEs 

to cover broader markets even with a smaller spending budget (Kumar et al., 2021). It is also 

noteworthy that most online platforms grant the option of payment on delivery, thereby giving 

e-customers an added benefit usually associated with an offline situation-the opportunity to 

see the product before the customer pays cash (Al-Reesh, 2022).  

Web 2.0 technology and social media have become integral features by which SMEs 

implement their marketing activities on digital platforms (Holland & Leffmans, 2018). In other 

words, SMEs’ advertisements on intermediary online platforms are easily synched with social 

media platforms, which allow for more global visibility (Wan & Chen, 2019). Within the 

Ghanaian setting, most of the SMEs’ advertisements on online shopping sites such as 

jumia.com, jiji.com and tonaton.com simultaneously appear on social media platforms like 

Facebook. This provides global exposure to SMEs listed on these e-commerce sites, with the 

added benefit of attracting purchases from a global market.  Rathore et al. (2016) found that 

many small businesses have leveraged social media as a marketing tool, by strategically 

communicating their unique offerings to potential buyers from across the globe. Given this 

digital evolution, most micro-businesses and SMEs in Ghana have bought into this strategy, 

whereby social media is not just seen as a platform for linking up with family and friends, but 

a channel for reaching out to prospects at the global level.  

2.4 E-MARKETING MIX MODELS AND DIMENSIONS 

2.4.1 The Traditional Marketing Mix (The 4ps and 7Ps models) 

According to Pinto et al. (2022), modern marketing is still dominated by the 4Ps model. The 

authors see modern marketing as a diffusion process whereby management invests in the 

4Ps model by McCarthy (1964), which consists of the independent variables-product, price, 

place, and promotion. The general acceptance of the marketing mix among field marketers is 

due to its applicability across different jurisdictions globally. Some contemporary marketing 

practitioners view the 4Ps as the key variables that affect consumer purchase decisions and 

intentions (Kotler, 2017; Wekeza & Sibanda, 2019). According to Jobber (2016), the 4Ps 
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approach has become very relevant for marketing practice as it has become the catch-

mnemonic for marketing decision-making. The concept has also proven to be very germane 

for case study analyses in most business schools across the globe. The traditional marketing 

mix has played a key role in the development of marketing management science, making it a 

central pivot in marketing decision-making. 

 

The foregoing narrative notwithstanding, the 4Ps model is generally critiqued as outmoded 

and oversimplified given how complex the contemporary customer has become (Vitsentzatou 

et al., 2022), and rightly so, as the practice of marketing has significantly evolved over the 

years. A key setback of the 4Ps model is the fact that it is suited to the seller’s market, not 

taking cognisance of the preferences of the customer.  The 4Ps model gave way to the 7Ps 

model, which includes an extension of the 4Ps by the 3Ps to include people, processes and 

physical evidence. The extension became necessary to make space for the marketing of 

services, and not just physical products. Within the context of the current study, Sulistyo (2021) 

posits that the onset of the COVID-19 pandemic demands creativity on the part of SMEs in 

running their business. The author suggests that SMEs can no longer pin their hopes on out-

moded business models such as the 4Ps, considering the fast-paced technological 

advancements that have characterised modern business practice. A viable alternative is the 

7Ps Marketing Mix model. Consequently, Pogorelova (2016) suggests that the physical 

evidence dimension in the 7Ps model must be replaced with virtual evidence since clients of 

the online SME can only experience the SME in a virtual form.  

 

2.4.2 The 4S Model 

The advent of the Internet presented a new reality where businesses engaged in a variety of 

online activities. This situation brought in further revision of traditional marketing to reflect 

online marketing, also referred to as e-marketing in the literature. Constantinides (2002) 

introduced the 4S model (also known as the web-marketing model). The model views Internet 

marketing activities from the perspective of four elements, namely site, scope, system and 

synergy. According to Constantinides, the 4S model looked at the marketing mix tools from a 

B2C perspective by controlling the four “s” elements.  

i) Site (website) refers to the interactive platform between the business and the 

customer. The site is the most relevant communication element of e-commerce.  

ii) Scope consists of the goals of the online project, including the identification of 

potential competitors, visitors and customers, the extent of readiness of the 

organization to undertake e-commerce activities, and the strategic place of e-

commerce for the organization.  
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iii) System refers to technical expertise, technology, innovation and website 

management. 

iv) Synergy refers to the integration of the website with business processes, 

databases, and other business partners.  

The next section discusses the B2C e-marketing model, which is key to the focus of this study. 

 

2.4.3 The B2C E-marketing Model 

B2C e-marketing finds expression in companies marketing goods and services to consumers 

in an online medium (Bismo & Putra, 2019). E-commerce sites, by providing an online 

shopping avenue for consumers, serve as a means for SMEs to list their products to a wider 

global audience. According to Budiarti and Akbar (2021), over the past two decades, e-

commerce has provided an easy way for buyers and small business enterprises to transact 

online. E-commerce is defined as an activity that involves the buying or selling of goods, 

services, or information through electronic networks. The advantages of online shopping for 

most Ghanaian e-customers include access to various product categories and options, e-

discounts offered, free delivery arrangements, fast processing of an order, and cash-on-

delivery options.  

 

Many B2C organisations have chosen to capitalise on e-marketing due to the numerous 

advantages offered by the modern business model (Shaltoni et al., 2018). Chief among the 

reasons is the fact that e-marketing targets a wider audience and it is not limited to physical 

encounters with a potential customer (Al Adwan et al., 2019). Additionally, the adoption of 

social media in e-marketing can lead to positive reviews for a business, hence an increase in 

the popularity of the use of the strategy in reaching out to consumers. On the other hand, 

negative reviews by consumers can be an opportunity for the business to remedy its image 

online (Mate et al., 2019). Another benefit for the business is that e-marketing helps to reach 

out to consumers in a faster and more convenient manner on their mobile phones and other 

smart gadgets. The business thus avoids the additional cost of having to build physical stores 

with its attendant inventory management costs. 

 

The B2C e-marketing model for smaller businesses, when examined within the context of 

SMEs, does appear to have some inherent challenges too. Small enterprises being new in the 

market, more often than not, lack strong relationships and ties with business partners and may 

be prone to negative externalities. Mapunda (2021) has also highlighted the lack of readiness 

on the part of owners of SMEs to take risky investments, and that the newness of e-marketing 

is the main obstacle limiting the application of e-marketing by SMEs in developing countries. 

Since SMEs are the main employers in African countries, the use of modern technologies like 
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e-marketing has become quite crucial. This being so, further studies on the possibility of e-

marketing yielding positive marketing performance results for SMEs remain very crucial. 

Again, it is very important to specify the kinds of e-marketing techniques that give SMEs 

competitive advantages in their quest to increase their turnover. (Al-Azzam, 2017). That said, 

findings on the adoption of e-marketing technology by SMEs would not be sufficient to ensure 

business success online, but equally important is how the manipulation of the e-marketing mix 

leads to e-service quality delivery, e-satisfaction and e-loyalty among online customers. Next 

is a discussion on the e-marketing mix model, which is the main model adopted in this study 

for the measurement of e-marketing.  

 

2.4.4 E-Marketing Model for the Study: The E-marketing Mix Model (4Ps+P2C2S3) 

In their quest to design a more adaptable and suitable mix to reflect the new era of electronic 

marketing, Kalyanam and Mcintyre (2002) modelled a new marketing mix by mapping the 

marketing mix tools to form a new e-marketing mix model.  The researchers designed the 

4ps+p2c2s3 model as an advancement of the 4Ps framework by including more constructs to 

create a new paradigm of e-marketing. The additional elements proposed by the authors 

include personalisation, privacy, customer service, community, site security, and sales 

promotion. According to Labanauskaitė (2020), these e-marketing tools can impact customer 

retention online and therefore play a critical role in the design and implementation of an 

effective e-marketing campaign.   

 

 

Figure 2-1 E-marketing Mix Model: 4PS + P2C2S3 (Kalyanam & Mcintyre, 2002) 



22 
 

In the opinion of Lasi (2021), the functions derived from this framework for e-marketing have 

revolutionised the ways by which businesses communicate to both current and prospective 

customers, thereby increasing the return on investment and reducing the cost of interacting 

with customers. The preference for these e-marketing tools is attributable to the specific 

functions that are combined with the 4Ps to form the e-marketing tools (Sam et al., 2016). By 

observation, these additional components are strategically connected to e-marketing websites 

to promote trust, superior service, and some form of social experience. The key e-marketing 

mix tools (as shown in Fig 2-1) reflect the e-marketing mix elements in the literature. The main 

elements of the e-marketing mix are discussed as follows. 

2.4.4.1 Product 

The e-marketing mix has many similarities to the variety selection practices of merchants. In 

their study, Azahari et al. (2018) focused on some of the most distinct features of the concept 

of product in an online setting. The researchers are of the view that a product in a virtual 

environment can be divided into physical product, digital product and service. The physical 

product has to do with intangible products listed on the website; for instance, household 

items, books, cars, mobile phone, etc. Within an online setting, the customer has no 

opportunity to test or try the product before delivery. In other words, the online shopping 

situation does not allow direct experience and evaluation of the physical product. However, 

consumers would prefer human interaction to self-service technologies like e-commerce if 

they find more value in human interaction (Immonen et al., 2018). This implies that e-

marketers need to find ways to make online products more tangible and as close to reality 

as possible. 

Telepresence has become an effective way to provide the required direct experience in 

online marketing (Ongsakul et al., 2020), and has a significant communicative effect on 

consumer attitude (Lim & Childs, 2020).  In the literature, the extent of product experience 

through a medium is referred to as telepresence (Lim & Ayyagari, 2018). Telepresence is a 

medium in which transducers, such as video cameras and microphones, substitute for the 

corresponding senses of the consumer. Online shopping sites adopt technology-enabled 

services like interactive product displays, 3D designs, rotation, etc., to create a shopping 

experience that mimics real-life experiences. The advent of wearable devices and 

technologies like Google Glass and Samsung VR headsets provide mediated experiences 

that seek to rival direct experience. The use of artificial intelligence technology in this 

arrangement also has great prospects in augmenting customer experience in the online 

space (Tiersky, 2017). 
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Digital products are goods existing only in cyberspace. They include software, e-books, 

pictures, audio and video, and e-products. A service cannot be separated from the service 

provider. It is intangible and supplied at the same time when the two parties, i.e., the service 

provider and the user are present. Technology allows the customer to save money and time, 

and this in turn contributes to the creation of high-value goods on the Internet. In this 

challenging market, the organisation is required to provide the most complete information 

about the product on the website. Symbolic consumption has been shown to influence 

buyers in acquiring goods and services that reinforce their identities (Tangsupwattana & Liu, 

2018). Rather than apply one in isolation, the digitisation of products should be combined 

with the management of the brand. This will ultimately lead to having strong relationships 

with the customer and lead to business success (Leu & Masri, 2019).  

 

Fig 2-2 Online Product Framework for Smart Services (Frank et al., 2019) 

 

Ghosh (2019) proposed an evolution of product offerings using the Internet. He introduced 

the notion of ‘digital value’ to customers and suggested that companies should ask 

themselves the following questions: 

1. Can the business provide additional information or transaction services to the current 

clientele base? 
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2. Is the business able to address the needs of new market segments by repackaging the 

offering via the Internet? 

3. Is the business able to attract customers to create alternative sources of revenue such as 

advertising or through the selling of auxiliary products? 

4. Will current business activities be seriously threatened by companies who offer close 

substitutes to the value offered currently? 

Another concept related to product issues in e-marketing is that of the ‘Prosumer’. According 

to Chan et al. (2022), Toffler and Toffler (1980) introduced the term in a technology-driven 

era. The authors conceived the idea by stating that a prosumer is a consumer who takes an 

active part in the production process, thereby reducing the gap between the organisation’s 

perception of what the consumer needs, and what in reality is needed by the consumer. The 

“prosumer” idea was further developed and has been given alternative meanings, with great 

application for e-marketing. According to Alhashem et al. (2021), e-marketing is a great way 

to enhance prosumption, as it allows for consumer-initiated co-creation in a peer-to-peer 

online environment. In a study conducted by Nagel et al. (2018) via amazon.com’s online 

panel, the authors reported that most consumers (about 66%) who derive e-satisfaction from 

products consider themselves as prosumers, and consequently engage in peer-to-peer 

recommendations through electronic word of mouth. 

2.4.4.2 Price 

Price is a very important tool in the e-marketing mix because it is the only element that can 

generate inflows for the organisation. The concept of price is seen as the second most 

important in the e-marketing mix (Thabit & Raewf, 2018). This is often the case, as price 

information includes but not limited to charge details, price comparisons and competitive 

prices which are the main criteria for the evaluation of a particular website. More often than 

not, consumers focus much attention on information that has to do with the monetary value 

of products and reduced prices in online shopping (Lee & Chen-Yu, 2018). This is usually 

the case because they believe that the prices of products sold online are lower than that of 

goods sold offline. Thus, compared with an offline setting, most consumers have lower price 

expectations online, and this means that they have a defined range of acceptable prices, 

resulting in greater price sensitivity in online shopping (Chiu et al., 2019).  

There are different perceptions of how the use of the Internet interferes with pricing 

decisions. One general view is that selling over the Internet is usually associated with 

reduced prices, which is attributable to the concept of dynamic capabilities in online pricing. 

According to Ferlsberger et al. (2022), dynamic capabilities have significantly anchored the 

impact of Industry 4.0 on economic, environmental and social aspects of businesses, and 
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greatly enhanced customer knowledge and ability (Navimipour & Soltani, 2016). Consumers 

now have easy access to price comparison sites, at both individual and corporate levels. 

This situation also supports the idea that a business that goes online is likely to offer reduced 

prices in comparison to the prices that are offered offline. A classic example is that of airline 

companies. It is established across the globe that almost all airline companies offer lower 

prices when customers buy online than when they buy from offline sources. 

Pricing strategy is a very significant element in the marketing mix, and a crucial element in 

profitability (Davcik & Sharma, 2015). Traditionally, price has been defined as the value a 

customer is willing to exchange for a product or service. The focus on the element of pricing 

in this study is that of digital pricing, that is, pricing of services that are offered within a digital 

or electronic context. The Internet is seen as an efficient market since it is marked by such 

features as automation, convenience, and a global reach (Naunthong, 2022). It has also 

been established that lower costs of commercial activities on the Internet result in lower 

prices, reduced need for staff, and sometimes zero expenses for premises rent and 

maintenance (Johnson et al., 2020). 

Online pricing strategy hinges on three major factors: the nature of the product, the seller’s 

costs and competitors’ strategy. Due to constantly changing customer needs, online prices 

tend to be mostly flexible and often determined through market trends and consumer 

purchasing behavior. Modern strategic digital pricing now involves the application of hybrid 

machine learning algorithms whereby online businesses price their products competitively to 

outwit other e-commerce platforms selling similar products (Namburu et al., 2022). The most 

recommended pricing strategy, under the circumstances, is one that combines and applies 

complex pricing principles, strategies and tactics.  Lin and Wang (2022) aver that within the 

digital information services space, and for many service sectors operating online, dynamic 

pricing is highly recommended. Dynamic pricing has been defined as a strategy whereby 

businesses set flexible prices for products or services in line with current market trends and 

demands (Gibbs et al., 2018). It is a strategic management tool used by companies to 

maximize profit by continuously adjusting prices to reflect changes in demand (McGuire, 

2015). Online retailers, for instance, adjust the price of their products according to the level 

of competition, timing, nature of web traffic, conversion rates, and sales targets. Dynamic 

pricing is therefore seen as the best pricing strategy within the online retail industry to help 

stores stay above the competition. Within the online marketing space, dynamic pricing 

software helps retailers to quickly appreciate the dynamics of what pertains in their markets 

within split seconds and act quickly in response to market changes.  
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However, the adoption of dynamic pricing is not without challenges. In the first place, it can 

lead to teething technical and labour costs. From a technical perspective, organisations 

spend millions of dollars designing algorithmic systems to gather data, perform analyses and 

generate prices in real-time, especially in urban mobility (Genser & Kouvelas, 2021). In terms 

of human costs, Lies (2019) maintains that the use of analytic software for dynamic pricing 

still requires human direction to approve price recommendations. Additionally, the 

application of dynamic pricing normally requires highly skilled human resource. However, 

the hiring and training of specially trained staff in online revenue management are regarded 

as the greatest challenges in e-commerce (Wang & Lee, 2017). 

The erratic nature of online pricing has been well-documented in the literature. For instance, 

Amazon is on record as having the highest levels of volatility for electronics, toys and general 

household goods during holiday seasons (Chen et al., 2016; Jorge et al., 2020). The 

company is known to surpass the recurrent volatility in the prices of its competitors like Wal-

Mart Stores Inc., Target Corp and Best Buy. According to Pogorelova (2016), the price of 

20% of all online products changes daily, and the price of the most running products is 

updated every few minutes. It is therefore obvious that price within the e-marketing context 

is a highly dynamic construct which depends heavily on market conditions and strategic 

benchmarking. 

Dawes (2018) recommended that e-marketers engage in transient price promotion tactics 

as they can result in sales boosts and lead to normal pricing despite the highly erratic nature 

of online pricing. However, price promotion might go unnoticed by the online buyer, as most 

of them prefer to navigate through many product options listed on the site, coupled with the 

fact that low pricing may be psychologically associated with low brand quality. Sandes et al. 

(2019) posited that price sensitivity could alter the positive anticipated effects of promotion 

due to the type and design of the online shop. However, Cao et al. (2021) argue that online 

promotion through referral marketing could enhance sales volumes. The authors suggest 

that price promotion could strengthen referral persuasiveness as the cost savings make the 

purchase more attractive, quality concerns notwithstanding. This can be the result if the e-

marketer emphasises on the varying needs of different markets in terms of different socio-

economic contexts for different regions. Therefore, if the pricing component in the e-

marketing mix is customised to specific market segments, it could yield huge dividends for 

the online seller. 

Within the literature, two major pricing strategies are found in online settings. Multiple buyers 

and a single seller in the auction market characterise the forward auction (sometimes referred 

to as English Auction or sell side auction). The buyers compete by bidding their valuations for 
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the required quantity of resources (Baranwal et al., 2018). In this method, the seller offers an 

item for buyers to bid. The item is made available over a pre-determined period. Under this 

arrangement, the seller has the right to fix or not to fix a minimum reserve price. Buyers would 

then bid on the item until the one who meets the seller’s terms wins the bid. The second type, 

which is known as reverse auction, refers to an exchange arrangement in which there is one 

buyer and many potential sellers. The sellers compete to obtain business from the buyer. 

Prices would eventually decrease as the sellers outbid each other to win the tender. Within an 

online setting, individual sellers state the price at which they would want to sell a particular 

item on the website, and a single buyer would then decide on the offer that comes with the 

least price and better quality (Adirinekso et al., 2020). 

 

Pricing is seen as one of the main hurdles for e-marketing managers. The key strategic 

question is about how to price in an online setting to create value for customers. Businesses 

must endeavour to take customer-centric pricing decisions by manipulating the e-marketing 

mix to stay on top of the competition.  In their quest to achieve this objective, online businesses 

are now applying algorithmic pricing strategies (Seele et al., 2021). The price mix in an 

electronic context is made up of mobile and competitive pricing, differentiated but non-

discriminatory pricing, and non-traditional pricing models (Stojkovic et al., 2016). The authors 

posit that pricing in an electronic environment (e-pricing) eliminates several expenses, which 

leads to cost savings for online customers. To wit, costs such as rental of a physical shop, 

transaction costs and wages of personnel are reduced in online stores (Gao et al., 2021). 

Internet shopping allows consumers to buy and acquire goods at the best price with just one 

click of a button on the online shop. Because of the transparency of the online market, e-

sellers need to be more aware of price comparisons by consumers among different web 

shops. However, the increase in online shoppers requires that store managers should 

employ more sales personnel to handle pressing online orders. 

2. 4.4.3 Place 

The place component traditionally refers to how a company chooses to distribute the product 

or service it is giving to the end user. To meet an organisation’s’ overall marketing goals, 

efficient distribution is very crucial. The medium selected for promotional purposes has 

implications for attracting the right audience as well as market penetration. An efficient 

distribution channel enhances store image and promotes consumption growth (Yi et al., 

2018). Within the extant literature, it has been established that a good corporate image can 

positively influence customer loyalty (Alam et al., 2020), coupled with the fact that well-

organised mega-events improve public awareness for the targeted audiences (Chen et al., 
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2019). The element of place is therefore a vital attribute to a company, and it can show brand 

loyalty despite any marketing attempt from competing brands to cause a brand shift. 

There are indeed channel intermediaries in the context of e-marketing, just as there are in 

traditional marketing, such as wholesalers, who buy products from manufacturers and sell 

them to retailers. There are also retailers online who buy products from heterogenous 

manufacturers and sell them directly to customers. According to Chen et al. (2016), the 

phenomenal growth in online retailing has given rise to the agency-pricing model, whereby 

manufacturers sell to consumers directly on the retailer’s platform with the retailer charging 

a commission for every sale completed on the platform. Within this arrangement, there are 

brokers who facilitate transactions online between buyers, sellers and agents; and by so 

doing, engage in what is often termed e-transactions (Jailani et al., 2016). This unique 

arrangement between these ecosystem players has provided a huge platform for 

manufacturing SMEs to list their wares on these intermediary platforms to boost their 

marketing activities and bottom line. 

The Internet allows for the effective transformation of the mediation process by removing 

inefficient agents from the distribution channel and transferring functions to other 

intermediaries. Sriram et al. (2019) have suggested the idea of delivery risk within the context 

of place. The hazards associated with the delivery of an online product are referred to as 

delivery risk. The risks associated with the delivery of an online product include risks 

associated with on-point location delivery, risks associated with product delivery timing, risks 

associated with whether or not the correct product will be delivered, and the actual time it 

takes for the product to be delivered. Pogorelova et al. (2016) posit that in e-marketing, 

timeliness of delivery is equally crucial, and that the client must be informed in advance about 

the circumstances and cost of delivery. It can therefore be suggested that an important 

feature of place in online selling is the availability of accessible sales channels for both 

buyers and sellers.  

2.4.4.4 Promotion 

Promotion, as part of the marketing mix, can be conceptualised as how marketing 

communications are used to inform customers about an organization’s offering. The primary 

goal of promotion is to inform and convince potential users about a product’s effectiveness. 

The Internet provides a plethora of new marketing communication channels for informing 

customers and assisting them during the buying process. The advent of e-commerce has 

resulted in a significant surge in online sales marketing activities. Coupons, rebates, free or 

low-cost gifts, contests, banner ads, and sponsored links are all examples of sales promotion 

tools. Lasi (2021) has posited that the direct target of online promotion is consumers 
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themselves, and therefore, the effectiveness of sales promotion can be easily assessed 

based on the level of transactions and exchanges on the shopping site.  

With the advent of modern technology and the proliferation of the Internet, promotion is 

mostly conducted online, as it is cheaper online and allows the marketer to reach out to the 

global market via the web. Online promotion can be conceptualised as a mix of incentives 

that motivate targeted consumers to buy a product or service via the Internet. Online 

promotion comes with some benefits. In the first place, it makes it easier to increase 

consumer traffic and motivates customers to identify their preferred products for faster 

purchasing decisions (Tong et al., 2022). Lestari and Wahyono (2021) posit that online 

promotions have a direct relationship with users’ purchasing decisions. The authors further 

suggest that the effect of online promotion on purchasing decisions is informed by several 

indicators, which include but not limited to advertising, sales promotion, public relations, 

direct marketing and, personal selling. Secondly, some studies found a direct association 

between online promotion and customer satisfaction (Prasetyo et al., 2021).  Liu et al. (2019) 

posit that through dramatised promotions and price cuts, retailers use online shopping 

holidays to increase sales as well as drive changes in consumer behaviour toward 

membership, adoption and loyalty.  

Another popular form of online promotion is online shopping holidays. This promotional tool 

is becoming increasingly popular in many developed and developing countries around the 

world, including China (Singles’ Day), Mexico (El Buen Fin), USA (Cyber Monday & Black 

Friday), U.K. (Boxing Day) (Chiu et al., 2021). In the wake of the growing popularity of online 

shopping holidays among consumers, some inherent problems have been documented. In 

June 2019, a China Consumers Association’s commissioned investigation reported more 

than 100,000 negative consumer messages. This negative feedback raised concerns about 

late delivery, poor after-sales service and vague pre-sales rules. Similarly, 35 percent of 

Cyber Monday shoppers complained about poor service delivery, and 18 percent of buyers 

had issues with online information search during the shopping holidays in the U.S.A. (Eptica, 

2015). The foregoing suggests that the implementation of online promotional strategies can 

be rewarding, yet it does come with some challenges that call for further investigation.  

2.4.4.4.1 Online Advertising 

Hajarian and Camilleri (2021) define advertising as all forms of non-personal communication 

tools that are paid for by a certain sponsor. Advertising has proven to be an effective 

promotional tool in buying behaviour through various forms of digital and non-digital media 

(Suryawardani & Wiranatha, 2017). Online advertising is a form of marketing that adopts the 

Internet to deliver promotional messages to targeted consumers (Vipin & Faizal, 2021). The 
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concept can also be defined as the use of the Internet to promote marketing benefits to the 

target audience (Lim et al., 2021). Internet-assisted forms of communication that are 

implemented through e-mails, Google Adsense, and mobile messages have presently 

replaced traditional ways of advertising that included print and electronic media such such 

TV, radio and newspaper (Pooranian & Hadadi, 2021). Although online advertising adopts 

the same approaches used in traditional advertising channels, it is generally deemed to be 

more efficient in the delivery of targeted and personalised messages. Given the speed and 

efficiency of online advertising, it stands to reason to suggest that well-designed online 

messages are like to elicit positive customer responses and online satisfaction. 

Online advertising has been proven to provide profit for all the key players in an online 

advertising ecosystem such as advertisers, publishers, and advertising networks (Pooranian 

& Hadadi, 2021). However, given the high profits involved, an online advertising system is 

an obvious target for fraud. Hence, several attacks within the current online advertising space 

have been identified; such as, hacking accounts and malvertising (Poornachandran et al., 

2017). Online advertising fraud refers to a range of practices used to misrepresent 

advertising impressions, clicks, or conversions to generate revenue (Adshead et al., 2019). 

Ad fraud is most prevalent in programmatic display advertising. This route offers several 

ways for nefarious actors to enter the ecosystem. According to Belanche (2019), many online 

readers do encounter exasperating advertising encounters and would admit that this 

description is not exaggerated but rather frequent in online media. Belanche suggests that 

most online advertising can best be described as irresponsible, and may damage the 

interrelation between consumers, publishers, and advertisers. Irresponsible use of 

communication sometimes results in dissatisfying experiences for potential buyers (Kitchen 

& Sheth, 2016). 

2.4.4.4.2 Digital Public Relations  

In the view of Mahendra (2020), public relations (PR) refers to all forms of communication 

that occur between organisations and the public. The Chartered Institute of Public Relations 

has rendered the most modern definition of PR. The Institute posits that “PR is about 

reputation-the results of what you do, what you say, and what other people say about you” 

(Arief, 2019). The practice of PR has developed so fast over the past decade within the 

online space and especially on social media, which has given rise to the concept of digital 

public relations (DPR).  To wit, the tremendous growth in DPR, and the generation of huge 

interest from many PR scholars in recent years is attributable to the advent of social media 

(Chawarura et al., 2022). It is also worthy of notice that e-mail, blogs, networks, as well as 

websites, have turned out to be the most prominent online communication channels in 
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contemporary PR communication strategy (Hagelstein et al., 2021).  Digital public relations 

is defined as dialogue over the Internet between the business communicator and the 

audience, where there is instant feedback from the recipient of the message or offering 

(Kennedy & Sommerfeldt, 2015). DPR has become such an indispensable part of public 

relations practice, so that the question is no longer if, but how to best use digital 

communication technologies to build relationships with publics (Sommerfeldt & Yang, 2018). 

Other researchers from a dialogue perspective have defined DPR as the practice of 

establishing mutual understanding and promoting ethical discourse between organisations 

and their key stakeholders. If this is the situation, then PR practice can promote dialogue as 

a tool for enhancing beneficial relationships and social capital formulation, which are key 

ingredients for building and sustaining publics, organisations, and the general society (Kent 

& Lane, 2021). Yet still, some researchers who investigated the communication of 

organisations’ dialogic orientations have criticised the use of the term “dialogue” in an online 

context.  Some researchers argue that the interpersonal nature of dialogue renders it unfit 

for online settings and that the cliché ‘digital dialogue’ is contradictory (Lane, 2020; Kent & 

Theunissen, 2016). 

In terms of digital activism, social media is widely understood to play a key role (Jamil & 

Eriyanto, 2021). However, social media has become a hotbed for pushing hoaxes and false 

information within the online space (Hidayati, 2022). These negative behaviours and 

practices on social media have become very prevalent as users do not undergo any 

verification process to establish their backgrounds (Rahadi, 2017). This negativity, more 

often than not, has been fueled by the issue of concealed identities and anonymity. The use 

of social media to spread negativity can have serious consequences for businesses which 

can consequently lead to significant losses if not tackled promptly (Susilo, 2021).  More so, 

some negative social media practices that can have negative implications for e-marketing 

performance include but not limited to web hacking and cloning, forwarding of fake news, 

cyberbullying, and brand cloning. This phenomenon has serious implications for online 

businesses’ service delivery, e-customer satisfaction, and e-loyalty. For these and other 

related reasons, DPR has become indispensable within the online marketing space. More 

than ever before, it has become highly imperative for businesses to protect their image and 

value proposition by employing DPR in the face of online competition.  

In the modern era of AI and Big data, DPR practitioners now conceive DPR by making 

reference to Public Relations 4.0, from the previous era of Public Relations 3.0 when social 

media was born (Permatsari, 2021). These current researchers and practitioners of DPR 

opine that the practice of DPR cannot be effective without the incorporation of AI, Big data 

and ML technologies. According to Lutrell et al. (2021), as modern marketing practice gets 
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more digital, the application of 4IR concepts such as big data, digital media, and artificial 

intelligence (AI) provides greater leverage to promote the practice of DPR within the online 

shopping space. This being so, and based on the foregoing reviews, DPR can be clearly 

conceptualised as an antecedent to service delivery, e-satisfaction and e-loyalty. 

2.4.4.4.3 Direct Marketing Online 

Direct marketing (DM) is a marketing system that adopts various advertising media to relate 

directly to target consumers (Kotler et al., 2022). The practice of DM focuses mostly on a 

small group of individuals who have a higher prospect of being attracted to the company’s 

products and services. Attracting and maintaining prospective clients is a daunting task, 

which needs data mining to explore the effect of different client drivers (e.g., age, educational 

level, conjugal status) on different offers from the organization (Hosseini, 2021). 

Nevertheless, the practice of direct marketing has become much hassle-free and automated 

through the application of 4IR concepts of automation, robotics, AI and Internet of Things 

(IoT).  

Perčić and Perić (2021) posit that the technological revolution in the telecommunication area, 

coupled with new lifestyle, has facilitated the sale of goods and services via mobile phones. 

This means that marketing-oriented organisations that are more visible online, can have 

direct interactions with their clients, and therefore have the opportunity to deliver customer-

centric services. These direct interactions online should also lead to co-initiation and co-

creation of value that foster mutual benefits for both parties, i.e. the organisation and its 

clients. According to Bauer and Lasinger (2014), one significant benefit of online direct 

marketing is personalisation, which means that there is a dynamic adaptation of the offer to 

suit the preferences of consumers in real-time, unlike print media where it takes so long to 

obtain clients’ feedback.  

2.4.4.4.4 Online Personal Selling 

Personal selling can be defined as boundary-spanning roles meant to induce the purchase 

of goods or services through persuasion, arousal, innovation and creative activities to create 

demand from customers or prospective buyers (Yi et al., 2021). Online personal selling is 

therefore the mechanism by which businesses personally inform, persuade, and remind 

consumers about their products via the Internet and other digital platforms. As a major 

marketing strategy, online retailers try to improve the sales volumes of their products by 

applying online selling. Patma et al. (2021) and Kang and Park (2018) reported in their 

studies that most SMEs in developing economies have applied personal selling online, 

especially on social media, to sell their wares on major e-commerce sites. These platforms 
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offer unique and flexible opportunities for SMEs to list their wares under predesignated 

product categories to their target audience (Yadav, 2022). 

According to Crespo-Almendro and Barry-Garcia (2016), of late, online consumers are 

getting keenly interested in online propositions. Because online selling propositions are 

mainly targeted at consumers, the resultant impact of the exercise easily be monitored based 

on the level of interactions on the website. Jamaludin et al. (2022) also reported from their 

study that a good number of online service providers and destination marketers provide 

freebies to clients for a definite period before requiring them to pay for the product or service 

if they choose to patronize them for some time. This being so, businesses need to package 

their online promotional messages in a manner that attracts customers’ attention, as it would 

in an offline setting.  It is within this context that Jamaludin et al. suggest that businesses 

should employ attractive online contests and sweepstakes to keep their customers excited 

based on their interactions with the website. In the wake of ever-increasing access to online 

resources, e-marketers have every opportunity to adopt Internet technologies and harness 

innovation in planning and implementing advertising, sales promotions, public relations, or 

direct marketing strategies.  

Within the literature on e-marketing mix, some studies have found online selling to be an 

antecedent of the e-marketing mix.  For instance, the study by Zhuo et al. (2019) 

demonstrated that within the context of online retailing in an emerging economy setting, 

online personal selling plays a key role in e-marketing. The authors recommended that 

management should invest in online selling features to promote repeat purchases and e-

loyalty. Studies by Mofoken (2021) and Fitriana et al. (2021) across different sectors reported 

that online personal selling had a direct positive influence on customer engagement, 

satisfaction and loyalty. In a study in an emerging economy like Indonesia, Kurnia and Rifani 

(2020) reported that when online selling is effectively combined with other digital marketing 

strategies, purchase intentions are significantly enhanced, culminating in increased and 

sustained sales. The study by Arori and Rugami (2020) in Kenya revealed that online 

personal selling, when backed by operational efficiency, results in improved sales volumes 

for businesses. The foregoing reviews depict that online personal selling is a key e-marketing 

mix strategy that positively impacts service delivery, e-satisfaction and e-loyalty.  

The above findings notwithstanding, there is evidence to suggest that when buyers become 

accustomed to frequent purchasing online, a salesperson’s opportunity for enhancing and 

sustaining customer relationships through personal contact might become limited (Lawrence 

et al., 2019). The authors suggest that such a situation demands that salespeople devise 

alternative strategies and improve their selling skills to sustain online relationships. In sharp 
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contrast to the positive relationship between online personal selling and e-marketing 

enhancement, Habel & Linsenmayer (2021) have posited that there is a growing tendency 

for relationally-oriented salespeople to refrain from recommending their business’s online 

channel to customers, which could result in a negative association between online selling 

and e-commerce enhancement. Moreover, increased online fatigue among salespeople has 

been associated with higher turnover rates and decreased job satisfaction among sales 

personnel (Pullins et al., 2020). Another setback in online selling is the lack of managerial 

control over sales employees’ activities on social media sites such as TikTok, Facebook, 

YouTube, Instagram, Twitter, Vimeo and related others (Tuimur, 2021). Nonetheless, the 

positive nexus between online personal selling, customer satisfaction, repeat purchases and 

customer e-loyalty is well-established in the literature (Brach et al., 2015). According to 

Bilgihan (2016), online personal selling, when incorporated into online service delivery 

models, enhances consumers’ shopping experience and predicts their online purchase 

behavior. 

Some studies in the past have shown a nexus between online selling, service quality, 

customer satisfaction and loyalty. A study by Siangta et al. (2020) revealed that online selling 

and service quality have a positive influence on customer satisfaction and loyalty. Relatedly, 

Bansal et al. (2015) discovered a positive association between online selling, service quality 

and customer experience. Nonetheless, other studies have shown a negative relationship 

between online selling and customer satisfaction. For example, Eptica (2015) established that 

some online companies failed to honour promises made to their customers during Black 

Fridays and online shopping holidays. The current study, therefore, investigates the 

relationship between online selling, which is part of the e-marketing mix and other e-

performance variables such as e-satisfaction and e-loyalty.  

2.4.4.5 Personalisation  

From a traditional marketing perspective, personalisation can be conceptualised as tailoring 

products, services and content according to customers' specific preferences (Mavriki & 

Karyda, 2017). Within the online setting, personalisation uses insights based on each 

customer's personal and behavioural data captured online to deliver a superior experience 

(Chandra et al., 2022). Azahari (2018) posits that personalisation refers to making an 

impersonal computer-mediated environment appear more personal; for instance, websites 

that welcome users by name and provide individualised service. The concept of 

personalisation has therefore found more prominence within the online marketing space since 

customers tend to deal with inanimate interfaces in their quest to purchase preferred offerings 

online. The current trend of increased adoption of Industry 4.0 practices with online marketing 
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has led to significant improvement in tailoring the online offering to consumer preferences. For 

instance, the application of AI-driven personalization has been found to elicit positive user 

experience and attitude (Lim & Zhang, 2022). More importanty, the advent of modern AI-

powered technologies such as ChatGPT can optimise the personalisation of online offerings 

to potential and existing e-customers. 

Website personalisation has been defined as the process of adjusting the format and content 

of a website to reflect consumers’ desires, demands, and preferences (Annamalai et al., 

2019). From the e-marketer’s standpoint, it is the ability to identify specific clients online and 

relate with them at the personal level, which reflects in the core concept of customisation as 

part of the e-marketing mix. It has therefore become very crucial to be able to identify clients 

on a personal level and gather demographic data about them to offer customized and 

personalised products and services (Rogers & Davidson, 2015). In the online environment, 

the absence of human connections and mediation makes it difficult to determine the real 

clients of a company. This situation notwithstanding, modern websites have been designed to 

gather vital information from users as they interact with the system. The information gathered 

from clients enables e-marketers to personalise their offering in ways similar to offline settings 

(Johnson et al., 2020; Rafieian & Yoganarasimhan, 2021). 

Within the extant literature, online personalisation has been positively associated with e-

service quality or website quality, e-satisfaction and e-loyalty. Some studies in the recent past 

have established positive associations between personalisation, online satisfaction and loyalty 

(Wessel & Thies, 2015; Marzouk, 2016; Bi & Kim, 2020; Angarra & Dirgantara, 2022). Among 

the factors that influence online loyalty, the influence of site personalisation, first impression, 

and website quality have been highlighted (Bi & Kim, 2020; Buhalis et al., 2020). Increased 

levels of online customer satisfaction have also been associated with higher degrees of 

personalisation (Rai & Yadav, 2022). The reasons for these positive associations are not 

farfetched. Since online personalisation is about tailoring a webpage design to suit a 

customer's behavioural needs, it presupposes that personalisation can elicit emotions of liking 

for the site, which could also trigger satisfaction and further visits for the digital experience. At 

the level of interacting with the consumer online, personalisation also includes aspects of 

pricing, timing of an offer, and communication.  

Other studies have shown that e-customers may not necessarily respond positively to 

personalised and tailored offerings online. To wit, personalisation has not always evinced a 

positive association with e-satisfaction and e-loyalty. A study by Griva (2022) revealed that 

https://onlinelibrary.wiley.com/doi/full/10.1002/mar.21587#mar21587-bib-0071
https://onlinelibrary.wiley.com/doi/full/10.1002/mar.21587#mar21587-bib-0111


36 
 

personalised and tailored messages do not necessarily elicit e-satisfaction and e-loyalty from 

online customers, but customers rather respond positively when there is effective 

segmentation of the market. Similarly, the study by Dhingra et al. (2020) in India found that 

personalisation does not positively influence e-satisfaction, e-service quality and purchase 

intention. These conflicting findings in the literature require that further studies be conducted 

to establish concrete empirical evidence regarding the nature of the relationships between 

personalisation and e-marketing performance variables. It must also be emphasised that 

personalisation is distinguished from customisation (Bleier, 2018). With customisation, clients 

select the characteristics of products and services they prefer, whereas in the case of 

personalisation, organisations use search engines to craft goods and services that match 

customers’ preferences based on their profiles as well as online behaviors. This being so, if 

online service providers are unable to employ powerful search engines, AI and big data 

analytics to match customer preferences, personalisation efforts may not yield the much-

desired responses from customers. 

In the literature on personalised online systems, four main recommender systems for 

personalising the offering made to the consumer are highlighted (Alamdari et al., 2022). The 

methods are collaborative filtering (CF) approach, demographic approach, content-based 

approach and hybrid recommender systems. The CF approach produces predictions or 

recommendations for a given user in connection with one or more items. Items can consist of 

anything for which a human can provide a rating, such as art, books, CDs, journal articles, or 

vacation destinations (Cui et al., 2020). In essence, CF connects with other search engines to 

track the behaviour of other consumers with similar characteristics. The e-marketer then uses 

such information to present products to current consumers who exhibit similar behaviours. A 

typical example is Amazon.com’s collaborative systems.  The global e-commerce giant applies 

the concept of CF to recommend products to its online customers, taking a cue from the 

purchases by other people who patronized such items in the recent past. This approach 

however comes with some weaknesses. For instance, “the unstable and complex network 

environment makes it difficult to guarantee the reliability and integrity of the rating data 

collected from other users’ historical service usage” (Wang et al., 2021, p.1). Nevertheless, 

the method is highly recommended when the marketer has limited information about the 

preferences of prospective clients, and in situations where customers do not have sufficient 

product knowledge.  

SMEs have difficulty in providing recommendation services because they have a small user 

base and insufficient budget for developing AI models (Jung et al., 2021). However, by listing 
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their products on online shopping platforms, SMEs and small businesses can leverage CF 

applications provided on these platforms to gain more traction and attention to their offerings. 

Demographic filtering seeks to personalize the recommendation on customers’ profile based 

on the mapping of specific demographics to ratings or buying propensities (Al-Shamri, 2016). 

The main aim of the demographic filtering recommender system approach is to “classify the 

user based on their attributes and demographic data stored in their profiles (i.e., gender, age, 

location, etc.) for suggesting the item” (Anwar & Uma, 2021, p. 2). Content-based 

recommendation primarily places much emphasis on the content of information and proffers 

better suggestions using the particular contextual condition of the user (Aghdam, 2019). More 

often than not, the system pulls the list of interconnected items based on viewing patterns and 

association rules that apply between the items. Therefore, content-based approach tends to 

focus more on ratings, texts, product features, text links, etc. In addition, the user’s inclinations 

may vary in line with the context (disposition, condition, time of day, position, event, etc.). The 

approach is widely accepted and very helpful as it reduces the limitations of conventional 

recommender systems (Anwar et al., 2021). 

As technology continues to take a strong foothold on modern business, the relationship 

between organisations and their clients becomes much more interactive and personal. 

Alimamy and Gnoth (2022) suggest that this relationship is being expressed in the form of 

personalised products with IT giants like Google, Amazon, and Netflix. In a 4IR setting, Desai 

posits that AI-enabled personalisation is a highly contextualised experience for individual 

consumers. The author suggests that such personalisation helps to meet direct and indirect 

needs across each aspect of the consumer’s journey using real-time data analytics (Desai, 

2022). Personalisation has become an integral part of the co-creation process (Ranjan & 

Read, 2016) since customers tend to match their resources with service providers’ value 

propositions to identify their unique preferences.  

2.4.4.6 Privacy  

Privacy has been defined in many ways across disciplines. Among others, privacy refers to 

“selective control of information sharing” with control as the key feature (Trepte et al., 2020). 

Online privacy is the restricted access to one’s online data from other entities, where entities 

can be other individuals, groups or companies (Sindermann et al., 2021). Privacy as a 

component of the e-marketing mix is contrasted with personalisation. To wit, as much as 

businesses want to personalise the relationship with their clients, they also have the right to 

keep personal data private or out of the reach of third parties. Within the context of e-

marketing, the definition by Hong and Thong is much suited to the current study. The authors 
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define Internet privacy as “the degree to which an Internet user is concerned about website 

practices related to the collection and use of his or her personal information” (Hong & Thong, 

2013, p. 276). This presupposes that online businesses should hold their clients’ data with 

utmost confidence if they want to go the long haul with their clients. Azahari et al. (2018) came 

up with the term access control, which emphasises rules and norms that enable people to 

reasonably regulate the amount of information they can give out. When businesses collect 

and keep information about their clients and potential consumers (during the personalisation 

phase of the e-marketing mix), the most important consideration is how and by whom this 

information will be used. The creation and development of an access policy to collect 

information is therefore a major task associated with the implementation of an e-marketing 

plan. 

Huckvale (2019) has suggested that information collected about the customer, how it will be 

used, and whether it will be sold or shared with other parties should be well addressed in the 

privacy policy of the business. This aspect is linked to personalisation, or how information 

about a specific user is collected and preserved. Before launching an e-marketing campaign, 

the business must establish a data gathering, storage, and usage policy. As long as data about 

individuals is collected and retained, it is the marketer's responsibility to address all aspects 

of privacy (Chaffey et al., 2013). Given the sharp increase in the application of online media 

for business transactions, ensuring customers’ privacy online has become very crucial. 

Relatedly, a major videoconference provider like Zoom has been criticised for serious security 

breaches and mishandling of users’ personal data (Hill & Zubielqui, 2022). In the context of e-

marketing mix, privacy is even more vital because there are numerous ethical and legal 

considerations to consider when collecting and using such data (Akter & Wamba, 2016).  

The design and implementation of effective privacy policies are very crucial for a successful 

e-marketing campaign. While the electronic marketplace is rapidly expanding, there are all 

indications that customers are reluctant to participate because they are concerned about how 

their personal information will be utilized (Shaw & Sergueva, 2019). Nevertheless, an 

individual’s concern over privacy issues does not necessarily lead to heightened individual 

privacy protection behaviour online. To wit, the intention not to provide personal data does not 

reflect in their practices as they search for information online. To explain further, as much as 

individuals shopping online are much concerned about releasing their private details, their 

actions or behaviours sometimes appear to be the contrary. Privacy is therefore an important 

component of the e-marketing mix, as it ensures the security of online transactions, which 

should not be accessible to anyone outside of the company (Negger & Uddin, 2020). This 
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implies that online marketing firms owe it a duty to keep their customers’ data confidential, 

restricted and inaccessible to third parties. 

Regarding the issue of online privacy, user trust can be enhanced in circumstances where the 

company can demonstrate enough commitment to disseminate accurate information and 

deliver quality products or services (Williams et al., 2019). The perception of privacy can also 

help shape customers’ evaluation of their online shopping experience, which could have a 

positive impact on their satisfaction and website loyalty (Chen, et al., 2022). If this is the case, 

then it can be argued that online privacy can influence e-service quality as well as e-

satisfaction. This position has been highlighted by some studies in the literature, to the effect 

that online privacy has a positive relationship with service quality, e-satisfaction and e-loyalty 

(Ahmad, 2017). On the contrary, other studies have established that privacy does not have a 

significantly positive association with e-service quality and e-satisfaction (Jameel et al., 2021; 

Al-dweeri, 2019). It therefore makes sense that the role of privacy in enhancing e-service 

quality and e-satisfaction be investigated further, especially from a developing economy 

perspective. 

2.4.4.7 Online Customer Support  

Customer support can be conceptualised as a communication feature that is spearheaded by 

the staff of a company in connecting consumers to service providers. Customer support has 

also been defined as willingness on the part of customer care staff to assist and attend to 

customer enquiries and needs (Sheth et al., 2020). The shifting of business services online in 

response to the requests of online customers implies that there is the need for a 24-hour online 

presence to respond to customers’ demands online, giving credence to the concept of online 

customer support. Maclean and Wilson (2016) define online customer support as the feature 

in online shopping that enables customers to access service-related information from an 

organisation through web-enhanced media. Such support services include help desks, live 

chat, and social network platforms. In the opinion of Pantano and Pizzi (2020), online customer 

support is characterised by virtual human assistance via an online medium that is mostly 

accomplished via AI and chatbots.  

Evidence from the literature suggests a strong association between online customer support 

and e-performance for online firms, and by extension e-SMEs. Recent studies in emerging 

economy settings point to a significantly positive relationship between online customer support 

and e-service quality, e-satisfaction and e-loyalty (Al-Adwan et al., 2019, Khan et al., 2019; 

Rahman, 2022). Despite these findings in the literature, it appears to be the case that some 
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customers are often left to fend for themselves when they meet the business online (Mclean 

& Wilson, 2016), yet most organisations make a promise to provide customers with an optimal 

experience. To ensure effective online support, Hasanov and Khalid (2015) suggest that 

customer support services should be complemented with quality website layout, effective 

logistics management, and efficient product distribution. This being so, the effective utilisation 

of online customer support is likely to elicit positive emotions from customers, based on the 

service support experienced online. Among the support activities needed in transactional 

settings, customer service is one of the most important tasks. The inclusion of time component 

in transactions is linked to the fact that the customer is considered first in the service delivery 

process. Følstad and Skjuve (2019) suggest that the increased availability and sophistication 

of online customer support technologies may not necessarily lead to a corresponding 

reduction in users' need for manual customer services. This presupposes that online support 

services must provide customers with the opportunity to seek information that resonates with 

their unique needs and thereby provide them satisfaction online. 

In terms of incorporating e-marketing into an organisation's strategy, customer service through 

chatrooms has become very critical (Azahari, 2018). A chatroom is a real-time window for 

typing messages when the user is online, used for either interactions during synchronous 

course delivery or office hours or something similar (Michael & Wiliams, 2021). It is common 

knowledge that IT-oriented businesses now have chatbots on their websites so that customers 

can ask questions about offerings, and receive instant responses without having to wait for 

long hours. According to Zaki and Lasi (2020), service quality is one of the measurement 

elements that has a big impact on customer satisfaction and loyalty. Customer service, like 

the other aspects of the 2P+2C+3S in the e-marketing paradigm, is a factor that can affect the 

customer’s perception of the entire brand. Live chat is mostly adopted to give instant customer 

support and vital information to customers. Regarding e-commerce practice, live chat is 

considered as a highly cost-effective means to introduce personal interaction into the online 

shopping encounter.  

2.4.4.8 Online Community  

Hashim and Tam (2018) define online communities as social networks that serve as key 

reference points for people who purchase goods and services online. Online communities 

have also been defined as brand-associated interest groups online that depend on consumer 

engagement in the daily activities of the business operations, and have therefore assumed an 

integral role in terms of value co-creation (Suntikul & Jachna, 2016). Online communities play 

a crucial role by helping potential online buyers to make informed choices as they go through 

https://scholar.google.com/citations?user=0Gd2uYMAAAAJ&hl=en&oi=sra
https://scholar.google.com/citations?user=OgBlBqAAAAAJ&hl=en&oi=sra
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the buying cycle. Online buyers make these value-based decisions by joining online 

communities or reviewing their comments to seek member opinions or recommendations in 

relation to specific goods and services (Hashim & Tam, 2016). Based on the foregoing, it can 

be deduced that online communities are networks for gathering rich and crucial information 

about the business’s services, and for providing highly invaluable feedback to the company in 

terms of how consumers rate the performance of the brand.  

Within the literature, online communities can be conceptualised mainly as a three-dimensional 

construct made up of engagement, personalisation and dependence (Shen & Zue, 2020). 

Engagement relates to the cognitive and affective aspects of consumers in the value co-

creation aspects within the online community. In expanding this view, Chathoth et al. (2016) 

posited that when consumers are cognitively and affectively involved in co-creation, it 

enhances the perception of the experience. Shen and Zue (2020) have defined   

personalisation to mean how consumers, acting as part of the group, can freely talk about their 

aspirations, needs and opinions, as well as communicate their unique preferences within the 

online community. Dependence refers to the extent to which the consumer is attached and 

yoked with other members of the online community (Schwob et al., 2022). The authors have 

suggested that consumers cherish information shared by their colleagues in online 

communities. The foregoing notwithstanding, one can also suggest that the level of 

engagement, personalisation and bonding in an online community could be strongly 

influenced by culture. In other words, the level of bonding and activism within an online 

community could be influenced by the cultural context such as language, belief systems, 

religion, and the sense of sharing.  

Online communities provide immense benefits for newbies who need to find vital information 

and get acquainted with online shopping. Liao et al. (2019) have shared rich insight into how 

online communities work to benefit new online participants and buyers. The authors suggest 

that online communities consist of partners and their associated relationships that are 

identified by similar interests. By this very nature, they can encourage as well as influence 

members to disseminate crucial resources. Online communities therefore set the stage for 

consumers to own and disseminate information to one another, and co-create value for 

themselves (Kamalpour, 2021). If this is the case, then rich online communities can influence 

consumers’ perception and hence satisfaction associated with online brands and the extent to 

which they would remain loyal to the services of the online brand. 
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The Metcalf law (named after Robert Metcalf) asserts that the value of a community is equal 

to the square of the number of components. Put in another way, the value of a community 

increases as the number of members increases. This being so, an understanding of what 

generally influences the perception of an online community’s significance can assist e-

marketers to gain a better view of what influences consumer e-behaviour. However, some 

researchers do not see the value of an online community merely in the numbers, but in the 

value of knowledge and information shared within the group. In the opinion of Shen and Xue 

(2020), online trust is a key factor that affects the value of an online community. Trust can be 

defined as a psychological contract or a definitive faith established among individuals that 

facilitate social cooperation (Nguyen, 2019). The authors argue that in the context of online 

communities, trust is manifested as an individual consumer’s faith in the quality of and 

willingness to accept the disseminated information. Therefore, if consumers in an online 

community do not trust the information disseminated by other members, they are less likely to 

contribute effectively to the value co-creation process. This being so, online communities must 

be seen as one of the key ingredients for advancing the course of e-marketing. 

2.4.4.9 Site  

The location where e-marketing activities take place is referred to as the site, which in essence 

is the website. Customers come across numerous websites as they surf on social media. 

According to Hult et al. (2019), customers appear to be satisfied with highly interactive 

websites that quickly process their orders placed online. A well-designed website can be 

considered a powerful online portfolio for an organisation that engages in online or traditional 

business. A website is the online presence of an e-business enterprise. Electronic e-

commerce has dominated commercial activities in this era of digital technology. Azahari et al. 

(2018) posit that most of the e-marketing functions occur on this unique location, which is 

accessible to clients and key stakeholders through a variety of digital applications. Haudi 

(2022) suggests that the e-SME’s site is a platform that can be accessed by customers from 

various times and places to increase customer satisfaction and customer loyalty and by so 

doing help the small business gain competitive advantage.   

The site is key to the modern firm’s success, as it acts as the main channel of communication 

between the firm and its clients (Kleinlercher et al., 2018). This presupposes that a business 

organisation that desires to stay relevant to customers’ needs and stay ahead of the 

competition must dedicate funds to maintain the website and keep the content updated. Di 

Fatta et al. (2018) conducted a meta-analysis on user-perceived web quality, and concluded 

that a good website has a great influence on relevance, ease of use, and entertainment. 
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Pawlasová and Klézl (2017) studied 169 respondents from Korea and established a positive 

relationship between website quality and trust in online shopping. Many past studies found a 

positive association between web design and customer satisfaction and loyalty (Kaya et al., 

2019).  

The foregoing discussions notwithstanding, quality site design for an online business may not 

necessarily lead to satisfaction for all online consumers. According to Miao (2021), it is not 

feasible to make a universally appealing website, and it would be more appropriate to develop 

an online business’s website based on culture and unique customer preferences. Patrada and 

Andajani (2021) posit that another dimension that can predict satisfaction for an e-shopping 

site is the quality of information. Researchers believe that websites with clear, updated and 

precise information can engender favourable consumer behaviour toward the organisation’s 

products and services. Relatedly, the literature suggests that consumers’ intention to rebuy in 

a B2C e-commerce context is related to the quality of health of websites. The foregoing 

reviews demonstrate that effective site management can enhance customer satisfaction and 

sustainable customer relationship (Lai et al., 2020). 

Chen et al. (2017) have suggested that an e-marketing website performs two major tasks: 

information delivery and service provision. In terms of information dissemination, the website 

is the main platform via which the firm conducts its marketing communication tasks, by sharing 

relevant details about product benefits, price, after-sales service, promotional offers, customer 

support services, etc. It is also an opportunity for buyers to reduce transaction costs by taking 

advantage of the platform to save information search costs (Sun & Zhao, 2021), and by so 

doing, consumers realise economic satisfaction (Xiao, 2018). In terms of service delivery, 

quick response time of the system, excellent security provision, and ease and speed of 

payment engender customer satisfaction in the shopping encounter (Liu et al., 2018). The 

foregoing discussions suggest that a successful e-marketing campaign is so much dependent 

on some key attributes of the site which include: site design, cultural background of customers, 

security provisions, information quality and payment systems employed. These important 

ingredients are likely to engender e-service quality, e-satisfaction and e-loyalty. 

2.4. 4.10 Security 

In an attempt to purchase products online, the potential consumer does not have the 

opportunity to have physical contact with the products that they want to possess. This implies 

that the business must ensure that the service encounter is conducted in an environment of 

utmost security. Again, given the fact that customers do not have the opportunity to feel the 
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product, and even try it out, there is general hesitancy on the part of the average online buyer 

to buy the product (Miao et al., 2021). Given this scenario, the security function has become 

a crucial part of e-marketing since businesses began to be conducted online (Masengu et al., 

2022; Srivastava., 2022). However, determining a website's security level in terms of credibility 

and reliability is a difficult undertaking, and especially the variable of credibility of an e-

marketing website is one that is difficult to assess (Fan et al., 2016).  

Potential customers on an e-shopping website usually realise how credible a site is by visiting 

e-forums for feedback on others’ experience regarding safety on the site. Abdelwahab & 

Abraham (2015) suggest that credibility is a variable that is not easily quantified, especially 

within the short time that the customer may want to spend shopping on the site. Credibility is 

required for individuals to use the business’s service online, download software, click on 

advertisements, and eventually register with their credentials and private information. As a 

result, the credibility of a website is linked to the concept of a successful business (Lasi., 

2021). Given the foregoing scenario, it becomes quite obvious that online security would have 

an impact on the level of service delivery, customer satisfaction online, as well as customer 

loyalty. 

 

2.4.4.11 Sales Promotion Online 

Sales promotion is often employed in traditional marketing, and has become an efficient 

method for achieving immediate and long-term sales targets. Armstrong et al. (2014) define 

sales promotion as an attractive motivational offer for consumers that can motivate them to 

increase their level of purchases within the immediate or short term. Mandolfo et al. (2022) 

suggest that sales promotion is a set of incentive tools, mostly designed to engender quicker 

or patronage of specific products or services by consumers within the short term. Sales 

promotion therefore involves the manipulation of several controllable variables by the marketer 

to encourage consumers to purchase products quickly, and thereby increase sales volumes 

within the short to medium term. Sales promotion is therefore a short-term strategy applied by 

marketing-oriented organisations to acquire new users, persuade consumers to use newly 

developed products, and also promote impulse buying (Nadia et al., 2021).  

 

The online value chain can provide several options for advertising items and services in an e-

commerce setting (Li et al., 2019). Online sales promotion includes several options such as 

discount codes, offers and coupons as well as monetary promotions such as price deals, 

discounts and coupons, and non-monetary promotions such as gifts (Pan et al., 2022). Within 

the online setting, customers may be offered discounts through the business’s website. For 
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example, e-coupons could be offered to customers who have made orders up to a qualifying 

quota. The application of this strategy online is often based on marketers' ability to think 

imaginatively, as online competition for customers is very keen. To efficiently leverage modern 

Internet technologies and developments, the e-marketer must always engage in current 

research to stay competitive. This requires the integration of big data technology and new 

Internet-based retail techniques to inject freshness into the online marketing campaign (Cao, 

2022). Online promotional strategies therefore require a constant monitoring of the external 

environment to take advantage of new opportunities and manage threats. Popular online sales 

promotion strategies that are often used are online coupons, online price discounts, and free 

shipping that influence customers to buy. In addition, advertisers can use various forms to 

promote their products through the Internet, which include coupons, illustrations, price offers, 

sweepstakes, and contests. Consequently, it can be determined that sales promotions have 

a useful outcome on e-satisfaction and repurchases (Purwanto, 2022; Alalwan, 2020). 

 

The key benefits associated with online sales promotion as outlined by Crespo-Almendros 

and Barrio-Garcia (2016) include price savings, quality purchases, convenience, expression 

of value, exploration and entertainment. Within the extant literature, these benefits can be 

grouped under utilitarian and hedonic benefits. Benefits considered utilitarian comprise price 

savings, quality and convenience (de Lima & Monteiro, 2022), as these help the consumer to 

increase satisfaction derived from the purchase, and efficiency regarding the purchase 

experience (Chiu, 2014). On the other hand, hedonic satisfaction includes entertainment, 

exploration and expression of value, as these generate a sense of pleasure, emotions and 

pride (Crespo-Almendros et al., 2022). 

The foregoing benefits notwithstanding, some previous studies show that consumers 

associate a brand with low quality purely because it is being promoted online. Crespo-

Almendros et al. (2022) have suggested that when different brands are placed on special offer 

at the same time, promotion is not quite rewarding. The reason is that the impact of monetary 

promotion on perceived quality decreases when one or two brands are displayed concurrently 

(Shanahan et al., 2019). It has also been found that buyers who are familiar with the features 

of brands are less likely to consider an online sales promotion as a sign of quality (Ladhari et 

al, 2019). Furthermore, satisfaction levels have been found to decrease among loyal 

customers in the post-promotional period Shih et al. (2022), especially when the product is the 

sole one that has been promoted (Crespo-Almendros, 2022). 
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2.5 CONCEPT OF E-SERVICE QUALITY 

2.5.1 Definition of E-Service Quality  

 

Prakash and Srivasta (2019) define services as consisting of two elements: "what" and "how." 

The "what" aspect describes the service's output, or what is supplied. The "how" 

aspect describes the service delivery process, i.e., how it is carried out. Because services are 

provided by humans, there is a higher likelihood of variation in both the result and the delivery 

process. However, the quality of service has a favorable impact on consumer satisfaction as 

well as loyalty to the seller (Tzavlopoulos, 2019). Zhu and Sharp (2022) define service quality 

as an evaluative function performed by customers by way of comparison between their 

expectations before purchasing the product and the actual performance of the product post-

purchase. Within the sphere of the provision of services through an online medium, the extant 

literature is replete with the term electronic service quality. Electronic service quality as a 

concept is ascribed to services offered in an online setting. Lai et al. (2018) have redefined e-

service quality to involve technology-based services via the web, momentary communications, 

goods and services, and purchasing and delivery. A common feature that emerges from the 

foregoing definitions is the delivery of quality service via a web-mediated platform. Thus, the 

rapid growth in e-service quality on the web can attract brick-and-mortar companies to take 

advantage of e-services to acquire new customers and become effective in customer service 

delivery. Collier and Bienstock (2015) underscored this fact by asserting that e-service quality 

reflects users’ perceptions about the quality of service delivery as well as prompt interventions 

to avoid service failures. In essence, e-service quality can be described as the perception of 

service quality on the web adapted to customer assumptions about an offering (Al-Dweeri et 

al., 2017). 

Within the context of e-shopping, e-service quality has been described as the degree to which 

a website efficiently and successfully supports shopping, purchasing, and post-interaction 

service aspects (Dhingra & Ghupta, 2020). According to Raza et al. (2020), the potential 

benefits of the Internet in facilitating business are best realised through the highest standards 

of e-service quality. The authors suggest that online customers can recognise the potential 

advantages of the Internet through e-service’s outstanding delivery. Based on the foregoing 

definitions, it can be stated that e-service quality refers to an organisation's ability to employ 

the Internet to deliver services promised to prospective buyers. E-services, e-retailing, 

website-based services, and e-banking are four major categories in which e-services can be 

found. However, there is no apparent distinction between these four contexts, and the majority 

of studies have been conducted in these four settings (Blut et al., 2015). 

https://scialert.net/fulltextmobile/?doi=rjbm.2015.422.442#1290895_ja
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2.5.2 E-Service Quality Scales 

According to Sharma et al. (2018), within the extant literature on service quality, the most 

prevalent scale to measure offline service quality is the SERVQUAL model, propounded by 

Parasuraman et al. (1985). The spread of the Internet and the resultant growth in e-commerce 

activities have led to the development of numerous service quality scales from an online 

perspective. Thus, the SERVQUAL model has metamorphosed into different models from a 

web-marketing perspective. With the increasing importance of e-service quality in online 

marketing, researchers have designed key dimensions of e-service quality to measure 

consumer perception of e-service quality (Kaya et al., 2019; Shankar & Datta, 2020).  

Within the extant literature, the main factors that go into determining the quality of an e-service 

procedure are privacy, design, information quality, ease of use, and functionality/system 

availability (Goutam et al., 2022). The term "privacy" refers to a company's refusal to share 

information with third parties unless the client consents. Customers’ major privacy concerns 

while shopping online are connected with the protection of their personal data and the online 

seller’s use of data shared online (Sengupta, 2022). So long as the customer is online, there 

should visual signals to let customers know that a secure connection has been established. 

This can enhance the customer’s perception that his/her privacy is assured. Design refers to 

the visual appearance of a website in terms of color, animation, style, display, features and 

format. The design of an e-shopping site is very vital for easy product identification and a 

reduction in search time (Rahi et al., 2020). This presupposes that design is a key factor in 

ensuring service quality in online shopping. Information quality has been defined by (Tzeng et 

al., 2022) as consisting of information relevance, completeness, exactness, and consistency. 

The presentation of information about a product or service in a clear and concise manner can 

therefore influence the perception of the level of quality of service delivered on a shopping 

site. Consumers believe that ease of use is one of the most significant features of the Internet. 

Ease of use refers to the consumer’s judgement (whether positive or negative) in terms of the 

amount of effort needed to learn and apply a new technology (Singh et al., 2020). Functionality 

simply refers to the ability of the website to provide the customer with their needs, as long as 

they comb and navigate on the website in search of their ends. The factor of functionality 

specifies that a website's pages load quickly and that links do not lead to dead ends. 

Functionality also refers to the capacity to appeal to a broader audience through multilingual 

translations and accessibility and services for people with disabilities. These dimensions play 

an important role in the consumer evaluation of an e-service retailer's experience.  
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2.5.3 E-service Quality Dimensions  

The dimensions used in previous studies reflect the nature of e-service quality which is 

relatively complex and comes with multiple dimensions in an online business environment. 

Some researchers describe the dimensions using different terms in different studies, others 

also use similar labels dimension with different definitions, and some apply similar dimensions 

using two different constructs.  For the purposes of this study, and within the context of SMEs 

selling online, the scale developed by Yang et al. (2004) has been adopted. The main 

dimensions of the scale are discussed under the following headings.  

 

2.5.3.1 Efficiency 

The efficiency of an online service provider is a crucial measure of e-SQ in several e-services 

contexts (Shankar & Datta, 2020). Efficiency can be defined as the speed and convenience 

with which customer queries are answered, orders are acknowledged, and how delivery and 

payment information are provided timeously via automated responses (Singh, 2020).  Some 

researchers have also defined efficiency from the point of view of the website used in providing 

an electronic service. In this sense, efficiency can refer to the ease and speed of accessing 

the online shopping site (Nurittamnot, 2022).  Similarly, Al-dweeri (2017) defines efficiency as 

the ability of the website to offer important information to customers to help them find their 

desired products or services with minimal effort.  Efficiency can also be linked to the online 

shopping site as being user-friendly, well-organised and requiring minimal customer 

information. In the view of Mahadin et al. (2020), the efficiency dimension of e-service 

provision relates to informational content, website design, website updating and usability. It 

stands to reason that if these efficiency requirements are met in online shopping, then 

efficiency is likely to have a positive impact on e-customer satisfaction and e-loyalty. This 

position is supported in the literature by the works of Kao and Lin (2016), Khan et al. (2019), 

and Mahadin (2020). 

Numerous studies found that efficiency has a positive relationship with customer satisfaction 

and loyalty (Kemény et al., 2016). Similarly, according to Elsharnouby and Mahrous (2015), 

efficiency mostly affects customer satisfaction and repurchase intention. Yet still, studies show 

that efficiency has a significant positive influence on both e-satisfaction and e-loyalty (Sasono, 

2021). Research conducted by Khan et al. (2019) and Nasution et al. (2019) revealed that an 

improvement in efficiency online can increase both e-satisfaction and e-loyalty. However, 

some studies found that efficiency does not necessarily influence e-satisfaction (Celk, 2021). 

Others found that efficiency did not directly influence e-loyalty, but rather indirectly through e-

satisfaction (Malnaad, 2022), and e-trust (Othman, 2015). Research conducted by Othman et 

al. (2015) claimed that efficiency in online shopping does not have a significant positive 
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influence on e-loyalty as suggested in previous studies. The author concluded that efficiency 

cannot be a predictor of e-loyalty in online buying settings. 

2.5.3.2 Content 

According to Nitu et al. (2021), first-time users usually recommend websites that provide useful 

information. Information content on a website is described as the communicated material on 

the site, and it might comprise a variety of things including service offering details, order status 

or tracking, business policies, or public relations.  The content must be interesting, fulfilling 

and engaging, and should provide avenues for customers to transact business freely and 

provide feedback through different routes on the platform. In the opinion of Sadeqiarani (2022), 

the efficient and effective improvement of the content and structural quality of e-services not 

only protects organisational resources but also guarantees the satisfaction and loyalty of the 

organisation's customers.  It can therefore be suggested that the provision of updated and 

user-relevant information can significantly lessen the customer's burden in finding useful 

content.  

Key studies have found a positive association between website information content on e-

satisfaction and e-loyalty. A study by Vijay et al. (2019) in an emerging economy context in 

India found that web informativeness, web entertainment and effectiveness of information 

content affect e-satisfaction and e-loyalty. The study further revealed that the effectiveness of 

information content and web informativeness are the strongest predictors of e-satisfaction in 

an online shopping context. Winnie (2014) studied how website quality dimensions affect e-

loyalty, design, content, and structure. After examining the responses from Malaysian Internet 

users, she found that content is the only dimension of service that affects e-loyalty positively. 

Similar research from both developed and developing country perspectives has shown that 

attributes such as information content positively affect consumer loyalty in online shopping 

and engenders revisits to the website in the future (Giao, 2020). Malnaard et al. (2022) posit 

that there is a stronger relationship between online client satisfaction and online client loyalty 

in the case of online services that provide quality content on their sites.  

The foregoing findings notwithstanding, some studies have found insignificant associations 

between web content dimension, e-satisfaction and e-loyalty. The study by Goutam et al. 

(2021), from an emerging economy perspective, found that though e-service aspects of 

content positively impact e-satisfaction and e-loyalty, customers are rather much concerned 

about issues of price, product quality and prompt delivery of promises made. A similar study 

by López-Miguens and Vázquez (2017) found that website content does not have a direct 

effect on e-loyalty and that this relationship is mediated by e-satisfaction and e-trust. Yet still, 

other major empirical studies have found that information content alone does not positively 
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impact e-satisfaction; rather, this relationship is moderated by website familiarity (Khan et al., 

2019) and mediated by shopping values (Vijay et al., 2020) and hedonism (Mohammadi & 

Dickson, 2021). 

2.5.3.3 E-Trust 

E-trust is the belief that consumers have in the online seller to act in their interests, maintain 

honesty in transactions, provide goods and services as promised, and offer good electronic 

services so that they are comfortable doing transactions (Juwaini, 2022). According to Bhat & 

Darzi (2020), several studies have concluded that trust is the most significant determinant of 

Internet service provision. When a discrepancy emerges, the information placed on the site 

must be adhered to by its printed words; otherwise, the institution loses its trust and good faith. 

In fact, due to the difficulties of evaluating e-products or e-services before acquiring them, as 

well as additional worries about payment and delivery terms, clients perceive online 

transactions to be riskier (Ghali, 2021). To increase customer trust, online sellers must provide 

clear, complete and accurate information so that customers feel that online stores prioritise 

quality online services (Juwaini et al., 2022). Again, adding features that improve the website's 

social presence gives customers the impression that the company is attempting to provide 

good customer relationship management. The effect is to increase consumer patronage 

through increased consumer trust (Wang et al., 2022). 

According to Robinson (2018), trust in the Internet and trust in the organisation can generate 

a positive attitude on the side of consumers towards disclosing personal data online. Again, 

perceived purchase benefits are also very significant in influencing consumers towards 

revealing personal data online However, businesses face a dilemma. On one hand, they must 

improve e-security measures to gain consumer confidence, possibly by making prominent 

statements about privacy and security issues on their websites. On the other hand, overly 

strict protection measures may cause significant inconvenience. Clients may become irritated 

if they are automatically logged out due to a timeout while accessing sections other than 

transaction pages. As a result, before putting in security measures, it is necessary to 

understand how people use websites. 

Within the extant literature, e-trust has been frequently associated with e-service quality, e-

satisfaction and e-loyalty. Fernández-Bonilla (2017) has posited that the e-trust of Internet 

users is very dependent on the quality of electronic services provided (e-service quality) since 

trust is very dependent on the level of security when they make transactions. Again, online 

consumers expect online sellers to react positively in line with the interests of consumers, 

maintain honesty in transactions, and provide goods and services as promised, so that they 

could be comfortable and secure doing transactions (Della Prisanti, 2017). This being so, e-
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trust can be associated with e-satisfaction as long as the expectation of the e-customer is met. 

In line with this reasoning, some past studies on B2C relations online have found positive 

associations between e-trust and e-satisfaction (Al-dweeri, 2017; Wibowo, 2019, Gharibi et 

al., 2020).  The positive nexus between e-trust and e-satisfaction implies that when customers 

experience trust in an online store, they will feel comfortable and confident when shopping 

online. In terms of the relationship between e-trust and e-loyalty, trust has been shown to 

reduce customer uncertainty and vulnerability in the online service context (Juwaini et al, 

2022). If this is so, then trust can positively influence e-customers to keep coming back to the 

online store for repeat transactions. Accordingly, several previous studies across different 

jurisdictions and sectors show that e-trust is positively related to loyalty (Al-dweeri, 2017; 

Gharibi et al., 2020; Melani & Rahmiati, 2021. Wijaya, 2021).  

The foregoing associations notwithstanding, some studies did not find a significant association 

between e-trust, e-satisfaction and e-loyalty. The study of Juwaini et al. (2022) in Indonesia in 

the online shopping sector revealed that e-trust had a negative and insignificant relationship 

with e-satisfaction, although it had a positive association with e-loyalty.  

2.5.3.4 Reliability 

According to Narteh (2015), reliability is the ability of the online shopping site to execute the 

service just as promised, dependably and consistently. Ennew et al. (2013) revealed that 

reliability could be considered as the extent to which customers can rely on the service 

promised by the organization. The reliability dimension is comprises items that relate to 

accurate online transactions such as accurate records, correct performance, and fulfillment of 

promises. Xifei and Jin (2015) define e-service reliability as the ability to fulfill the promised 

service accurately and integrally based on web technology. Service reliability requires 

companies to perform accurately and timely, and avoid mistakes at their best. When shopping 

online, customers rely on the information and promises provided by online retailers to make 

decisions. If online retailers’ service reliability is low or undependable, customers’ perception 

of the low service quality may have negative effects on repurchase intention and word-of-

mouth. Therefore, how to improve service reliability has become a challenge for online 

retailers. This implies that an understanding of the dimensions of e-tailing service reliability 

provides guidance for online retailers to improve service quality and enhance customer loyalty. 

Service reliability is one of the most important factors for assessing the quality of service 

delivered in an online environment (Abdirad & Krishnan, 2022; Law et al., 2022; Lai et al., 

2022). Prentkovskis et al. (2018) have suggested that the greatest dimension influencing 

service quality to customers is the dimension of reliability.  Within the online services literature, 

reliability connotes the delivery of goods in a concise and correct manner. Therefore, service 
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reliability is also a crucial factor influencing consumer perception about the quality of services 

delivered online and offline (Koay et al., 2022).  

The most important factors that help in the retention of customers in an online setting are 

accuracy in meeting orders, maintaining accurate records and quotations, accuracy in billing, 

and fulfilling promised services (Peng & Moghavvemi, 2015). These are the basic components 

of reliability within the e-marketing space. The extant literature shows that reliability has a 

positive and significant effect on customer satisfaction (Pakurár et al., 2019). The reviews thus 

far show that that reliability is the most prevalent and dominant dimension that predicts 

customer satisfaction in an online shopping context. 

2.5.3.5 Responsiveness 

Responsiveness is the speed with which a company responds to a customer's request, 

resolves a customer's problem, and delivers services (Sparks et al., 2016). Within the context 

of online shopping, responsiveness is defined as the speedy handling of problems and returns 

through the site (Tan et al., 2018). It is the organisation’s ability to professionally handle 

customer complaints emanating from transactional and operational hitches.  In addition, it is 

the extent to which the business puts in place recovery measures to solve online delivery 

failures (Salome et al., 2022). Responsiveness is the desire and ability to assist clients by 

giving quick service and feedback, and dealing with consumer requests, inquiries, complaints, 

and difficulties. Responsiveness also includes the idea of adaptability and the ability to 

redesign a service to suit the needs of the consumer. 

Because technology cannot be considered infallible, there will always be certain system 

failures in the quest to deliver online services online. As a result, it is only wise for service 

providers to put in place measures to fix such failures as a matter of urgency, and hence 

responsiveness. According to Nartey (2015), the ability to handle customer questions, 

concerns, and frustrations is essential to the perception of e-service quality. Responsiveness 

is an important component in most electronic service quality ratings. Acceptable customer 

recovery methods might range from a simple apology to compensating consumers for losses 

incurred whiles online (Narteh, 2013). The extant e-marketing literature has recognised 

responsiveness as a crucial factor of Internet marketing and e-service quality.  

2.5.3.6 Ease of Use  

Ease of use has been defined as “the degree to which the e-channel can be understood and 

operated in a simple and easy way. It also refers to the ability of a customer to find information 

or enact a transaction with the least amount of effort” (Ighomereho et al., 2022. p. 7). The term 

refers to the moderate effort needed to navigate a website, well-organised and easy-to-follow 

catalogues, and ease of completing a transaction online. According to Jameel et al. (2021), 
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online transactions can sometimes be confusing and scary to some users, therefore, the ease 

of use of the shopping site is an important factor in the quality of e-service. According to Hsu 

(2012), an easy-to-use interface for a shopping site plays a crucial role in creating a rich 

experience for the user. If the difficulties of use cannot be surmounted, then the user would 

not enjoy the shopping experience online. If this is the case, then the ease of use of a shopping 

website can engender satisfaction from customers online. In the opinion of Gulfraz et al. 

(2022), ease of use refers to to relative enjoyment whiles on the platform, so that the easier 

the system is to use, the more enjoyable it is. This positive online customer shopping 

experience can therefore result in impulse buying behavior. This further suggests that a 

positive online shopping experience due to ease of use may influence customers to engage 

in more shopping on the site (Anshu et al., 2022). Mutahar et al. (2020) lend support to this 

position by positing that there is a relationship between ease of use and perceived usefulness 

in attitude towards the use of technology. Given the foregoing discourse, it can be suggested 

that ease of use is a significant antecedent of service quality in online shopping settings.  

Taking into consideration the foregoing discussions on the relationship between ease of use 

and e-service quality, it is clear that the extant literature for online marketing is replete with 

empirical findings that suggest that ease of use positively impacts e-service quality. Ha Nam 

Khanh (2020) has suggested that the simplicity and smoothness of an online transaction 

process are of critical importance to ensure customer quality service delivery on the Internet. 

The study by Alalwan et al. (2016) revealed significant results between ease of use and e-

service performance. To sum it up, a good number of studies across sectors have found ease 

of use to be one of the major antecedents of e-service quality (Nartey, 2013; 2015; Al-Hawary 

& Obeidat, 2017; Tan et al. 2018; Ighomereho et al., 2022). 

2.5.3.7 Security 

The concept of security in an online shopping setting pertains to the ability of an organisation 

to protect customers’ private information from unauthorised access. The term refers to the 

assurance of the security of electronic card payments and privacy of user information (Rita et 

al., 2019). Since many customers are concerned about the risk associated with online 

transactions and privacy of sensitive personal information, the assurance of security can be a 

measure of the quality of service provided in an online shopping setting. The perceived lack 

of security on public or private networks impedes the provision of service quality in online 

settings (Chaimaa et al., 2021). Personal information that is transmitted to vendors from 

consumers can be coded and decoded using encryption algorithms. Additionally, many 

consumers desire to retain some level of privacy or anonymity.  

https://www.sciencedirect.com/science/article/pii/S2405844019366198#bib3
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Hussain (2014) has suggested that security is rated as the most significant by customers and 

that e-service quality is directly associated with the customer’s perceived sense of security. In 

the opinion of Vatolkina et al. (2020), security should be considered a basic attribute that leads 

to customer dissatisfaction if not present. This means that even when customers perceive 

security of an e-service is high, it has no influence on their intentions to adopt an e-service or 

continue using it. On the contrary, if the perceived security is low, it will negatively influence 

the decision and decrease the value of the e-service quality.  

In a study related to online shopping in Indonesia, Wijaya (2022) reported that there is a 

positive and significant relationship between e-security and the quality of delivery services, 

especially during pandemic times. Similarly, Chen et al. (2022) posit that security issues 

constitute a key source of worry for users when making purchases on websites. Consequently, 

assurance of security for online users can guarantee them ‘peace of mind” and a sense of 

satisfaction to shop freely on the site. To this end, a study in Indonesia by Alwafi et al. (2016) 

on shopping on Tokopaedia.com reported that security has a positive influence on consumer 

repurchase intention. These emerging economy studies reflect the fact that there is a 

consensus that improvement in online security more often than not leads to positive reactions 

from customers and repeat patronage of the e-business’s services. 

The foregoing narrative notwithstanding, a few studies have reported an insignificant 

relationship between security and online purchases. In a study in Taiwan conducted on valid 

Internet users with online shopping experience, Teng et al. (2018) reported that security 

factors were not of significance in terms of purchase intentions, but rather the most influential 

factor was the aesthetic appeal of the shopping site. This finding was quite contrary to their 

expectations. Similarly, a study in Vietnam on e-shopping by Nguyen et al. (2022) reported 

that security issues did not influence e-shopping intentions for Gen Z e-shoppers and that 

these new generation shoppers’ repurchase intentions were rather influenced by perceived 

benefits and psychological ownership of the brands listed on the shopping sites. 

2.5.3.8 Product Portfolio  

This dimension refers to the range and depth of products/services, and with free service 

offerings. Many customers seek services that are unavailable in their local outlets. According 

to Tzeng et al. (2020), online users search through the business’s web pages for relevant 

product information to initiate a purchase intention or decide to make a purchase. Thus, 

consumers access their preferred products by filtering through the web pages, and not just 

seeing the products lumped together on the same page (Mofokeng, 2021). This implies that a 

clear and efficient categorisation of products can ease customers’ search for their preferred 

products, reduce data costs from searching, and enhance service quality provision on the 
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shopping site. Additionally, Park et al. (2015) posit that consumers do not consider visual 

displays of products in isolation, but do consider other related factors when developing their 

perceptions. Therefore, a limited selection of products/services or outdated information is most 

likely to prevent numerous customers from purchasing online. The foregoing review suggests 

clearly that quality product classification, characterisation and categorisation can greatly 

enhance e-service delivery to customers who shop or intend to shop online. 

A correct display and categorisation of products help to facilitate easy identification of products 

and engender some good measure of satisfaction from e-shoppers. Mofokeng (2021) posits 

that effective categorisation helps consumers to search the website easily with enhanced 

pleasure, which will ultimately lead to an increased desire to buy more on the site. Within the 

vast literature on e-marketing, there is ample evidence to support the position that an elaborate 

product display engenders satisfaction, which further leads to an increased possibility of a 

match between consumer desires and listed options (Alavi et al., 2016; Ladhari et al., 2019; 

Brusch et al., 2019; Mofokeng, 2021). 

According to Xiao et al. (2018), the vast evidence on online marketing indicates that 

consumers shop online for benefits, product alternatives, and reliable delivery services which 

contribute significantly to greater website satisfaction (Tzeng et al., 2020). The extant literature 

provides enough evidence that enhanced product descriptions lead to better attitudes toward 

online shopping (Park et al., 2015), as well as greater e-loyalty (Garcia et al., 2020; Pandey & 

Chawla, 2018). Studies by Rita et al. (2019), Ahmad et al. (2017) and Brusch et al. (2019) 

have reported that the provision of commensurate and reliable information on available 

products contributes to the formation of e-loyalty among online shoppers. A review of the 

expanse literature however shows a dearth of information on scales for measuring the impact 

of product display on e-satisfaction and e-loyalty. Brusch (2019) and Mofokeng (2021) also 

share this view in their works on the relationships between online shopping, e-satisfaction and 

e-loyalty. 

The above findings notwithstanding, other studies demonstrate that extensive product 

displays do not necessarily lead to satisfaction unless they are backed by ease of navigation, 

convenience and excellent service delivery. Reatedly, the study by Christodoulides and 

Michaelidou (2010) found that apart from excellent product portfolios, convenience, shopping 

motives and variety-seeking behaviours fully intervene to engender satisfaction from online 

consumers. The study by Keerthika and Saravanan (2020) found that an expanse product 

portfolio does not always lead to satisfaction in an online environment, as customers have 

diverse demographics. Therefore, online sellers need to find ways of matching products to 

consumer demographics, as is the case for offline settings. 
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2.6 E-SATISFACTION 

2.6.1 Customer Satisfaction 

Satisfaction is defined as "the sensation of contentment or dissatisfaction that occurs in an 

individual as a result of a product's actual and expected performance" (Raza et al., 2020. p. 

6). According to Kotler and Keller (2016), customer satisfaction is the individual's sensation of 

joy or disappointment by comparing the performance or results felt from shopping online to an 

ealier expectation. Customer satisfaction can also be defined as the attitude or mood of the 

client after the utilisation of a good or service (Dam & Dam, 2021). Customer satisfaction is 

therefore based on perceived performance vis-avis expectations. In other words, customer 

satisfaction is an evaluation of a customer's whole consumption experience (Jaapar et al., 

2017), as judged by the cognitive worth of the services given (Tutuncu, 2017).  

Customer satisfaction is critical in all industries (Pooya et al., 2020; Tseng & Wei, 2020), and 

it is measured by the number of people who pay for goods or services and use them (Ingaldi 

& Ulewics, 2019). The concept of customer satisfaction is critical to a company's long-term 

performance, and has therefore become the most investigated topic in marketing (Khadka & 

Maharjan, 2017). Given this backdrop, it can be suggested that the concept of online customer 

satisfaction is of prime importance for the long-term success of businesses operating online. 

In terms of the online consumer buying decision process, it is common knowledge that 

customers set their own satisfaction goals, search for knowledge by participating in online 

reviews, compare and weigh options, and finally decide to make a purchase online. Customer 

satisfaction is associated with high-tech electronic marketing, business performance, and 

customer intentions. When the customer is satisfied, business performance is enhanced and 

hence the business can flourish. Satisfaction therefore has a strong connection with the quality 

of service provided (Khatoon et al., 2020). Within the e-marketing literature, the concept of e-

satisfaction has become very important in terms of online marketing activities and e-commerce 

in general. 

2.6.2 Definition of E-satisfaction  

Within the existing literature on e-marketing, the concept of e-satisfaction (or e-customer 

satisfaction) has gotten a lot of attention (Mohammed et al., 2016). The notion has also been 

described as a complete examination of a website user's relationship with an e-tailer (Jeon & 

Jeong, 2017). Within the context of online transactions, e-satisfaction is the experience felt 

when the performance of a service meets the consumer’s expectations. Ahmad et al. (2017) 

describe e-satisfaction as the level of satisfaction service buyers express when they compare 

their current buying experience to future occurrences. In the opinion of Wilson (2020), e-

satisfaction is defined as a consumer's assessment of an organisation’s capability to fulfill or 
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exceed his/her expectations of the goods and services proposed online. According to Beyari 

and Abareshi (2016), as cited by Trinanda et al. (2021), e-satisfaction is a customer's 

satisfaction regarding his/her previous purchase experience with an e-commerce 

organisation. E-satisfaction, in the context of online retailing, is defined as a customer's 

evaluation of an e-retail service based on their previous purchasing experience (Rodriguez, 

2020). 

 

In both traditional and online business environments, e-satisfaction has been identified as a 

critical component in determining long-term interactions between enterprises and consumers. 

E-satisfaction is therefore based on online experience, and it represents consumers' 

perceptual fluency in exploiting information encoded online, which then informs their cognitive 

efforts as well as their virtual environment selection (Tran et al., 2019). Satisfaction in the 

digital domain (i.e., online satisfaction) is presently a hot topic for debate, as it has emerged 

as a critical aspect of a company's competitive advantage in the market (Zeglat et al., 2016). 

Because of its various interconnections with other variables, e-satisfaction appears to be a 

tough notion to describe. A number of scholars have modelled the relationship between e-

service quality and satisfaction to include information quality and customer expectation 

matching (Zeglat et al., 2016). 

 

2.6.3 Dimensions of E-Satisfaction 

2.6.3.1 Website Quality 

Customers, while browsing social media, are exposed to hundreds of websites. They only 

access appealing aesthetic design which reduces customers’ search costs (Miao et al., 2021). 

Website quality generally refers to the layout, appearance, and content of a website. Within 

the extant literature, website quality features prominently as a dimension in measuring e-

satisfaction (Mohammadi & Dickson, 2021; Abdolmaleki et al., 2022; Tumijan, 2022). A 

website that is clumsy and without clear instructions about the business’s offering attracts less 

patronage, and more often than not, leads to short on-site activity time for prospective buyers 

(Angarra & Dirgantara, 2022). 

Within the extant literature, website quality has been found to exert agreat influence on users’ 

online purchasing decisions (Akram et al., 2018; Rita et al., 2019). There are many 

antecedents to website quality within the literature, and these are different elements that 

influence the user’s exchanges with the website. Within the space of e-shopping sites, there 

are key dimensions that enhance e-satisfaction. For example, Mohammadi and Dickson 

(2021) suggest that the dimensions of technical adequacy, i.e. content quality, specific 

content, and appearance can be used to measure website quality. Additionally, Hur et al. 
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(2015) utilised a five-dimensional structure for measuring e-satisfaction that comprises 

interaction, usefulness, completeness, information design, and fulfilment. Interaction refers to 

the mutual effect between shoppers and other shoppers, as well as shoppers and service 

providers. Usefulness connotes relevance, exactness and timeliness of information. 

Completeness relates to the extent to which information is considered detailed and complete. 

Information design relates to how information is structured to meet the needs and expectations 

of e-customers. Fulfilment comprises both hedonic aspects (i.e., pleasure and playfulness) 

and utilitarian aspects (i.e., instrumental benefits).  

Within the extant literature, empirical findings have established an association between 

website quality and e-satisfaction. According to Mahadin et al. (2020), websites that present 

with emotive benefits through captivating designs, interesting themes, smart graphics, and 

appealing services are very important elements for catching and sustaining user attention and 

interest. In the same line of thinking, Anggara and Dirgantara (2021) posit that customers who 

find top-quality websites during their search develop the tendency to revisit and become highly 

interested and motivated. Current studies across emerging and developing economy settings 

conducted within the e-shopping sector have established a positive association between 

website quality and clients’ e-satisfaction (Ghali et al; 2021; Kautish et al., 2019, Kaur & Malik, 

2019, Mohammadi & Dickson, 2021).   Given the foregoing reviews, website quality is 

established as a predictor of e-satisfaction.  

The foregoing notwithstanding, a recent study from an emerging economy perspective by 

Goutam (2021) found that website quality does not influence e-satisfaction, and that the main 

predictors of e-satisfaction include pricing, product quality and timely delivery. Therefore, it is 

useful to continue to research and advance discussions on website design and its predictability 

of e-satisfaction, especially within the context of small businesses that sell online.  

 

2.6.3.2 Products and Services Offered 

The nature, quality and type of product offered on a website can influence customer 

satisfaction online. Studies by Vasić et al. (2019) and Tzeng et al. (2021) in both developed 

and emerging economy settings prove that there is a significant association between online 

product knowledge and customer satisfaction. If this is the case, then it can be suggested that 

the kind of service that is offered on a website is a measure of online satisfaction. Pandey and 

Parmar (2019) support this notion by positing that the e-satisfaction of online shoppers is 

determined not only by the performance of the website, but most importantly, the kinds of 

products provided by the website. It is from this angle that Vijay et al. (2019) suggest that e-

marketers should ensure the availability of good quality products on the shopping site, as 

these are expected to positively influence customers’ e-satisfaction. More so, since virtual 
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shoppers do not experience the product physically, e-marketers must apply technology to 

present the products as close to reality as possible. According to Menon et al. (2019), in 

assessing the worth of their buying experiences in terms of service products, shoppers 

consider product offers, product information, related customer service, brands and warranty 

offers to arrive at conclusions as to whether their expectations have been met or not. For this 

reason, e-shopping sites should endeavour to meet the specifications of the electronic 

environment, anticipate which features consumers pay attention to, and provide products that 

would foster e-satisfaction (Vijay et al., 2019). 

The above empirical positions notwithstanding, other studies have reported insignificant 

relationships between services offered and e-satisfaction. The study of Sashikala and 

Vijayudu (2021) in India reported that information on products offered and efficient product 

categorisation do not induce e-satisfaction, but rather timely product delivery, efficient pricing, 

and after-sales services. Goutam (2021) has reported a similar result to the effect that e-

products listing do not have a positive influence on e-satisfaction. In the opinion of Chandra & 

Wirapraja (2020), the quality of service is a mix of the level of service from providers and 

consumer expectations, and not necessarily the listing of products and services provided by 

the seller. The authors posit that the consumer’s expectations include the ability to order 

products from anywhere on the globe, the use of various payment methods, the existence of 

warranties and guarantees, and the timeliness of product delivery. Therefore, the key 

attributes of a product mix in an offline setting do apply within a digital context, although in the 

latter context, e-customers expect enhanced quality service delivery, as well as convenience 

in the product purchase process.  

2.6.3.4 Convenience 

Convenience is one of the most crucial factors for consumer satisfaction with Internet shopping 

(Shankar & Datta, 2020). It is related to speedy and easy access to information at low cost 

where everything can be found in a minute without time or geographical restraints. In the 

consumers’ perception, Internet shopping convenience is related to an easy way of shopping 

and reduces total time spent on purchases (Zulauf & Wagner, 2022). Studies by Khan (2019) 

and Fernandes et al. (2021) in emerging economy settings show that convenience plays a 

significant role in influencing electronic purchase decisions. Similarly, the study by Trinanda 

et al. (2021) found that in terms of consumer purchase decisions, the dimension of 

convenience had a very strong and significant impact on e-satisfaction. 

Within the extant literature on online shoppig, a number of benefits have been associated with 

convenience. Shopping online can save time and effort as shoppers easily locate merchants 

and find preferred products (Bulacan et al., 2022) by category or department (Upadhye et al., 
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2021). If this is the case, then the convenience associated with e-shopping can have a 

significant effect on e-satisfaction (Tri Cuong, 2021). More so, convenience can positively 

affect e-satisfaction through service fairness (Roy et al., 2018). In other words, convenience 

can influence e-satisfaction through service quality provision, as supported by the study of 

Sheu et al. (2022). The study of Tseng et al. (2018) also established that convenience could 

affect e-satisfaction only through customer value. However, Khan and Khan (2018), who found 

that customer value does not mediate the relationship between convenience and e-

satisfaction, contested this finding. Given the preponderance of the evidence for the positive 

association between convenience and e-satisfaction, this current study believes that 

convenience is a key antecedent or dimension to e-satisfaction. 

2.6.3.5 Entertainment 

Entertainment is a hedonic construct that is related to amusement, fun and pleasure in Internet 

shopping. Entertainment is an important factor in sustaining consumers’ attention via the 

Internet. It is associated with the experience of the thrill of browsing, advertising and bonus 

offered on websites. Within the context of online shopping, entertainment has been defined to 

include website components that create enjoyment for the client, such as sensory and hedonic 

features of music, colour, motion, and interactivity (Mahadin, 2020). Entertainment can also 

be realised from the features of the site that produce games, puzzles, live streaming video, 

and online tours (Hsu et al., 2015). Entertainment is also associated with interesting websites 

to visit and shop (Hashim et al, 2022), and the possibility of animation through digital 

environments. This minimizes the absence of human contact and amusement associated with 

shopping.  Entertainment can therefore be conceptualised as an antecedent that can positively 

influence e-satisfaction.  

Some studies have reported that the aforementioned entertainment features have a positive 

impact on users’ utilisation and enjoyment of an online service. Several studies report that 

high quality entertainment leads to e-satisfaction in an online shopping context (Jeong & 

Jeong, 2017; Vijay et al., 2019; Akroush et al., 2021; Doghan & Albarq, 2022). Other studies 

equality found that entertainment is not a good predictor of e-satisfaction. For instance, 

Mahadin (2020), Fu et al. (2022) and Acharya and Ganesan (2020) have reported that 

entertainment does not significantly influence e-satisfaction. These findings contradict the 

earlier findings of Dedeke (2016) and Xu (2017). 

2.6.3.6 Security 

Security issues associated with Internet shopping have the greatest impact on e-satisfaction 

(Bressolles et al., 2014, Jameel, 2021). Most researchers agree that security issues are the 

main risks affecting online transactions, and therefore act as the major barriers to electronic 
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commerce.  Within the literature, security and privacy have been given similar definitions, 

however, the terms are dissimilar as far as e-marketing is concerned. Security issues have to 

do with risks associated with payments with credit and debit cards. According to Lin (2022), 

privacy is the ability of a person, entity, or institution to exercise control over the extent to 

which private data can be released to third parties. The main security issue on e-commerce 

sites has been the phishing of information on customers’ cards by scammers and the use of 

same to engage in illicit shopping over the Internet. Diwan et al. (2021) have established 

beyond doubt that there is an increasing trend of online users getting exposed to dire security 

threats which include information manipulation, intrusion, distortion, fraud and misapplication. 

A customer who is assured of secure purchases online with their electronic card without any 

breach of privacy is likely to be satisfied and revisit the site for more purchases. Security 

therefore has an association with e-satisfaction in the literature. 

However, in the opinion of Vatolkina et al. (2020), security should be considered as a basic 

attribute that does not affect customer satisfaction but rather leads to customer dissatisfaction 

if not present. This means that even if customers perceive that the security of an online service 

is high, it has no influence on their intentions to adopt an e-service or continue using it. On the 

contrary, if the perceived security is low, it will negatively influence the decision and decrease 

the value of the e-service quality. In a similar vein, Raval & Bhatt (2020) posit that security and 

online shopping satisfaction have a weak correlation. Given the foregoing discussions, it is 

quite evident that security is an antecedent of satisfaction in online shopping and e-commerce. 

 

2.6.3.7 Overall Satisfaction 

According to Laureti et al. (2018), overall satisfaction is the sum of the satisfaction 

encountered online as a result of the customer’s latest purchase transaction through a service 

provider’s website. The term also finds expression in the services that are experienced offline 

using the same service provider. Similarly, Bezes (2022) defines overall satisfaction as the 

accumulation of all the positive and negative experiences of the customer over time in 

encountering the seller’s different online and offline channels. Overall satisfaction is 

distinguished from satisfaction in the sense that “while overall satisfaction is built over time 

and therefore cumulative, satisfaction is transactional by nature” (Verma & Pant, 2021 p. 296). 

Given this preamble, it can be suggested that shopping experience, smart decisions, overall 

satisfaction, and satisfaction relating to online transactions can influence e-satisfaction within 

the context of online shoppers.  The performance of the website, as well as the offline 

satisfaction derived from utilising the products provided by the website, are highly 

recommended factors to be considered in measuring the overall e-satisfaction of online 

shoppers. For the purposes of this study, the overall satisfaction scale has been selected to 
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measure e-satisfaction, as it seeks to holistically measure customers’ experience within an 

online shopping context.   

2.7 E-LOYALTY 

2.7.1 What is Customer Loyalty? 

Customer loyalty has been defined as the extent to which a customer stays committed to a 

seller’s offering in his/her attitude and behavior even in the presence of competing substitutes 

offered by other suppliers (Jenneboer et al., 2021). Customer loyalty has been described as 

the most crucial customer behavioral outcome that leads to the long-term success of 

businesses (Ismail, 2022). Within the extant literature, there are three main measures of 

customer loyalty that explain how consumers behave in an online setting (Aslam et al., 2019). 

These are behavioural loyalty, emotional loyalty, and attitudinal loyalty.  

Fourie et al. (2022) refer to behavioural loyalty as repeat purchases that could be attributed to 

reasons like habit formulation, effective customer relations, brand association, convenience 

and barriers to exit, and is not necessarily related to the customer’s attitude towards the brand. 

Behaviorally loyal customers repurchase the product or service because they are held under 

compulsion to do so. They do not repurchase owing to their fondness or emotional attachment 

to the service or product. The second type of loyalty, which is a stronger form of customer 

loyalty, is emotional loyalty (Škudienė et al., 2014; Aslam et al., 2019). This type of loyalty is 

driven by willful purchases, fondness for the product, and a strong sense of emotional 

attachment. Emotional loyalty is often theorised to be more strongly predicted by satisfactory 

service or product quality (Škudienė et al., 2014). An emotionally loyal customer is not easily 

lost, and such an individual can defy all odds just to repurchase the product or service. 

Attitudinal loyalty is an entrenched desire by the customer to sustain a relationship with the 

organization, which reflects in a psychological preference and commitment to the product 

(Mukerjee, 2018). Therefore, customers' sense of attachment, positive word-of-mouth, and 

recommendations are used to assess attitudinal loyalty. On the other hand, behavioral loyalty 

reflects in actions such as purchases and actual use of the brand on a sustained basis (Aksoy 

et al., 2015).  

2.7.2 E-loyalty: An Overview 

Electronic loyalty (also designated as e-loyalty or e-customer loyalty) as a concept has been 

an important area of study in the online marketing literature for the past decade. Aslam et al. 

(2019) use this idea to define client loyalty to online services or products. According to Faraoni, 

(2018), e-loyalty can be defined as a consumer’s intention to revisit the website of a particular 

online retailer (e-tailer) to engage in repeat purchases, because they were satisfied in a 

previous encounter. E-loyalty is defined by Pee et al. (2018) as a customer's commitment to 
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a website with the objective of returning for a transaction and afterwards recommend it to other 

possible buyers. E-loyalty is customers' deeply held attachment toward a certain online store 

based on their positive attitude, which manifests in their buying behaviour, as defined by 

Wandokoet et al. (2020). According to Bilgihan (2016), it is the intention to return to a specific 

website and repurchase, as well as disseminate positive word-of-mouth about the experience. 

 

Customer e-loyalty is viewed as the key to e-sellers' profitability since it ensures recurring 

transactions. A happy and satisfied consumer is likely to engage in repeat purchases and refer 

new customers to their favourite online retailers (Alzoubi et al., 2022). Customer e-loyalty is a 

significant competitive advantage, as loyal customers serve as a dedicated customer base 

that can create consistent profit (Thaichon et al., 2019). E-loyalty can therefore be conceived 

as a type of psychological attachment to an online brand, and is therefore synonymous with 

e-brand loyalty (Teimouri & Chegini, 2022). Quite similar to offline loyalty, two types of e-loyalty 

are predominant in the literature: behavioural and attitudinal. Effective e-loyalty behaviors 

include such actions as repurchasing a product or generating electronic word-of-mouth 

(eWOM) (Rialti et al., 2018). E-trust, e-relationship satisfaction and e-affective commitment 

are examples of consumer loyalty attitudes toward an e-tailer. These have historically been 

assumed as the major determinants of e-loyalty attitudes in the literature.  

 

Faraoni et al. (2018) posit that contrary to the long-held belief that Internet shopping may 

increase loyalty, it is rather more difficult to gain loyalty in the e-marketplace than in offline 

stores. The authors suggest that security, trust and privacy concerns are key factors that may 

have a significant impact on loyalty. Moreover, some studies suggest that e-loyalty may not 

inure to the benefit of the online business if not managed well. For instance, Zhang (2021) 

discovered that web 'loyalists' are generally found through referrals, and these may not 

necessarily be committed to buying more from the site. They further suggest that promotional 

discounts and general advertising towards loyal customers online may only attract ‘butterflies' 

who hop from one site to another. Barnejee (2021) posits that if a web company spent the 

majority of its marketing money on loyal clients online, with minimal investment in building 

communities and generating referrals, it was most likely to incur long-term client losses. 

Although client loyalty is costly and difficult to maintain, research demonstrates that the 

advantages exceed the effort. In order to create and maintain consumer relationships, loyalty 

programmes should be managed at a strategic rather than operational level.  

 

2.7.3 Dimensions of E-loyalty  

Based on the definition of the concept of loyalty and e-loyalty, the key aspects of e-loyalty as 

in the literature are discussed under the following headings. 
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2.7.3.1 Online Repurchase Intention 

Repurchase intention refers to the probability that a consumer may continue to patronise a 

product through the same channel. The concept is a very significant element for online 

business success (Yang et al., 2019). Repurchase intention represents the behavioural aspect 

of loyalty that demonstrates the willingness of the customer to buy the product on a regular 

basis (Chuah et al., 2022). According to Laparojkit and Sutipon (2022) and Alqueza et al. 

(2022), consumer loyalty has a positive relationship with intentions to repurchase in an online 

setting. In order to achieve sustained profitability, an intention to repurchase should lead to 

actual repurchase action (Raza et al., 2022). Consumer repurchase intention in an online 

setting can be conceptualised as the tendency to revisit an e-marketing website with the 

intention to make a purchase. With regards to e-marketing, intention to repurchase refers to 

the fact that customers would want to do the next transaction in the future at the service 

provider’s online shop. However, in an online setting, customers can completely assess the 

value of goods and services only when they complete the transaction. 

2.7.3.2 Electronic Word of Mouth 

Rahman et al. (2022) define word of mouth (WOM) as the interpersonal communication 

between two or more customers or potential customers about the benefits or otherwise of 

products, services, or brands without any profit motive. WOM involves the exchange of 

information between two or more people about a good or service in an informal and non-

commercial fashion. Within the online space, practitioners have coined the term electronic 

word of mouth (e-WOM) to reflect WOM as practiced over the Internet. Jalilvand and Heidari 

(2017), define e-WOM as empowering customers to share their own experiences, opinions, 

and related knowledge online. The real returns on positive e-WOM are effective consumer 

behaviours and reinforcing positive purchase behaviours online (Rialti et al., 2017). Therefore, 

e-WOM has the potential to reduce advertising costs in the business and improve the revenue 

base of online sellers.  

E-WOM is more trustworthy and reliable than marketing communications in the eyes of buyers 

(Yang, 2017). In terms of the factors that influence e-WOM, customer satisfaction is linked to 

the desire for customers to offer suggestions and reviews for service providers (Prayag et al., 

2017). Organisations often assume that happy consumers will naturally disseminate e-WOM 

(Ali et al., 2022). E-WOM appears to arise in the context of online buying when customers are 

either satisfied or unsatisfied with their experience with a product or service. The satisfaction 

mode is based on a product or service's level of performance exceeding customers' 

expectations, which is likely to result in positive e-WOM, which refers to happy experiences. 

While disappointed emotion is dependent on the degree to which a customer's expectations 

are not met, it can lead to negative e-WOM, such as product disparagement, unpleasant 
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experiences, negative feelings, rumours, and private complaints (Yu et al., 2019). These 

findings reveal that businesses must reduce negative e-WOM from customers who are 

dissatisfied with the website while maximising positive e-WOM from highly satisfied 

consumers. 

 

2.7.3.3 E-Trust  

The concept of trust can be described as the willingness to be exposed to the action of another 

party based on the hope that the latter will conduct a particularly crucial action. E-trust is about 

the belief that the online shop will not take advantage of customers, and also guarantee the 

safety of the customer on the website. E-trust also refers to the guarantee that the website is 

easy to use and that the user interface is standard. The need for trust in running a successful 

Internet business has been widely addressed in the extant literature. In the context of 

shopping, the term trust has been conceptualised as the experience of customers in an online 

vendor's ability to deliver on a promised offering in the past, which could influence their future 

purchase intentions (Bylok, 2022). Researchers in the e-loyalty area have demonstrated the 

importance of trust as a crucial catalyst in promoting e-loyalty (Chou et al., 2015). More so, 

the majority of e-researchers have emphasised the strong association between trust and e-

loyalty in the extant literature (Anser et al., 2021; Alnaim, et al., 2022; Akroush et al., 2021) 

According to Cahyanti and Dhewi (2022), in order to gain customer e-loyalty, businesses must 

first earn customers’ trust by innovating and improving the quality of their offering. Website 

trust is deemed to have favourable correlation with online purchase decisions, client retention, 

and loyalty in the literature (Ghali, 2021). 

 

Trust is a very critical factor in developing online loyalty for service delivery websites, and yet 

developing trust in online transactions is even more difficult (Bufquin et al., 2020). The building 

of trust has been linked to a number of e-commerce vendor qualities, including vendor size 

and website quality, in addition to the consumer's view of the e-commerce vendor's capacity 

to meet privacy expectations (Tirtayani & Sukaatmadja, 2018). It is therefore apparent that 

purchasers are more likely to conduct online transactions if they believe that sellers are 

trustworthy and reliable. Unlike a real store where customers may walk in and sometimes try 

out the items, Internet stores have no way of ensuring that their products are exactly as they 

seem on their websites. As a result, client trust is even more important in online shopping than 

it is in traditional ways. According to Taylor et al. (2019), if purchasers see a high-quality 

website, they are more likely to have high trusting beliefs in the online vendor's kindness, 

honesty, and competence, as well as a readiness to rely on them. A study by Tirtayani & 

Sukaatmadja (2018) revealed that trust has a higher influence on conversion rates. The 
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foregoing discussions attest to the fact that e-trust has a strong association with online loyalty 

in the literature.  

 

2.7.3.4 E-Value  

Consumer value, an exclusive purchasing goal, supports a customer's actual behavioural 

intentions of loyalty (Sirdeshmukh et al., 2018). This implies that individuals are more inclined 

to show loyalty to a service provider if the service experience provides them with greater value 

(Yan, 2020). In essence, customers are more likely to purchase and repurchase a service that 

allows them to maximise their benefits (Heldt et al., 2021). Customers can also become more 

devoted and likely to return to a service provider if they believe that the service provided is of 

greater value (Gargantiel Maryglen & Faller Erwinet al., 2022). There is a body of evidence in 

the e-marketing literature confirming that e-loyalty and recurrent purchases in online services 

are influenced by value (Kim et al., 2019; Wang & Prompanyo, 2020; Vijay et al., 2019, 

Prasetyo & Nurani, 2022). It is therefore reasonable to argue that in the online space, 

increased customer value leads to more positive attitudes about service providers and 

encourages e-loyalty. 

 

Within the extant literature, the two main dimensions of value discussed within the context of 

e-loyalty are utilitarian value and hedonic value. Utilitarian value is described as objective and 

tangible benefits derived from services provided online. For instance, acquisitions that help 

consumers undertake daily functions and have access to the necessities of life have utilitarian 

value. In other words, utilitarian shopping helps drive optimal value by acting rationally with a 

specific goal orientation so that consumers focus their attention on functional features (Vijay 

et al., 2019). It is logical to suggest that as long as online shoppers anticipate utilitarian value 

in their purchases, they are likely to commit to repeat buys on the site. Hedonic value is 

described as utility that is associated with a lifestyle that seeks the highest pleasure (Tariyal 

et al., 2022). Contrasted to utilitarian value, hedonism is an experimental and emotional 

concept and involves feelings of having fun, pleasure and fantasies. Hedonic value is 

subjective and intangible as consumers become emotionally attached to products and aspects 

of the online experience, which are a source of pleasure (Ponsignon et al., 2020). It is therefore 

not surprising that within the extant literature, utilitarian and hedonic values have been found 

to directly impact attitudinal and behavioural e-loyalty (Li et al., 2022).  

 

2.7.3.5 Familiarity with the Website 

Familiarity is defined as the amount of direct and indirect information consumers have about 

a product or service (Shen et al., 2022). Familiarity plays an important role in building positive 
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online consumer behaviour by cementing long-term relationships through frequent visits to the 

shopping site (Lee et al., 2011). Greater familiarity with a brand before an encounter with the 

brand’s website can lead to positive brand stickiness (Sedighi et al., 2022). On the other hand, 

unfamiliar websites have been associated with a decrease in attitude, delivery, and the desire 

to return to the store (Basalla et al., 2021). Familiarity can be conceptualised from both 

cognitive and affective perspectives (Li, 2014). From the cognitive perspective, website 

familiarity is understood from the point of view of having knowledge about the content as well 

as the information processes required to complete a transaction on the site. Cognitive 

familiarity can therefore facilitate ease of use and frequent visits to make more purchases from 

the site (Desai, 2019). From the affective standpoint, website familiarity refers to a user’s 

feelings or emotive attachment to the services delivered on the website (Kaya et al., 2019). 

Website familiarity refers to a person's understanding of a website's functionality, offers, and 

values.  

 

Within the literature, website familiarity offers some benefits for users in online shopping. 

Familiarity with a website can have a significant impact on navigation, browsing, and the 

overall user experience, as users who are more familiar are less likely to become disoriented 

while having to scan through multiple levels of a deep website or resort to trial-and-error 

strategies to achieve their goals (Yu et al., 2022). Therefore, familiarity reduces the cost of 

browsing, as time spent having to backtrack or seek new paths is minimised. However, it is 

worth noting that the words "website familiarity" and "brand familiarity" have been used 

interchangeably in the e-commerce business (Olya, 2021). Yunpeng et al. (2021) have 

suggested that a consumer's prior accumulated knowledge of a website represented his or 

her brand familiarity with the website. Kim and Kim (2021) also reported in their study that site 

familiarity has some form of nexus with perceived controllability and previous encounters. 

Perceived controllability refers to a user’s judgment of their ability to obtain positive outcomes 

and avoid negative outcomes through their actions (Jörling et al., 2019). For example, online 

shoppers will develop familiarity with a website if they encounter positive outcomes through 

valuable information as well as hedonic encounters. These concepts must however be seen 

as subjective mechanisms which individuals use to manage uncertainty and risk in online 

transactions (Ventre & Kolbe, 2020). 

 

Previous studies within the literature have established an association between website 

familiarity and e-loyalty. This relationship implies that e-customers are likely to shop on sites 

that they are familiar with, other than new sites. As users engage in more online transactions 

with the site, they get familiar with the environment, and this familiarity facilitates the decision-

making processes. If this is the case, then familiarity can be said to have a significant effect 
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on the association between customer satisfaction and loyalty (Yu et al., 2022). Familiarity can 

positively influence website loyalty, since users more often than not, are unlikely to use their 

reserved resources to search for new shopping sites. Website familiarity has also been shown 

to affect e-loyalty, albeit indirectly. Kaya et al. (2019) posit that in the case of consumers who 

are very familiar with a site, usability enhances loyalty through satisfaction. Website familiarity, 

therefore, reassures consumers of their expected outcomes, in the belief that service providers 

will be consumer sensitive enough to deliver goods on time and adhere to the agreed terms 

of engagement (Kim, 2021). 

 

2.8 THEORIES RELEVANT TO THE RESEARCH 

The research identified theories that explain the research objective through negation or 

support. These theories express the application of technologies like electronic marketing in 

service delivery, and its impact on consumer expectations within the SMEs sphere. These 

theories boost the understanding of electronic marketing as a key feature of communications 

over the Internet. An understanding of the effect of web-based electronic marketing on 

customer satisfaction and loyalty can be useful to SMEs in their daily marketing activities. The 

following theories are reviewed within the context of the objectives set out for this research. 

2.8.1 Technology Acceptance Model 

The technology acceptance model explains the determinants of information technology and 

end users’ behaviour towards information technology. According to Yang and Lin (2019), the 

TAM model is believed to be the most robust and influential model in explaining information 

technology and information system adoption behaviours. Again, studies show that users are 

driven to adopt a technology primarily because of the functions it provides them and the 

easiness of gaining from these functions. SMEs are likely to benefit from the application of 

electronic marketing as it enhances their performance at a reduced cost. SMEs that have 

applied this strategy have often times benefited from it (Shaltoni et al., 2018). 

AI-Rahmi e al. (2018) suggest that technology should be both easy to learn and easy to use; 

this implies that perceived ease of use is expected to have a positive influence on users’ 

perception of credibility and intention of using electronic marketing. According to the TAM, 

user perception about the usefulness and useability of technology influences their behaviour 

and attitude of towards new technology. 

Davis (1989) formulated the TAM as an information systems theory. The TAM models how 

users come to adopt and use new technology. It asserts that when users (e.g., employees and 

other organizational stakeholders) are confronted with a new technology, a number of factors 

drive their decision as to how and when they will use it. First among these factors is “Perceived 
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Usefulness” (PU), which was defined by Davis as the extent to which an individual believes 

that using a particular technology would enhance his or her efficiency and performance. TAM 

identifies the second factor to be “Perceived Ease-of-Use” (PEOU), which is the extent to 

which an individual believes that utilising a particular system would be free of effort. For 

instance, employees of an SME would want to adopt technology that is user-friendly. 

Technology such as an e-marketing system would also be expected by customers to be easy 

to tap into. Hence, according to Davis, PEOU simply means that users should not find the task 

of using the technology too burdensome for which they may be unwilling or unable to 

effectively use it. If stakeholders, by their perception, cannot utilise the technology because it 

is not easy to use, they will not agree to its adoption or they will fail to effectively use it even 

adopted. 

PEOU and PU form the basis of the attitudes and behaviours users develop when using a 

technology, particularly new technologies. Arguably, e-marketing in most SMEs in developing 

countries is relatively new (Kumar et al., 2022), while some SMEs are yet to adopt e-marketing 

in Ghana (Awa et al., 2015). For this reason, TAM provides a basis for evaluating the readiness 

and willingness of their employees and customers to use e-marketing as a new technology or 

as a system at its early stage of use. It is worth considering that TAM does not only apply to 

new technologies but includes technologies that are at the adoption stage in an area. TAM 

asserts that the application of such technologies requires users’ satisfactory attitudes and 

behaviours, which must convince users that the technology is useful and easy-to-use. 

However, if users think the technology is not useful and easy-to-use, their attitudes and 

behaviour towards it will be adverse and unfavourable and may therefore lead to its 

ineffectiveness. This situation may consequently lead to customers’ dissatisfaction with an e-

marketing system. 

 

 

Figure 2-3: The Technology Acceptance Model. Source: Davis (1989) 
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With reference to Figure 2-3, the TAM argues that the actual use of the technology is only 

acceptable when PEOU, PU, attitudes towards use (A), and behavioural intentions of use (BI) 

are favourable. This means that users (i.e., employees and customers) need to accept e-

marketing platforms based on the facets of TAM. By implication, TAM can be used to know 

whether or not customers and employees accept an e-marketing platform and the kind of 

perceptions these stakeholders develop about it. Figure 2-3 shows the tenets of TAM that can 

reveal perceptions and experiences of customers and employees on new e-marketing 

platforms or those in their early stages of use. 

Drawing from the above discourse, the development and implementation of an e-marketing 

system must be based on a consideration of four factors of TAM, namely PU, PEOU, and BI. 

If users’ views are not identified along these tenets or factors, their experiences and 

perceptions will not be known completely. Considering the fact that the TAM model tells 

whether technology is useful and easy-to-use, it can be used to explain users’ perceived 

acceptability of e-marketing systems and its influence on service quality, satisfaction and 

repeat purchases from end users such as SME customers. 

2.8.2 Diffusion of Innovations Theory 

The Diffusion of Innovations theory (DIT), which originated from Everett Rogers (Talabi, 2022), 

is a theory that explains how, why, and at what rate new ideas and sometimes information 

about a technology spread. Rogers et al. (2014) assert that diffusion is the process by which 

information relating to technology is communicated over time to a target audience or the 

participants in a social system. This social system could be an organizational environment in 

which employees, employers, customers and other stakeholders coexist. This theory explains 

how potential adopters perceive a technology in terms of its advantages or disadvantages 

(Rogers, 2014). The diffusion of innovations theory is important to the study as the researcher 

wanted to understand the dynamics under which SMEs adopt the use of electronic marketing. 

The theory explains that upon understanding the risks and advantages of adopting a certain 

technology; firms make decisions on when to adopt and map ways out ways in which the 

technology is best suited to their firm (Albukhitan, 2020). Diffusion by SMEs is largely by way 

of interpersonal or inter-firm networks.  The effectiveness and cost-friendly nature of electronic 

marketing has created a platform for SMES to globally benefit in marketing their products and 

reaching out to a wider range of clients for less (Chong et al., 2018). SMEs should hence note 

that the fast pace of popularity of e-marketing is due to its importance to their counterparts 

and the world hence the need for a fast-paced adaptation for early benefits. 

Rogers (2014) again argues that four main elements influence the spread of a new idea or 

technology, and these are: the technology itself, communication channels, time, and a social 
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system. The first product is the idea that leads to a new technology or the transformation of 

existing technology into a more useful system. This element may be represented by an 

employee contributing new ways of enhancing the efficiency of an Internet marketing system 

in an organisation. The second element, communication channels, are avenues for sharing or 

communicating the idea. Staff meetings and other management communication systems are 

platforms for communicating new ideas (Newman & Ford, 2021). The third element, a social 

system, may be a community or an organisational environment where each individual can 

contribute and share ideas. SMEs constitute organisational environments where employees 

can contribute to technology. To explain, a new idea may come from an individual or a smaller 

group in an organisation. This idea spreads through communication channels available within 

the organisation to important stakeholders who can advance the idea in an implementation 

process. 

The existence of a social system is a requirement for technology to take place. Needless to 

say, no individual or group of individuals would take the responsibility to contribute new ideas 

when they do not have a sense of belonging to a particular organization. Moreover, employees 

and other stakeholders may only be inspired to contribute ideas if there are organizational 

structures that drive commitment. It is in view of these facts that organisational commitment is 

considered a requirement for technology to spark (Wright et al., 2019; Usman et al., 2020). 

Hence, several activities (e.g., remuneration, organisational justice, work conditions, career 

development programs, etc.) within the social system or organization would influence 

employee commitment and how the new idea of technology flows on the basis of Roger’s 

opinion that the diffusion of the new idea depends on human capital. 

According to the DIT, the categories of adopters are innovators, early adopters, early majority, 

late majority, and laggards. Innovators are ready to take risks, ambitious to have the highest 

social status, and have financial liquidity (Rogers, 2014). Moreover, they are social in 

character and have cordial relationships with other innovators. They have the courage to take 

risks, for which they are not discouraged by the possibility of their technologies being a failure. 

The next three categories, as compared to innovators, have a low level of commitment and 

skill for contributing to technology (Ghobakloo & Chin, 2019). These people have the interest 

and some abilities to innovate but not as much as those who are innovators. The fifth category 

is less responsive to the need for change and technology (Rogers, 2014). They maintain the 

status quo and are more inclined to keep to traditional ways of doing things. An employee or 

organisational stakeholder can fall into one of five categories. Rogers posits that the 

technology-decision process is also influenced by the availability of time. This is to say that 

employees can better access information and understand it to contribute new ideas when they 



72 
 

have ample time and when the organisation itself allows sufficient time for learning to take 

place. 

E-marketing application takes place in an organisational environment, which the IDT 

recognises as the ‘social system’ from which new ideas must spring from. Similarly, 

organisational stakeholders, especially employees, who are the basic users of the technology, 

can influence e-marketing implementation. Moreover, for e marketing to be effective, a 

significant number of stakeholders of the organisation, including employees, must belong to 

the first four categories of innovators according to DIT. Otherwise, they are unlikely to conceive 

and contribute relevant ideas and would reluctantly embrace any decision to adopt the 

technology. Therefore, when an organisation is characterised by ‘laggards’, the e-marketing 

implementation is likely to be a mere policy bubble. Based on the DIT, this study examines 

the ‘social system’ of SMEs in terms of the effect of e-marketing on service quality, customer 

satisfaction and loyalty. 

2.8.3 Resource-Based View Theory 

The RBV adopts an inward approach by emphasising the configuration and bundling of an 

organisation’s internal resources, rather than the external environment (Yuen et al., 2019). 

However, other studies show that the external environment affects the performance of a firm 

as much as it does the internal environment. Hence, ICT as an external factor among others 

can be viewed as important for the success and growth of firms. SMEs should use internal 

resources to benefit from external-based opportunities and also to curb the threats associated 

with the external environment. SMEs’ ability to adapt to the use of Internet marketing is based 

on their capability through the availability of internal resources like finances. Business owners 

make decisions based on their resources and give priority to the success of their businesses 

(Liguori & Pittz, 2020). 

Marketing requires the deployment of adequate human and financial resources if it must be 

effective. Human resources play the role of designing and implementing marketing strategies, 

whereas financial resources are needed to hire and compensate marketing team members, 

acquire logistics and meet the cost of all marketing partnerships and activities. It is in view of 

these facts that an appreciable level of marketing capability has become a requirement for 

achieving the objectives of marketing in any institution. As competition and economic problems 

in many jurisdictions are exacerbated, marketing capability is even more strongly relevant to 

effective marketing. This assertion is underpinned by the resource-based view (RBV) of the 

firm and dynamic capabilities approach (DCA). 

The Resource-Based View of an organisation (RBV) is a set of related theories sharing the 

assumptions of resource heterogeneity and resource immobility across firms (Miller, 2019). 
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The theory explains the utilisation of a bundle of valuable tangible and intangible resources in 

an organisation. It argues that resources must be heterogeneous and less mobile if they 

should lead to a strong competitive advantage for the firm. When this requirement is met, 

resources yield value that is neither perfectly imitable nor substitutable without huge efforts. It 

is from this perspective that resources support the realisation of competitive strategy, which is 

the backbone of a marketing approach. 

In addition to the above, the RBV requires a firm to engage in operation only when resources 

are available, without which a business has no or little competitive advantage. Of course, 

competitive advantage originates from resources; hence a firm without adequate resources 

may lack a competitive strategy. Lestari (2020) avers that a firm should have resource 

capability and service improvement to be able to develop and implement superior operational 

and marketing strategies beyond the capabilities of competitors. This argument largely draws 

from the dynamic capabilities approach (DCA). 

Within the framework of the DCA, dynamic capabilities refer to developing and coordinating 

the firm's and related stakeholders’ resources to address and even inform changes in the 

marketplace, or more broadly, the business’s ecosystem (Teece, 2018). One of the key 

assumptions of the DCA is that the capability to use resources takes precedence over the 

mere availability of these resources. Availability of the resources needed by a firm is thus a 

precursor to the application of these resources. Therefore, the deployment of resources to 

achieve competitive advantage is ideally enshrined in the concept of the DCA. ‘Adaptation’ is 

a monumental concept found in the DCA, which is a term used to explain the technology 

associated with blending resources to meet organisational strategic needs and attain the 

highest level of competitive advantage. The DCA asserts that the firm must be able to blend 

its resources in the form of people, financial resources, technologies and logistics to achieve 

strides in its market. Garavan et al. (2016) reasoned that the DCA places emphasis on human 

resources and their competencies, which determine the ability to both source and optimally 

use non-human resources such as funds, technologies and logistics. 

The concept of marketing capability bothers heavily on the RBV and DCA in the sense that 

the resources and capabilities of the firm influence the effectiveness of marketing strategy. 

This assertion is based on the fact that resources and capabilities drive competitive 

advantage, which is exclusively linked to the availability of requisite resources and the ability 

to use them. This being the case, e-marketing effectiveness would depend on the firm’s 

marketing capability or dynamic capabilities. Of course, the firm needs at least an appreciable 

level of marketing capability to be able to design the right strategies and employ the right 

technologies and partnerships toward implementing e-marketing. Moreover, the extent to 
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which e-marketing platforms are designed in harmony with the e-image model and the TAM 

to meet cusntomer needs depends on the firm’s dynamic capabilities or the resources it can 

channel toward e-marketing. 

2.8.4 The Electronic-Image Model 

In e-marketing, customers are often required to access information from a website. Similarly, 

electronic marketing provides an opportunity for a business to exchange information with its 

customers or potential customers via a website. It is within this scope that the e-image model 

(Walczak & Gregg, 2009) becomes relevant for discussion. For e-marketing to make the 

desired impact on customers and business growth, the website used must be efficient and 

effective. In this vein, firms that design successful websites will perform effectively compared 

to their competitors, and thus, companies must take great care in website design (Ageeva et 

al., 2018). An effective website is the one that serves the purpose for which it is designed. 

For a website to be efficient and effective, it must exhibit some features, which underpin the 

key concept associated with the electronic-image or e-image model. The e-image model has 

gained popularity over the years and is believed to be one of the most comprehensive 

frameworks for designing websites or e-marketing platforms. Figure 2-4 shows the main 

components and their respective attributes of the e-image model. 

 

 

 

Figure 2-4 The E-Image Model. Source: Walczak & Gregg (2009) 
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According to the e-image model, the key components of a website include information content, 

security, web characteristics, feedback, experience and others. There is no doubt that 

customers make perceptions about firms when they access information about these firms on 

the website. These perceptions are made based on how well each of the six factors of the e-

image model is technically designed. Perceptions made in this regard enable customers and 

potential customers to tell whether or not the technology is useful and easy-to-use. Hence, 

stakeholders’ experience with an e-marketing platform would shape their thoughts as to 

whether the e-marketing experience delivered quality and satisfaction. The e-image model 

can also be construed as an appropriate tool for assessing stakeholders’ experience with an 

e-marketing platform, as well as their experiences and perceptions about this platform. 

Again, the e-image model provides the basis for conceptualising service quality in e-marketing, 

which is often referred to as online service marketing or e-service quality. The SERVQUAL 

model, which is made up of five dimensions (i.e., Tangibles, Reliability, Empathy, Assurance 

and Responsiveness), is not suitable for online service quality measurement (Ahmed et al., 

2020). However, the SERVQUAL model and any measure of e-service quality would have 

related constructs. Apparently, all domains of this construct of e-service quality are related to 

the e-image model. Businesses can thus achieve e-service quality if they develop their e-

marketing platforms in harmony with the e-image model. 

Drawing on the above deductions, customers’ online experience or e-customer satisfaction 

can as well be conceptualised. Traditionally, customer satisfaction is a measure of how 

customers’ expectations of a service are met or exceeded. Based on a conceptual framework 

provided by Rita et al. (2019), e-service quality perceptions are influenced by how well 

customer expectations are met by the service provider. These expectations also determine 

customers’ disconfirmation (Hussain, 2014), which is a term used to describe whether or not 

customers are satisfied, not satisfied and over satisfied with a service. The online shopping 

theoretical model framed by Rita et al. (2019) suggests that e-customer satisfaction is the 

outcome of customers’ expectations about online services or services delivered at the level of 

e-marketing, and whether or not these expectations lead to perceived quality (i.e. e-service 

quality), and their disconfirmation in the light of e-services. Therefore, the extent to which an 

e-marketing platform (the third-party e-marketing websites provided by the main e-shopping 

sites in Ghana such as jumia.com, jiji.com, tonaton.com, etc) conforms to the e-image model 

influences service quality perceptions and customer satisfaction. Nonetheless, the firm’s 

ability to use an e-marketing website that is endearing to customers and drives their 

satisfaction depends on its dynamic capability.  
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2.9 THE RELATIONSHIPS BETWEEN E-MARKETING, E-SERVICE QUALITY, E-

SATISFACTION AND E-LOYALTY 

 

2.9.1 The Relationship between E-marketing and E-service Quality 

There is a dearth of empirical research in terms of the relationship between e-marketing and 

service quality. This notwithstanding, the few available ones are worth considering in this 

study. In a study in China, Sharma and Lijuan (2015) discovered that e-commerce website 

marketing had a significant impact on business activities, thereby eliminating the geographical 

problem.  Ayuba and Aliyu (2015) researched on the effect of e-marketing on e-service quality 

in the banking sector in Nigeria. The researchers employed a descriptive research technique 

and a purposive sampling method to select 180 employees and customers of selected banks. 

The research discovered that e-marketing practices contributed to a more positive service 

quality perception. Thus, a significantly positive association was found between e-service 

quality and e-marketing. This finding stood side-by-side with the discovery that several 

complaints were also common among the sampled customers. 

Though the study of Ayuba and Aliyu (2015) has corroborated the positive relationship 

between e-marketing and service quality, its setup has some weaknesses that must be 

acknowledged. First of all, the study did not use the SERVQUAL scale or any traditional e-

service quality scale for assessing service quality. Secondly, service quality and Internet 

marketing were not measured using constructs as done traditionally–it used an observable 

variable to measure these. As a consequence, there was no room for scale validation in the 

study. It is therefore likely that the measurement of service quality led to findings that had 

unjustified validity and reliability. 

In Ghana, Idris and Ibrahim (2015) investigated the impact of e-marketing adoption on 

marketing among SMEs. The study included a sample of 107 SMEs, which were reached 

through a convenience sampling method. The researchers established that e-marketing made 

no significant effect on the marketing performance of the SMEs. More so, e-marketing practice 

did not impact the delivery of quality services. Perceived ease of use, perceived usefulness, 

strategic intents, and external pressure were the four factors found to influence e-marketing 

adoption among the SMEs. 

It is observed within the literature that Idris & Ibrahim (2015) refute the study of Aliyu and 

Ayuba (2015). While the contrast between the two studies is noteworthy, it must be borne in 

mind that they employed different populations–the former used a population of bank 

employees and customers, whereas the latter used SMEs. The clear distinction between the 
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populations of these studies might have accounted for their opposing findings. But a review of 

a few other studies would suggest that the foregoing relationship is predominant. 

Sakhaei et al. (2014) found a positive relationship between e-marketing and the delivery of 

quality services in the banking domain. This research applied a quantitative research 

technique and drew a sample of 384 each of bank employees and customers. Apart from the 

fact that their results support Ayuba and Aliyu (2015), they applied the SERVQUAL scale in 

measuring service quality in harmony with popular practice. Mohammad and Yusuf (2015) 

also found that e-marketing is positively related to e-service quality. Unlike the study of 

Sakhaei and colleagues, these researchers drew their population from the airline industry. It 

is apparent therefore that the positive relationship between e-marketing and service quality 

was not confirmed only in the banking sector. 

So far in this review, studies that failed to find a positive link between e-marketing and service 

quality were conducted on SMEs. This situation does not mean that the foregoing nexus is not 

supported for the SMEs sector. The study of Hanafizadeh et al. (2012), for instance, provides 

evidence of this linkage based on a population of SMEs. Maduku et al. (2016) also supported 

this association based on a sample of SMEs in South Africa. In a study conducted in Australia, 

Mazzarol (2015) found a positive correlation between electronic marketing and SMEs service 

delivery.  

Based on the above reviews and the researcher’s observation of the geographical regions 

where each study was carried out, the confirmation of the positive relationship between e-

marketing and service quality was done by studies across four continents, namely Africa, Asia, 

Australasia, and Europe. This situation suggests global support for the positive relationship 

between e-marketing and service quality delivery, and serves as a basis for conducting further 

research to gauge the relationship between electronic marketing and service delivery among 

SMEs with specific reference to Ghana. Therefore, the following hypothesis is deemed 

relevant for the study. 

H1: E-marketing has a positive relationship with e-service quality 

2.9.2 The Relationship between E-Marketing and E-Satisfaction 

Academic debate regarding the association between e-marketing and customer satisfaction 

is quite substantial, and some of these studies are noteworthy. First of all, is the study of 

Chinomona et al. (2014), which was carried out to ascertain the nexus between service quality, 

customer satisfaction, and loyalty in the context of e-marketing and e-commerce in South 

Africa. A small sample of 150 individuals participated in the study, with no clear sampling 

method identified by the researchers. The study found a negative association between service 
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quality and satisfaction within the context of e-marketing. Service quality also made a 

significant negative effect on customer loyalty. 

In the study of Manaf et al. (2019), the relationship between e-marketing factors and customer 

satisfaction was examined for online shoppers in the geographical enclave of Java in 

Indonesia. The study analysed data drawn from 100 participants through a structural equation 

modelling with PLS-SEM approach. Results from the data analysis indicated e-marketing has 

a positive and significant impact on e-satisfaction. The results from this study imply that the 

provision of factual and up-to-date information and credibility of the communications on the 

website can influence customers to positively assess the service provided online, thereby 

expressing some form of satisfaction with the encounter. Although the study of Manaf and his 

associates has some obvious weaknesses such as the use of a small sample size, and not 

accounting for confounding variables, the results are supported by the empirical findings of 

Das et al. (2019), Lin (2021), and Srivastava (2022) to a significant level. 

In a study conducted by Alginaidi et al. (2021) on the effects of e-marketing on customer 

satisfaction in Libya’s banking industry, the findings of the study (based on a 350 customer 

sample) indicated that all the aspects of e-marketing have a positive and significant effect on 

e-satisfaction.  Their findings suggest that e-satisfaction is a direct outcome of e-marketing. 

Therefore, in a competitive environment, the attainment of e-satisfaction can be attributed to 

the implementation of effective e-marketing strategies. The study by Anda et al. (2022) on the 

effect of e-marketing on customer satisfaction in the telecommunication sector reported that 

the implementation of e-marketing activities such as search engine marketing, social media 

communications and e-mail marketing has a positive and significant impact on customer 

satisfaction. 

The study by Tjhin et al. (2016) was carried out to test the model of Momeni and colleagues. 

The authors sought to establish the determinants affecting e-satisfaction in the hospitality 

sector in Indonesia. The study’s outcome established that e-marketing has a negative 

association with e-customer satisfaction. Sanny et al. (2021) explored the effect of e-marketing 

on 100 Instagram users who patronised fashion products from online SMEs in Indonesia. The 

study was conducted during a period when Covid-19 had limited community activities. The 

findings suggest that e-marketing has a positive and significant impact on e-satisfaction. The 

study however suffers a deficit from small sample size and a lack of robust structural analysis. 

Within a COVID-19 pandemic context, Altay et al. (2022) also found a positive relationship 

between e-marketing service mix elements and customer satisfaction, in the sense that 

websites that are better designed and easy to use encourage customer satisfaction. However, 

in sharp contrast to the above position, research conducted by Prabowo et al. (2019) in the 
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online transportation sector in Jakarta concluded that the implementation of e-marketing 

programmes does not positively affect e-satisfaction, and subsequently customers’ 

repurchase intention is not positively impacted. 

To sum up the foregoing reviews, it is obvious that previous works from different sectors have 

established both positive and negative associations between e-marketing and customer 

satisfaction. Further research in this area will help explain the nature of the nexus between e-

marketing and customer satisfaction. For the purposes of this research which seeks to 

establish the nexus between e-marketing and e-satisfaction within the online shopping sector 

dominated by SMEs in a developing economy context, the following hypothesis is proposed: 

H2: E-marketing has a positive relationship with customer satisfaction 

2.9.3 The Relationship between E-marketing and E-loyalty 

It has been observed that developing a long-term relationship with customers is contingent on 

customer loyalty. The Internet environment and e-marketing represent an inexpensive way to 

build this relationship (Kumar, 2022). It is from this standpoint that Aslam et al. (2015) 

reasoned that businesses must see increasing competition as a risk factor for business failure 

and bankruptcy. When competition is always ascending in the market, the most rational thing 

a business can do is to strengthen its strategy to sustain a firm grip on its existing customers. 

Durocher (2022) expressed a similar opinion by contending that it is by far better to work 

towards keeping existing customers in a competitive situation than striving to make new ones. 

Trying to make new customers when market competition is high is not a bad idea, but doing 

so must not undermine the need to maintain or improve customer loyalty. Thus, enhancing 

customer loyalty must take precedence over any interest relating to making new customers. 

Today, e-marketing could be considered a resource for achieving and improving customer 

loyalty for two reasons. First, Internet communication is commonplace in recent years. As a 

result, social media and e-commerce websites have become virtual homes for an increasing 

number of people.  Škudienė et al. (2014) carefully observed this situation and opined that the 

global euphoria created by the prevalence of social media and Internet communication has 

automated a growing demand for online services. They added that SMEs in particular have 

no choice but to start nurturing e-marketing as a traditional future marketing process. A second 

reason e-marketing could be considered a resource for enhancing customer loyalty is what 

researchers (Chong et al., 2018; Škudienė et al., 2014) have acknowledged severally- 

efficiency. Thus, e-marketing offers SMEs the opportunity to use a relatively small bundle of 

resources to achieve or enhance customer loyalty within the shortest possible time. 

Within the extant e-marketing literature, researchers have reported an association between e-

marketing and e-loyalty across different sectors. Whiles direct relationships have been 
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reported, others report an indirect association. For instance, within the manufacturing sector 

in Indonesia, Sasono et al. (2021) and Riyadi et al. (2021), reported that e-marketing has a 

direct and significant association with e-loyalty. Relatedly, the work by Mohammad Shafiee 

(2020) in the FCMG sector in Iran also reported a positive association between e-marketing 

and e-loyalty. However, in sharp contrast, the study by El Khazri (2022) in Morroco on the 

effect of the implementation of the e-marketing mix on e-loyalty in the hospitality sector 

revealed that e-marketing does not positively and significantly influence e-loyalty, whether 

attitudinal or behavioural. The study however reported that social media as a moderator 

strengthens the association between e-marketing and e-loyalty.  Likewise, the study of Haudi 

et al. (2022) on non-ecommerce companies revealed that e-marketing has an indirect 

relationship with e-loyalty. The inconsistencies in previous findings on the relationship 

between e-marketing and e-loyalty warrant the need for further studies in contributing to the 

debate. The current study attempts to contribute to the debate, this time from an online 

shopping perspective, and in a developing economy context. Based on the foregoing, the 

following hypothesis is posited.  

H3: E-marketing has a positive relationship with e-loyalty  

2.9.4 The Relationship between E-service Quality and E-satisfaction 

According to Sharma (2017), electronic service quality can immensely predict customer 

satisfaction. In Saudi Arabia, Alnaim et al. (2021) conducted a study on 670 hotel customers 

who booked their tickets on online travel agencies (OTAs). The findings established a positive 

and significant association between e-service quality and e-satisfaction. In a study titled “An 

Empirical Study on the Effect of E-service Quality on Satisfaction,” Jing and Yoo, (2013) 

revealed that system quality and service quality significantly influence customer satisfaction 

with e-banking in China. The extant literature is replete with studies on different sectors which 

suggest a strong association between e-service quality and e-satisfaction (Amin, 2016, Khan 

et al., 2019; Tzavlopoulos et al., 2019; Dhingra et al., 2020, Alnaim, 2022: Widodo et al., 2022). 

It is therefore essential to study the nature of the association between these variables within 

the online shopping space for SMEs listing their products on online shopping sites, as there 

are very limited studies in this area in Africa, specially in the West Africa subregion. 

In their work, “Impact of Service Quality on Satisfaction and Loyalty at a Manufacturer-

Distributor Dyad: Insights from Indian SMEs,” Gandhi (2018) discovered a very strong 

association between service quality and customer satisfaction among SMEs in India. Within 

the higher education sector, Ataburo et al. (2017) surveyed 318 students and suggested a 

significant positive effect of e-service quality on usage frequency through satisfaction. The 

researchers reported that e-service quality has a significant positive effect on e-satisfaction. 
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They emphasised the important role of e-service quality in higher education in eliciting 

customer satisfaction which also impacts usage frequency. In a study in France, Bressolles et 

al. (2014) using a regression model, found that e-service quality dimensions impact positively 

on e-satisfaction. 

The discussions so far show that e-service quality has a direct influence on e-satisfaction; 

however, other research posit that e-service quality does not have a significant impact on 

customer satisfaction (Sharma, 2020). In a survey on e-marketplace for an online fashion local 

brand in Indonesia conducted by Candra and Juliani (2018), the results did show that e-service 

quality does not have a significant influence on customer satisfaction. The literature again 

shows that not much work has been done in the area of testing the relationship between e-

service quality and customer satisfaction within the context of SMEs selling online. The 

majority of the studies testing the relationship between e-service quality and e-satisfaction 

have been conducted on e-commerce sites patronised by large scale firms. Therefore, it 

becomes important to test the relationship among these two variables from an emerging 

economy perspective, and within the scope of small-scale businesses selling online. The 

following hypothesis is proposed in the light of the above discussions. 

H4: E-service quality has a positive association with e-satisfaction  

2.9.5 The Relationship between E-service Quality and E-loyalty 

 

The study by Al-Ayed (2022) revealed that the key dimensions of e-service quality are 

significant predictors of customer loyalty in an e-commerce setting. In a previous study. 

Similarly, the study of Kaltum (2022) in West Java (Indonesia) on online transportation 

services found that e-service quality is positively associated with e-loyalty.  In a study on the 

role of e-service quality in enhancing loyalty for digital library users, Anser et al. (2021) 

established a strong association between e-service quality and e-loyalty. However, other 

studies posit clearly that e-service delivery does not directly influence e-loyalty, unless the e-

customer is satisfied with the quality of the online service delivery (Zarei, 2019; Khan 2019., 

Kaya et al., 2020; Alnaim, 2022) The ongoing debate and the inconclusive nature of the 

relationship between e-service quality and e-loyalty warrant further research. Unfortunately, 

not much attention has been paid to examining this relationship within the sphere of SMEs 

selling online. Therefore, based on the empirical evidence, this study posits that: 

 

H5: E-service quality has a positive association with customer loyalty 
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2.9.6 The Relationship between E-satisfaction and E-loyalty 

 

A number of studies on traditional service companies has shown that customer satisfaction 

influences consumer loyalty to a greater extent (Kim, 2019). It has been suggested that good 

levels of customer satisfaction are associated with higher levels of loyalty across different 

sectors and jurisdictions (Saragih et al., 2022). In the e-commerce context, there is a 

significant empirical support for a positive relationship between satisfaction and constructs 

related to e-loyalty, such as site stickiness, repurchase intentions, and continuance intentions. 

Tandon et al. (2018) has theorised that because the Internet provides a simple mechanism for 

accessing other e-commerce vendors, the act of switching e-commerce partners requires 

minimal effort. For some authors, the link between the two constructs is evident and intuitive 

(Tandon et al., 2018; Tirtayani & Sukaatmadja, 2018). A positive association between e-

satisfaction and e-loyalty has been established by several recent studies (Al Dmour et al., 

2019; Alkhouli, 2018; Nisar & Prabhakar, 2017; Raza et al., 2020; Wani & Mushtaq, 2019).  

In a study by Ahmad (2020) on “E-Commerce Drivers and Barriers and their Impact on E-

customer Loyalty in Small and Medium-Sized Enterprises (SMEs),” the results indicated that 

e-commerce information quality and customer satisfaction are the main predictors of e-

customer loyalty. There is still a lot of space in researching the association between e-

satisfaction and e-loyalty. The following hypothesis is proposed to help test the relationship 

between customer satisfaction and customer loyalty in an e-setting for SMEs. 

H6: E-satisfaction has a positive relationship with e-loyalty  

2.9.7 The Mediation Roles of E-service Quality and E-satisfaction 

The review so far reveals the following pieces of evidence: (a) e-marketing is associated with 

service quality or e-service quality; (b) e-marketing is related to customer satisfaction or e-

satisfaction; and (c) e-marketing is associated with e-loyalty. This evidence suggests that e-

service quality and e-satisfaction may mediate the relationship between e-marketing and e-

loyalty. This observation was found in the study of al-Dweeri et al. (2017) carried out in Jordan, 

though the mediation effect found was partial.  

In the first place, a partial mediation is established when an independent variable makes a 

significant effect on a dependent variable, which also receives a significant effect from the 

mediating variable. According to al-Dweeri et al. (2017), e-satisfaction makes a significant 

positive effect on customer loyalty and receives the same effect from e-marketing. Secondly, 

a complete mediation occurs when the mediator accounts for a significant effect on the 

independent variable, but the main dependent variable fails to make an impact on the 
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independent variable (Sarstedt et al., 2020). It is anticipated in this study that e-satisfaction 

will partially mediate the relationship between e-marketing and customer loyalty. 

In the context of e-marketing, Wibowo (2020) examined the link between service quality, 

customer satisfaction, and loyalty. The researchers found a partial mediation effect of 

customer satisfaction in the nexus between service quality and customer loyalty. Their finding 

is therefore consistent with the result of Asgari et al. (2014). It is therefore expected that e-

satisfaction will partially mediate the relationship between e-service quality and e-loyalty. 

Chinomona et al. (2014) also examined the relationship between service quality, customer 

satisfaction, and customer loyalty among SMEs in South Africa. Their study confirmed a 

significant positive relationship between e-marketing and customer satisfaction. A positive link 

between e-marketing and customer loyalty was also found, but online customer satisfaction 

failed to impact customer loyalty. Obviously, customer satisfaction mediates the link between 

e-marketing and customer loyalty. In harmony with an argument made early on, empirical 

evidence shows that customer satisfaction can mediate the relationship between e-marketing 

and customer loyalty either fully or partially. Similarly, many of the reviewed studies 

(Chinomona et al., 2014; Asgari et al., 2014; al-Dweeri et al., 2017) have affirmed the 

mediation effect of service quality on the linkage between e-marketing and customer 

satisfaction. 

Customer satisfaction is an intervening variable that mediates the relationship between overall 

service quality perception and customer loyalty, according to the service literature (Khan et 

al., 2019; Lie et al., 2019; Solimun & Fernandes., 2018; Slack & Singh, 2020). This association 

implies that consumers can stay loyal to the business’s offering when the quality of the service 

provided meets or exceeds their expectations. Customer satisfaction, according to certain 

studies, has an indirect effect on consumers' behavioural and attitudinal loyalty through 

service quality (Yadav & Rai, 2019; Anabila et al., 2022). Consumer switching actions are one 

of the specific forms of behavioural intentions driven by e-quality and satisfaction. Service 

availability and accessibility, as well as convenience, can therefore improve customer 

satisfaction and, as a result, reduce switching behavior. Client happiness can be a conduit 

between service quality and customer loyalty, according to extensive evidence in the 

traditional marketplace (Ahmad & Khan, 2017; Jeon & Jeong, 2017). 

There is mixed evidence indicating a link between e-service quality, e-satisfaction, and e-

loyalty. Some data suggest that the quality of e-services has a beneficial impact on e-loyalty, 

both directly and indirectly through e-satisfaction (Krystallis & Chrysochou, 2014). Other 

scholars posit that satisfaction, as a consequence of service quality, is not a sufficient 

requirement for e-loyalty (Fang et al., 2016, Juwaini et al., 2022). E-service quality, e-customer 
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satisfaction, and e-loyalty have all been found to have substantial and positive connections in 

several researches. Users' behaviour is influenced by satisfaction, and the evaluation of e-

service affects satisfaction, which in turn drives loyalty (Zarei et al., 2019). The current study 

therefore addresses a partial mediation impact of e-satisfaction, in the relationship between 

e-service quality ad e-loyalty for online shopping in Ghana. 

From the foregoing, and in terms of the linkage between e-marketing, service quality, customer 

satisfaction, and loyalty, there are three main mediations found in the current literature. The 

first one is accounted for by service quality with respect to the linkage between e-marketing 

and customer satisfaction (Chinomona et al., 2014; Asgari et al., 2014). The second one is 

the mediation of the relationship between e-marketing and customer loyalty by satisfaction (al-

Dweeri et al. 2017). The third is the mediation contributed by satisfaction with respect to the 

relationship between service quality and loyalty (Asgari et al., 2014; Aldweeri et al., 2017). It 

is clear that the mediation effects have been tested only in parts in different studies. This 

research intends to showcase a holistic approach in terms of how service quality and customer 

satisfaction mediate the relationship between electronic marketing and customer loyalty. 

Hence the following mediation roles by service quality and customer satisfaction are 

anticipated in this study, as posited in the following hypotheses: 

H7: E-marketing has a significant effect on e-satisfaction through e-service quality 

H8: E-marketing has a significant effect on e-loyalty through e-service quality 

H9: E-marketing has a significant effect on e-loyalty through e-satisfaction 

H10: E-marketing has a significant effect on e-loyalty jointly through e-service quality and e-

satisfaction 

H11: E-service quality has a significant effect on e-loyalty through e-satisfaction. 

2.10 SUMMARY OF GAPS IN THE LITERATURE 

Thus far, the review suggests that several studies have provided evidence on the linkage 

between e-marketing, service quality, customer satisfaction, and loyalty. These studies either 

directly confirm this relationship or imply that it exists. The gaps relevant to this study are 

identified and discussed under the following headings. 

2.10.1 The Absence of Ample Evidence in the Specific Context of E-marketing among 

SMEs in Ghana 

Though several studies have been carried out on the foregoing relationship, the majority of 

studies (Asgari et al., 2014; Chinomona et al., 2014; Aslam et al., 2015; Maduku et al., 2016) 

have been carried outside of Ghana. This observation is in agreement with the argument by 
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Iddris and Ibrahim (2015) and Olalaye et al. (2021) that an insignificant number of studies 

have been conducted to examine the impact of e-marketing on service quality, customer 

satisfaction, and loyalty within the SMEs sector in Ghana and West Africa. 

Apart from the scarcity of studies on the said relationship in Ghana, the SMEs sector in 

particular has been undermined by researchers. While some studies have been conducted in 

the banking and manufacturing sectors, particularly large businesses (Iddris & Ibrahim, 2015), 

there is a paucity of studies that have examined this relationship in the SMEs sector. This 

situation could impede decision making in SMEs to advance e-marketing and its relationship 

with market performance variables. 

2.10.2 A Lack of Significant Consolidated Evidence 

It has been observed in the review that the evidence accounted for by previous studies is 

disjointed. This is to say that each study examined the relationship in part–there is no 

identifiable study that has evaluated the link between e-marketing, service quality, customer 

satisfaction, and loyalty simultaneously in the e-SMEs sector. Momeni et al. (2013), for 

instance, focused on examining the linkage between e-marketing on satisfaction and loyalty 

in the banking sector. Thus, they failed to bring service quality (which is a crucial antecedent 

to online satisfaction in the literature) into the loop of variables considered.  The work of Ting 

et al. (2016) is one of the few studies to examine the relationship fully, but this study was 

based on a combination of SMEs and multinationals. 

Given the above gap in the literature, previous studies reached a limited scope of evidence. 

As a consequence, the opportunity to make stronger recommendations for improving the 

nexus between e-marketing, e-service quality, e-satisfaction and e-loyalty was scant. Idris 

(2012) reasoned that the several challenges faced by SMEs in Ghana in using Internet 

marketing could be due to the inability of researchers to suggest more elaborate 

recommendations. Apparently, the above gap could have contributed to this situation. 

2.10.3 Failure to Account for Mediation Effects 

Mediation effects are special evidence that can add value to what is known about the 

relationship between two variables. For instance, if the relationship between A (independent 

variable) and B (dependent variable) is mediated by C, then taking effort to improve B could 

mean that both A and C would need to be improved and maximised in practice. If there is no 

knowledge of the mediation effect of C, decisions cannot recognise the need for the mediator 

to be enhanced in practice. 

Due to the fact that previous studies tested the foregoing relationship in parts, little evidence 

exists on the mediation effects of service quality and customer satisfaction in the nexus 

between e-marketing and customer loyalty (Momeni et al., 2013; Ting et al., 2016). Moreover, 
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much of the available evidence is based on other sectors than the SMEs sector (Momeni et 

al., 2013). It is worth revealing that some mediation effects were accounted for in the review 

above; however, each evidence of mediation produced either came from a sector different 

from the SMEs sector or excluded relevant variables. Again, it is obvious that holistic 

recommendations for improving customer loyalty by using e-marketing to facilitate the delivery 

of service quality and satisfaction are hardly identifiable in the literature for SMEs, especially 

in the case of Ghana. 

2.10.4 A Lack of Rigour in the Methodology Applied 

Testing mediation effects are a stepwise process. Two methods have been used to test these 

effects in the literature. The first one, which is weaker and is often controverted, is the use of 

hierarchical linear regression. The second, which is the most robust and appropriate (Asiamah 

et al., 2021), is the use of confirmatory factor analysis (CFA). The CFA approach is the gold 

standard because it tests mediations for both simple and complicated structural models and 

minimises type ii error (Asiamah et al., 2018), which the weaker method is unable to correct. 

It has been realised in the review that most studies testing mediation effects employed the 

weaker method. Studies conducted in Ghana in particular are associated with this problem 

(Iddris & Ibrahim, 2015). As a consequence, evidence accounted was possibly infiltrated by 

type II error and is, therefore, less statistically valid. 

A more critical methodological gap found in the literature is the fact that e-marketing, service 

quality, and other multilevel constructs were not properly validated in previous studies, 

particularly those carried out in developing African countries like Ghana. Most studies 

validated their scales by merely computing Chronbach’s alpha values for each construct, an 

approach regarded as weak and less robust (Ursachi et al., 2015). Researchers have 

cautioned that failure to properly validate multi-level constructs could lead to findings of poor 

statistical validity (Asiamah et al., 2018). It is therefore irrefutable that the tradition of using the 

CFA approach to validate measurement scales must be promoted and embraced by 

researchers (Kelava, 2016).  

Again, a current standard for assessing the reliability and validity of cross-sectional studies is 

testing for common method Bias (CMB), especially when data for both independent and 

dependent constructs are gathered from the same source or participants. The lack of  

application of CMB in most of the studies reviewed, and barely none for past studies in Ghana 

in the field, portrays a serious gap in the methodology applied in the literature. The current 

study will therefore apply robust techniques to address the gaps outlined so far, and by so 

doing contribute new evidence to the body of knowledge in the field of online marketing at the 

global level. In the next section, the implications of the above gaps are discussed 
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2.11 IMPLICATIONS FOR FUTURE RESEARCH 

Given the fact that only a handful of studies are available in the literature, with respect to the 

linkage between e-marketing, e-service quality, e-satisfaction, and e-loyalty, future studies are 

expected to give attention to this relationship. The SMEs sector in Ghana needs particular 

attention to broaden empirical evidence on this firm and to improve knowledge towards using 

e-marketing to improve service quality, satisfaction and loyalty. 

A lack of significant consolidated evidence–testing the linkage between e-marketing and e-

loyalty, especially in different populations, narrows the scope of evidence from which 

knowledge can be drawn to improve e-marketing and its impact on service quality, customer 

satisfaction, and loyalty. For instance, examining the link between e-marketing and service 

quality undermines customer satisfaction and loyalty. As a consequence, recommendations 

in such a study cannot strongly support the attainment and improvement of satisfaction and 

loyalty in practice. Future studies are therefore required to test this nexus in a single study 

focused on the SMEs sector in specific jurisdictions such as Ghana to provide holistic 

evidence. 

Failure to account for mediation effects-similar to the above implication is the fact that the 

mediation roles of service quality and customer satisfaction with respect to the relationship 

between e-marketing and customer loyalty must be adequately examined. Ample evidence on 

these roles would also elaborate existing evidence on the connection between e-marketing 

and customer loyalty. Understanding these roles is also necessary for knowing the relevance 

of service quality and satisfaction in attaining and maximising customer loyalty in e-marketing. 

The need to focus on the SMEs sector in testing these mediation effects stands tall. 

A lack of rigour in the methodology applied–future studies would have to apply robust methods 

to examine the foregoing relationships simultaneously. Based on popular recommendations 

of researchers a CFA procedure should be applied to properly validate all measurement scales 

as a foundation for reaching statistically valid evidence. This procedure should also be geared 

towards testing mediation and moderation effects, which the literature has acknowledged to 

be best examined using CFA (Kelava, 2016). More importantly, future studies are required to 

accurately demonstrate how this method is applied for other researchers to adopt its use. 

Taking these steps in future research would enhance the statistical validity of findings and 

promote the use of best practices toward data analyses in research. 

The above implications have influenced the goals pursued in this study. For this reason, and 

based on the gaps identified, the study’s conceptual framework is formulated. 
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2.12 CONCEPTUAL FRAMEWORK 

Based on the reviews and the gaps identified in the literature, the following framework is 

developed to guide the study. 

 

 

                                                                                     H7; H8 

 

 

                                                                                                   H10 

 

 

                                                                                     H9; H11  

Figure 2-5 Research Model 

The framework above is adapted from similar frameworks works by Tjhin et al. (2016) and Xu 

(2017). As shown in the logical framework, the following relationships can be identified, which 

in essence represent the key hypotheses formulated for the study. 

H1: E-service quality increases as e-marketing improves 

H2: E-customer satisfaction increases as e-marketing improves 

H3: E-customer loyalty increases as e-marketing improves 

H4: E-customer satisfaction increases as e-service quality improves 

H5: E-customer loyalty improves as e-service quality increases 

H6: E-customer loyalty increases as e-customer satisfaction improves 

The following mediation roles can also be identified from the framework: 

The link between e-marketing and e-satisfaction will be mediated by e-service quality. This 

mediation effect is likely to be a full mediation because satisfaction is unlikely to result 

independently of service quality.  

H7: E-service quality mediates the relationship between e-marketing and e-service satisfaction 
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The link between e-marketing and e-customer loyalty in particular would be mediated 

separately and jointly by e-service quality and e-satisfaction. This is likely to be a partial 

mediation because e-marketing can engender e-loyalty without e-service quality and e-

satisfaction. 

H8: E-service quality mediates the relationship between e-marketing and e-loyalty 

H9: E-satisfaction mediates the relationship between e-marketing and e-loyalty 

H10: E-service quality and e-satisfaction jointly mediate the relationship between e-marketing 

and e-loyalty 

H11: E-satisfaction mediates the relationship between e-service and e-loyalty 

The main covariates for the study have been identified as gender, age, education and income. 

These are exogenous variables that have the tendency to influence the model, by influencing 

the independent variables of the study: e-marketing, e-service quality and e-satisfaction. 

In summary, within the framework, the main dependent variable is e-customer loyalty and the 

main independent variable is electronic marketing. The impact of e-marketing on customer 

loyalty shall be based on the mediation effects of e-service quality and e-customer satisfaction. 

The influence of the covariates (demographics) on the independent variables will also be 

measured. 

2.13 CONCLUSION 

The literature review looked at key definitions, concepts, theories and pieces of empirical 

evidence on the relationship between e-marketing and service quality, customer satisfaction 

and loyalty. The majority of the reviews show that e-marketing is strongly associated with the 

other identified variables. It also came out clearly that not much research has been conducted 

within the e-SMEs sector, especially in developing and emerging economies. Based on the 

gaps identified, a conceptual framework has been developed to test eleven key hypotheses. 

The next chapter introduces the methodology adopted for this research, which assumes an 

objectivist standpoint, in line with most of the previous researches outlined in the literature 

review. 
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CHAPTER THREE: RESEARCH METHODOLOGY  

 

3.1 INTRODUCTION 

This chapter presents the various methods used in conducting the study. It provides the 

roadmap as well as the various techniques used for the investigation. The chapter contains 

two main research techniques known as research methods and research methodology. 

Kothari (2017), provided a clear distinction between the two techniques, he indicated that a 

research method involves the use of all available techniques or procedures necessary to 

conduct a given study or research. In other words, they are the techniques that are used to 

solve the research problem formulated for the study. Kothari also indicated that research 

methodology is the step-by-step approach that is used in solving the formulated problem for 

the study. It involves the scientific processes followed to achieve the aim of the study. This 

means that knowing the research methods without knowledge or ideas about how such 

methods work or are implemented would result in inconsistent results in the study. In this 

chapter, the discussions will centre on the research process, research paradigm, research 

philosophy, research approaches, study design, research choices and research techniques. 

The instruments for data collection are also discussed, as well as the statistical data analysis 

used for the study.  

3.2 THE RESEARCH PROCESS 

A research project is an undertaking that involves a series of activities geared towards finding 

answers to questions to solve a particular societal problem. Such a project may also end up 

in the discovery of a solution to an age-old problem. According to Mishra and Alok (2022), the 

research process can be defined as a plan of action designed to efficiently conduct research, 

as well as the desired implementation of the plan. This definition suggests that a research 

study encompasses a series of activities that include but not limited to: observation of a 

phenomenon (which may be problematic, captivating or even enigmatic), commencing an 

enquiry through data collection, analysing the data to find a trend or pattern, and interpreting 

the results that emanate from the analysis. Kothari (2020) summarises the research process 

as a project that consists of a series of actions or steps necessary to effectively undertake 

research and the desired sequencing of the processes involved.  

 

For the purposes of this study, the figure below provides a pictorial overview of the stages 

which this current study has gone through. The initial process involved problem identification 

regarding the interconnections between e-marketing, e-service quality, e-satisfaction and e-

loyalty for SMEs selling online in Ghana. The second stage involved an elaborate review of 

the conceptual, theoretical and empirical literature. This was followed by the formulation of the 
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study’s objectives and hypotheses. Once the research objectives had been set, a research 

design was effected to help achieve set objectives.  The study’s sample and sampling strategy 

were put in place after the research design. 

.  

Fig 3-1 Research Cycle. Culled from: www.iedu.com 

The next set of activities involved data collection, processing and analysis. The final stage of 

the study captured the reporting of findings from the study, which also includes implications 

for theory and practice. The limitations and recommendations of the study have been 

discussed to generate the identification of new research problems and new objectives for 

further research. 

The current study’s methodology has been presented as a systematic process that logically 

describes philosophical assumptions and approaches adopted in arriving at conclusions. First, 

the various philosophical options and paradigms for conducting research will be discussed. 

This is followed by a discussion on the research approaches in the literature and justification 

for the approach adopted for this study.  There will be further discussion on relevant research 

designs and the type of design adopted for the study. The current research, which is a survey, 

involved large numbers of an identified population of interest. Justification is made for the 

choice of the quantitative method for this study. The methodology section finally touched on 

data collection methods, analysis and reporting procedures.  

http://www.iedu.com/
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3.3 RESEARCH PARADIGMS 

According to Aliyu (2015), a research paradigm represents a worldview that defines for its 

holder, the nature of the world, the individual’s place in it, and the range of possible 

relationships to that world and its parts. In the words of Kamal, a paradigm represents the 

researcher’s beliefs and values about the world, the way they define the world and the way 

they work within the world (Kamal, 2019). The paradigm selected in a research work guides 

the researcher in making philosophical assumptions about the research. It also aids in the 

adoption of instruments, tools, population and methods chosen for the study. Al-Ababneh 

(2020) defines the concept of paradigm as the progress of scientific practice which is premised 

on people’s philosophies and assumptions about their worldview and what knowledge is 

supposed to be. 

In the opinion of Park et al. (2020), adopting a research paradigm leads to assumptions that 

help inform the quality of findings and support scientific studies. It also helps to identify the 

gaps necessary for developing sound evidence. A paradigm can therefore be seen as the lens 

through which a researcher looks around the world to see things much clearer. Kivunja & 

Kuyini (2017) posit that a research paradigm is a conceptual lens by which the investigator 

determines the methodological path of the research project, and how the data gathered will 

be analysed and interpreted.  It is therefore important to include a narrative on the paradigms 

that have guided this study and how they have informed the researcher’s worldview of the 

current phenomena under study. The following narration critically discusses five paradigms or 

worldviews-positivism, interpretivism, critical theory, postpositivism and pragmatism. 

Afterwards, justification is made for the adoption of the specific paradigm for this study, which 

is the positivist paradigm of a research study. 

 

3.3.1 Positivism 

Positivism refers to the scientific method or science research that is based on the rationalistic 

and empiricist philosophy that originated with the likes of Aristotle, Francis Bacon, John Locke, 

August Comte, and Emmanuel Kant (Remmling, 2022). Positivism can be defined as the 

scientific method that aids the researcher to arrive at objective inferences and universal laws 

based on consistent statistical results and generalizations (Junjie & Yingxin, 2022). Positivism 

as a paradigm adopts methods associated with the natural sciences to study phenomena in 

the social world. Therefore, positivism searches for the facts or causes of social phenomena 

and does not appeal to the subjective inclinations of the researcher. According to Majeed 

(2019), positivists’ beliefs are rooted in empiricism, which hinges on the idea that scientific 

enquiry is premised on observation and objective analyses. Majeed posits that 

experimentation, which involves direct observation and manipulation of phenomena, is the 
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main approach to arrive at conclusions. The main rationale for the choice of positivism is that 

the social world exists externally, and that it should be assessed through objective approaches 

instead of subjectivity that could arise through sensation, reflection or intuition. Ikram and 

Kenayathula (2022) are of the view that the main goal of a positivist enquiry is to test a model, 

concept, hypothesis or theory and to prove or disapprove them through the collection and 

analyses of numerical data. To wit, positivists test a hypothesis or theory by observing and 

measuring social phenomena to predict and control forces in the environment. Positivism 

aligns with quantitative methods of data collection. 

A key weakness in the positivist orientation is that it is impossible to consider people as being 

distinct from their social world and that they cannot be understood without assessing their 

perceptions about the world around them. Again, social scientists have become much more 

aware that a major weakness of the positivist approach is the assumption of perfect conditions 

for conducting social experiments and for the accuracy of hypotheses and predictions 

(Sovacool et al., 2018). Positivism is critiqued for the lack of empathy and consideration of the 

subjective, individual and hermeneutic aspects of social phenomena (Neubauer et al., 2019). 

In this regard, a highly structured quantitative research design may ignore very relevant, 

insightful, detailed and interesting findings.  

 

3.3.2 Interpretivism 

Interpretivism as a term serves as a contrasting epistemology to positivism. It is anchored on 

the assumption that social reality is not objective but rather subjective and individualistic 

because it is informed by our perception of what reality is (Collis & Hussey, 2014). The purpose 

of interpretive research is to investigate how identified social groups or individuals give 

meaning to their social norms and demonstrate how these realities inform their understanding 

of the world (Junjie & Yingxing, 2022). Interpretivists believe that reality is constructed through 

the researcher's interpretation and ability to communicate the respondent's reality; hence the 

researcher has to be a part of the research to conduct successful research. Qualitative 

researchers can access naturally occurring data by finding everyday features in extraordinary 

settings, this is an interpretive approach. In their view, Daher et al. (2017) suggest that in order 

to have an in-depth understanding of the particular research phenomenon, the researcher 

should directly interact with people in the field. Reinharz (2020) supports this view by 

highlighting that even in this technological age, the best overall source of information still 

mainly originates from people. Naturally occurring data can serve as a wonderful basis for 

theorising about things that the researcher would never imagine. What ordinarily happens in 

the world around us means that we can start with things that are not currently imaginable, by 

showing that they happened.  
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The major limitation of the interpretivist approach is the researcher‘s proximity to the 

investigation. It is argued that the research is so personal to the researcher that there is no 

guarantee that a different researcher would not come to radically different conclusions.  

 

3.3.3 Post-positivism  

Post-positivism as a research paradigm attempts to balance positivist and intepretivist 

worldviews, as it seeks to fill in on the weaknesses of both approaches. Panhwar et al. (2017) 

posit that post-positivism presents its conclusions in the light of what the majority believe is 

the reality. The post-positivist paradigm arose out of dissatisfaction with some aspects of 

positivism. According to Gamlen and McIntyre (2018), post-positivism holds that research 

strategies should be driven not by a commitment to one epistemological doctrine against all 

the others, but by pragmatic concerns about effectiveness in generating knowledge or solving 

problems by applying an appropriate range of available quantitative and qualitative research 

methods. Therefore, post-positivism does not reject quantitative methodology, but it does 

attempt to harness it within a more complex research design. In the opinion of Chigbu (2019), 

post-positivism (also referred to as post-empiricism) acknowledges that concepts, theories, 

contexts, knowledge, skills, and approaches to investigations or methods (or even the values) 

of the researcher can influence how the investigation is conducted, including its outcomes. 

Contemporary researchers agree that there is the need to adopt multiple methods, both 

quantitative and qualitative, to test theory to know how the world operates and to support 

objective policymakers and decision-making within a social context.  

Post-positivism should be seen as a variant of positivism since it recognises objective reality 

but with some form of moderation. Post-positivism does not have an objection to quantitative 

methodology, but it rather attempts to augment it with more complex and elaborate research 

designs (Peters et al., 2013). It is more circumspect with an approach that seeks to lean 

towards strong and one-sided interpretations and a lack of restraint in the profligate use of 

quantitative data and methods. Post-positivists, therefore, suggest the adoption of modified 

objectivism so that the researcher can command some form of guided influence on the 

phenomenon being researched. The current research did not adopt post-positivism. This is 

because, as Braun and Clark (2022) suggest, the post-positivist paradigm requires the 

combination of a multiplicity of tools, promotes investigation and reinvestigation, and is more 

suited for highly sponsored research that cuts across different contexts. Given the fact that 

this study is not sponsored and limited to the Ghanaian context, and also not a longitudinal 

study that requires reinvestigation, a positivist approach was rather adopted.  
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3.3.4 Pragmatism 

According to Kaushik and Walsh (2019), pragmatist philosophy contends that human 

endeavours cannot be differentiated from past experiences and from the beliefs that emerge 

as a consequence of those experiences. Pragmatists believe that no two people have identical 

experiences, so that their worldviews can also not be identical. However, there are always 

varying degrees of shared experiences between any two people that lead to different degrees 

of shared beliefs (Morgan, 2014). Therefore, worldviews can be  individually unique and 

socially shared. This position notwithstanding, some mixed-methods advocates see 

themselves to be philosophically tilted towards the transformative paradigm (Romaioli, 2022). 

Within the extant literature on research philosophy, it is generally accepted that mixed 

methods could be used with any paradigm. Pragmatism as a paradigm has multiple 

philosophical perspectives on ontology, epistemology and methodology, and individual 

researchers have the space to select research methods, techniques and procedures that best 

suit their needs, purposes and budget.  

3.3.5 Critical Theory 

Critical theory proponents aver that Knowledge development recognises the opaqueness of 

common sense perceptions because what we observe may not correspond with reality 

(Howell, 2019). Critical theory reflects a self-assessment that leans towards emancipation 

from exploitation by a highly commercial world and from capitalism. Fundamentally, nothing 

observed is really as it is, everything is understood and interpreted through the prism of values 

(Howell, 2016). Post-positivist pursuits of objectivity are deemed to ignore worldviews, values 

and norms through which the world is structured and fail to comprehend social phenomena 

fully (Howell 2013). Critical theorists fill this gap by asserting that influential groups define what 

knowledge entails; and that knowledge is developed in relation to historical change and also 

takes cognisance of normative or ethical implications on the status quo. Therefore,  critical 

theory provides a very powerful and inspiring impetus for reimagining modern society and its 

systems and groupings, including management (Alvesson & Deetz, 2020).  

However, the critical theory paradigm is not without limitations. According to Johnson and 

Duberley (2015), critical theory is individualistic in its emphasis on the pursuit of desire and 

pleasure and it is not logical in its rejection of theory and rational critique.  Positivists and 

interpretivists criticise critical theory for its inability to provide a clear justification and the basis 

for the impact of this paradigm on research approaches. Another source of weakness of critical 

theories is their over-reliance on social values. While empirical theories are known to foster 

objective reality, critical theories emphasise on subjective values to guide the conduct of 

research. As such, it creates a gap between extensive traditions of critical empirical research 

on the one hand and guidelines on how to conceptualise and conduct such research on the 
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other hand. The critical paradigm was not considered in this current study as the researcher 

sought to take an objective pathway and arrive at generalisations based on quantitative 

techniques. 

 

3.4 PHILOSOPHICAL FOUNDATIONS OF THE RESEARCH PARADIGMS  

Philosophy as a term is derived from the Greek words for love and wisdom and so it implies 

the ‘love of wisdom’ (Stehlik, 2018). Research philosophy is concerned with the beliefs, values 

and principles underlying an empirical research study (Aliyu, 2015). Wisdom is about things 

that bear on the contingent, but which are not themselves contingent. For example, what 

reality is, or what is (intrinsically) valuable, in the light of which one may judge contingent 

matters. Wisdom is also about how to acquire this truth and understanding of what is right 

(Sweet, 2020). According to Saunders and Lewis (2017), research philosophy is about the 

substance and development of knowledge and thereby reflects a certain outlook of the 

researcher’s world. The research philosophy adopted in this study will help to explain the 

choice of certain methods and proffer standards to assess the uniqueness of the research. 

The following paragraphs explain briefly the philosophical foundations of the research 

paradigms discussed early on. Philosophically, Cresswell (2014) identifies sets of 

assumptions that are related to: 

1) What is reality/knowledge? (Epistemological question) 

2) How to know it is true? (Ontological question) 

3) What values go into it? (Axiological question), and  

4) The process of studying it (Methodological question) 

Based on the foregoing, and for the purposes of this study, the subsequent narration will treat 

the four main philosophical foundations underpinning any research project, namely 

epistemology, ontology, methodology and axiology. A treatment of these philosophical 

foundations is required to fully grasp the philosophical questions which will be key in 

understanding the research problem. 

3.4.1 Epistemology Philosophical Stance 

Within the extant literature, epistemology is used to describe ways of knowing, how we know 

what we know, and who can become knowers. One ciritical question to ask in research is: 

What is the relationship between the knower (i.e., the researcher, enquirer, scientist, etc.) and 

the known (i.e., that which can be known or reality)? Answers to this question will address the 

epistemology aspect of a research endeavour.   Epistemology is therefore the study of the 

nature of knowledge, the beliefs, values and methods that arise from how knowledge is 
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perceived, viewed and approached (Moahi, 2022). Furthermore, epistemology asks the 

following questions: How do we acquire knowledge? What are the sources of knowledge? 

What is essence? What is the range and scope of knowledge? How can humans acquire 

knowledge? And, to what extent can knowledge be captured by humans? (Ro'is, 2022). 

Therefore, epistemology is very vital to empirical research, and serves as the basis for 

establishing the validity and legitimacy of a research undertaking. A particularly important 

question is whether the social world can and should be studied in line with the same 

procedures, principles, and values as the physical sciences. Asiamah (2020) provided a 

summary of the research paradigms and their epistemological stance as follows; 

The epistemological stance of the positivist paradigm is that of objectivity; 

The epistemological stance of the intepretivist paradigm is subjectivism; 

The epistemological stance of the critical paradigm is transactional; 

The epistemological stance of the pragmatism paradigm is relational; and, 

The epistemological stance of the post-positivism paradigm is conjecturism. 

3.4.2 Ontology Philosophical Stance 

Ontology asks two questions: What exists; and, what can be studied? Ontology is simply 

described as the philosophical study of being, or the assumption we make about the nature of 

reality (Berryman, 2019). In the words of Lelan and Juma (2019, p.27), “We can never know 

reality in its purest form; we can only interpret it through our senses and experiences”. 

Therefore, ontology is the study of that which can be known, or the nature of being or 

existence. What can be known is independent of the researcher’s perception.  What can be 

known is known only when it is experienced. Ontology therefore covers what we believe can 

exist, what we consider to be fundamental or basic (Berryman, 2019).  

The preceding narrative implies that the type of research questions generated for a research 

pursuit emanates out of ontology. Does the researcher see things out of a positivist stance or 

an intepretivist stance? For the current study, the choice of research questions has been 

informed by a positivist stance. The current study is based on the key research question: What 

is the relationship between e-marketing and e-loyalty? And, to what extent is this relationship 

mediated by e-service quality and e-satisfaction? The current study intended to explore this 

reality in terms of the nature of the relationship between e-marketing and e-loyalty. In trying to 

assess this relationship, the current study pursued the ontological philosophy that reality is 

objective and external to the researcher. The positivist stance is best suited to establish the 

true nature of relationships between variables other than an intepretivist philosophy (AI-

Ababneh, 2020). 

https://scholar.google.com/citations?user=Ti11RvgAAAAJ&hl=en&oi=sra
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3.4.3 Methodology Philosophical Stance 

Ontology, epistemology, and theoretical perspective delve deeply into the research process 

and influence not only what questions a researcher will ask, but also how the researcher goes 

about the process of finding answers to set research questions (Meixner et al., 2019). 

Methodology is defined as an approach to the process of the research encompassing a body 

of methods. It describes an approach to a problem that can be put into practice in a research 

programme or process (Collis & Hussey, 2014). Methodology is the set of guidelines and 

principles that put epistemology and ontology into action in a given research project (Varpio & 

Macleod, 2020). In other words, methodology encompasses the methods and strategies 

employed to guide the design of a study. This term is distinguished from methods, which refer 

to the various means by which data can be gathered and analysed (Collis & Hussey, 2003). 

The key methodology that has been adopted for the current study is the quantitative research 

methodology, which is situated within the positivist paradigm (AI-Ababneh, 2020). In the first 

place, this methodology has been adopted since the research question for the study is posited 

objectively.  And secondly, the current study measured social phenomena by collecting and 

analysing numerical or quantitative data. 

3.4.4 Axiology Philosophical Stance 

The etymology of the word axiology is founded in the Greek word ‘axios’ which is interpreted 

as ‘value’. According to Antoniuk et al. (2021), axiology studies issues relate to the place of 

values in reality and the structure of the value world, i.e. questions about the connection of 

various values, social and cultural factors and the structure of the personality. In the opinion 

of Aliyu et al. (2015), within the context of research, axiology asks the question: How can the 

inquirer (would-be knower) go about finding out whatever he or she believes can be known? 

This suggests that axiology refers to the role the researcher plays in adhering to values in the 

scientific research process (Pringle & Boison, 2018). These values guide the ethical map of 

the research, and what is recognised as fact or fiction (Kara, 2020). The methodological 

literature increasingly emphasises that the use of methods is conditioned by and reflects 

inherently contestable philosophical assumptions about notions of good or ethical practice in 

research (West & Schill, 2022).  

According to Collis and Hussey (2014), the axiological assumptions that guide positivists and 

intepretivists are quite distinct. Bilau et al. (2018) give a clear distinction in terms of the 

application of axiology for positivists and intepretivists. The authors suggest that in terms of 

axiology, positivists tend to be value-neutral, whiles interpretivists tend to be value-laden. 

Positivists have the conviction that the research process is value-free. This implies that 

positivists consider themselves to be separate and independent from the object or 

phenomenon under study. Positivists are keenly interested in the kinds of relationships that 
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exist among the objects under investigation. In sharp contrast, Interprevitists have the 

conviction that the researcher is an integral part of the phenomenon that is being studied. 

Interprevitists believe that researchers have inherent values, and these have a role to play in 

what is finally considered as facts emanating from the research process. The values of the 

researcher cannot be separated from the phenomenon being studied.  

The current study’s axiological stance has been informed firstly by sticking to a positivist 

approach, such that data for the study have been gathered independently from the researcher. 

To wit, the researcher’s interest did not influence the collection and analysis of data. Also, the 

current study adhered to the ethical standards set forth by the research board of the University 

of Bolton, UK. The researcher also sought ethical clearance from Accra Technical University, 

before embarking on the data collection exercise targeted at residents in the cities of Accra 

and Tema in the Greater Accra region of Ghana who shopped online. Furthermore, 

respondents willingly volunteered to partake in the data collection exercise by signing a 

‘consent to participate’ form. The study’s participants were adequately informed about the 

study's objectives, procedures, expected benefits and associated risks. Participants were 

adequately informed about their right to refuse to participate in the study or withdraw consent 

to provide data now or in the future. Respondents were also fully assured of the confidentiality 

of their identities and the protection of their data from third-party access.   

3.5 PHILOSOPHICAL CHOICE FOR THE STUDY  

The term research philosophy refers to the growth of knowledge as a whole. The current 

project has a specific goal, and by achieving that goal, this investigation will contribute to the 

advancement of knowledge. Zeithaml et al. (2020) posit that knowledge development through 

theories-in-use can be very useful in advancing marketing practice and scholarship. The 

application of suitable research philosophy in the current study can therefore lead to the 

creation of knowledge because it will reveal the relationship between e-marketing and e-loyalty 

in the context of SMEs selling online. This association may be of interest to scholars and 

marketers during this age of the Industry 4.0 digital revolution. Going by the positivist research 

philosophy, the knowledge gap that was identified in the first chapter is expected to be filled 

by the end of the study period, and also, it should give e-marketers insightful and new 

information about how customers behave online. 

The perspective from which we view the world is expected to be reflected in research 

philosophy. The most significant issue in research philosophy, according to Saunders and 

Townsend (2018), is to be well-educated about our philosophical choices and be able to justify 

our own decision among available alternatives. With this in mind, in the following sections, the 

researcher will analyse epistemological and ontological positions and present arguments to 
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support the theoretical foundations for this study. Epistemological assumptions include what 

people consider to be knowledge in a particular field of study, as well as how to investigate 

the social world (Bell & Bryman, 2018).  

Over the years, ontology and epistemology are the two main research philosophies that have 

been applied by researchers across the world. The researcher's choice of these philosophies 

determines his/her research approach. According to Berryman (2019), ontology is the study 

of being or reality, which is a term used to define what exists. Ontology, therefore, enables 

scientists to understand what reality is or what exists in the real world. This broad philosophical 

concept has two variants, namely idealism and realism (Creswell, 2014). Idealism is a school 

of thought about the fact that everything that exists is in man's mind or is at least influenced 

by cognition. Idealists think that knowledge or reality is a construct of the mind. Opposing this 

view is realism, which asserts that knowledge or the true world is independent of man's 

thinking or cognitive process.  

Epistemology is not a competing philosophy but a complement of ontology. It is the facet of 

philosophy indicating how knowledge can be acquired (Mkansi & Acheampong, 2012). 

Epistemology is therefore about how knowledge is acquired and thus answers the question 

of: “What is the best way of discovering reality”? Empiricism and rationalism are the two main 

variants of this philosophy. Rationalism posits that whatever exists or knowledge is an 

outcome of cognition and is, therefore, an outcome of the mind. Rationalists discover the truth 

about the world by analysing situations through logical reasoning. Empiricism is the very 

opposite of rationalism and asserts that knowledge or reality can be discovered objectively. 

Empiricists assume that knowledge or the truth about the world should not be influenced by 

man's thinking. 

Constructivism and Interpretivism are two forms of ontology and epistemology respectively. 

These philosophies are concerned with discovering the truth about the world through cognition 

(Cuthbertson et al., 2020). These philosophies are therefore applied to qualitative research or 

studies including qualitative approaches.  This is the case because qualitative research is 

about discovering knowledge based on the researcher's understanding and thoughts about 

the real world (Roger et al., 2018). In qualitative research, therefore, the researcher is the 

research instrument and thus influences the course of the research.  

Empiricism has two main categories, namely positivism and objectivism. These schools of 

thought assume that knowledge is independent of man's thinking and must therefore be 

discovered objectively or without the influence of man's thinking (Mkansi & Acheampong, 

2012). Proponents of these philosophies think that the outcome of an enquiry or research 

should not be biased. They also posit that whatever is discovered objectively is universal and 
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can be generalised. For this reason, empiricism and its variants are applied to quantitative 

research.  

The current study followed a hypothetico-deductive approach. It focused on testing some 

hypotheses using quantitative methods aimed at generalising findings. The objectivist and 

positivist approaches were therefore adopted for the current study. Positivism is an epistemic 

position that defends the use of natural science methods to investigate social reality and 

beyond. Positivist researchers aim to explain a social phenomenon from the position that 

sensory experience, as well as logical and mathematical treatment, is capable of doing so. 

The current problem is unmistakably a social phenomenon, as it reflects a social reality (online 

shopping from e-shoppers) that millions of people share. The study is based on hypotheses 

that are tested using data obtained through a specific process. The researcher used the same 

process for creating hypotheses and tested them with data from the survey. Hypotheses were 

tested through data analysis to determine the nature of the link between the identified 

constructs for the study. By this positivist method, the researcher sought to eliminate any 

subjective bias tha could influence the data collection process. The goal of positivism is to 

develop objective knowledge (Park et al., 2020). The nature of the current investigation, as 

well as how data was gathered to explain phenomena, strongly reflects the adoption of a 

positivist method for this research's epistemological position. 

Furthermore, an objective review of the facts collected supports this position. The nature of 

social things is referred to as ontological assumptions, and reality can be interpreted in two 

ways: objectivist or constructivist (Coskun, 2020). Ontological considerations provide answers 

to the following questions: What is the shape and character of reality, and what can be learned 

about it as a result? In line with the research topic and methodology, the current study chose 

objectivism as the ontological perspective. Objectivism is an ontological position that asserts 

that social processes and their meanings exist outside of our control (Bell et al. 2022). The 

study aimed to understand the nature of the association between e-marketing, e-service 

quality, e-satisfaction and e-loyalty. These phenomena are independent of the influence of 

any single individual. A representative sample was used to collect data in this study. In 

objectivism, researchers employ non-biased facts or information, and that was intended for 

this study. Though the researcher aimed to be as objective as possible and remove prejudice 

from the view of reality, it is impossible to be completely neutral when conducting a study. As 

highlighted by Stieglitz et al. (2020), the researcher's values may have an impact on the 

research. Previous research by the author, working experience, personality, personal 

experience, and other characteristics may all influence the study to some degree. However, 

this study put in place objective measures by gathering data from a larger sample size, to as 

much as possible, measure phenomena outside the researcher’s viewpoint. Information 
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technology is fast transforming traditional marketing paradigms, and being open to the 

potential of e-marketing is critical for any SME, regardless of the industry. Knowing how to 

keep a customer in the context of e-marketing, the researcher believes, is essential 

information for the growth of a small business. The researcher believes a positivist approach 

involving a large sample size will lead to reliable generalisations, other than an interpetivist 

approach.  

In furtherance of the above stance, the study’s epistemological and ontological orientations in 

pursuit of the virtues of reality and truth were based on the ideas of positivism. That is, the 

current study saw reality as socially constructed to form a complex interconnected whole. 

Understanding social reality requires an understanding of the context in which that reality is 

constructed and also from the general perspective from which society agrees to such reality. 

In line with this argument, the current study adopted positivism to understand a social reality 

such as the nexus between e-marketing, e-service quality, e-satisfaction and e-loyalty 

performance levels of SMEs selling online, and the predictable associations between these 

constructs that were measured numerically. This social science study can be deemed to be 

objective since the relationship between the researcher and the object of research has been 

deemed to be independent (Shan, 2022).  

The adoption of this paradigm created room for the researcher to use a deductive approach 

to understand concepts that are socially constructed and standardised in the online shopping 

space, as well as the quantitative measurement of the identified variables. Gravetter and 

Forzano (2018) posit that in a positivist world, there is room for the prediction of phenomena. 

To examine the predictability of e-marketing on e-loyalty for SMEs selling online in Ghana, 

and taking into consideration the mediating roles of e-service quality and e-satisfaction, there 

was the need to employ the doctrine of positivism. This choice aided in assessing 

appropriately the quantitative contribution of criteria variables on the output variable. It must 

be noted that a prior engagement with the literature influenced the adoption of the quantitative 

approach for this study.  

3.6 RESEARCH APPROACHES  

The most widely adopted approaches in research are the deductive and inductive approaches 

to research. Depending upon the nature of the research, the researcher may adopt one of 

these two. The main difference between inductive and deductive approaches to research is 

that inductive reasoning aims at developing a theory while deductive reasoning aims at testing 

an existing theory. Thus, the deductive approach is usually adopted by researchers conducting 

quantitative research, whiles the inductive approach is mostly adopted by researchers 

conducting qualitative research. The approaches do have their merits and demerits. 
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3.6.1 The Deductive Approach  

According to Graebner et al. (2022), the deductive approach involves the testing of a pre-

existing theory, explanation or hypothesis. The main objective of the deductive approach is to 

help researchers ascertain a proposed hypothesis by employing existing theories. In essence, 

the deductive approach involves the application of pre-existing information to accept or reject 

a hypothesis to achieve the objective of the research. 

Deductive research is adopted when the researcher intends to test hypotheses. Therefore, it 

offers the possibility to explain causal relationships between the concepts and the variables of 

the study. The practice of research avers that in conducting deductive research, the research 

always starts with a pre-existing theory (which is usually the result of inductive research), 

posits a hypothesis, and gathers primary data to confirm or disconfirm the hypothesis. The 

deductive approach, therefore, starts from theory and predicts specific observations from 

generalisations, whiles an inductive approach starts from data and makes broad 

generalisations from specific observations (Alturki et al., 2021). 

Critics argue that the deductive approach does not encourage divergent and cognitive 

perspectives to a phenomenon, and therefore limits creativity and deep insights into 

understanding a phenomenon. Korenjak (2019) has observed that one of the key problems 

associated with deductive reasoning is that it makes a sweeping assumption that all disciplines 

in natural science function in the same manner. In trying to overcome the weakness of the 

deductive approach, the researcher sampled a bigger population and also added a few open-

ended questions to allow respondents to express their opinions about the phenomenon of the 

study. 

3.6.2 Inductive Approach  

According to Li and Zhang (2022), the inductive approach generates an explanation from the 

data collected. It is the opposite of deductive research. It aims at building a new theory by 

migrating from specific observations to broader generalisations and theories. Inductive 

research is flexible as the researcher does not have to follow any pre-determined information. 

It supports the generation of new theories. Critics argue that if observations are incorrect, an 

inductive researcher would end up making incorrect conclusions. Conducting research in line 

with this approach may sometimes be very time-consuming as well. 

3.6.3 Differences between Deductive and Inductive Approaches to Research 

The major differences between deductive and inductive approaches to research are quite 

manifest. In applying the deductive approach, researchers begin the process by considering 

past and present theories concerning the topic of the research. This helps to develop some 
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hypotheses. The new hypotheses are then tested in the process of conducting a new study. 

Data is then gathered and analysed to either confirm or reject the hypotheses. 

According to Dudovskiy (2019), the deductive approach is a top-down approach to statistical 

inference based on quantitative methodologies and is "focused on deducing conclusions from 

premises or propositions." In contrast to quantitative research methods, which depend on 

deductive reasoning or a process of moving from a general theory to specific 

observations, Frost (2021) posits that qualitative research methods reflect an inductive 

manner of analysis, to the extent that relevant theories are not considered at the beginning of 

inductive research. In this approach, clusters of data or patterns start emerging from the 

observations or measures conducted by the researchers. From these patterns, the researcher 

begins to generate new themes. 

In terms of aims, there are some differences between the two. For example, deductive 

research aims to test an existing theory, while inductive research aims to develop a theory. 

Likewise, the sample size makes a difference as well. For instance, a deductive approach 

requires a big sample size to generalise conclusions, unlike an inductive approach. It should 

be noted that the deductive approach is usually adopted by researchers conducting 

quantitative research, whiles the inductive approach is adopted by researchers conducting 

qualitative research. 

 

Table 3-1 Differences between deductive and inductive research approaches (Adopted from 

Saunders et al., 2009) 

Deductive Approach Inductive Approach 

• Scientific principles underpin 

research 

• Gaining insights into the meanings 

humans attach to the 

phenomenon 

• Moving from theory to data • A close understanding of the 

research 

• Explanation of causal relationship 

between variables 

• It involves gathering qualitative 

data 

• It emphasises researcher 

independence in what is being 

researched 

• The researcher is involved in the 

research process 
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• It involves control measures to 

ensure the validity and reliability of 

data  

•  The researcher is part of the 

research process 

• Patterns are developed which lead 

to generalisations 

• Less concern with the need to 

generalise 

 

The discussion thus far seems to suggest that deductive and inductive approaches to research 

are different from each other and cannot be employed together in a research study. However, 

Saunders and Lewis (2017) suggest that this is highly debatable and that researchers can 

combine the two approaches and come out with reliable outcomes. However, if researchers 

are bereft of enough time, funding and other resources, they need not apply both approaches 

in their studies. The next section discusses the choice of approach and the justification. 

3.6.4 Choice: Deductive Approach 

Dudovskiy (2019) suggested that the deductive process consists of several stages. First, the 

researcher starts by deducing one or more hypotheses from existing theory. These 

hypotheses are then tested with the application of relevant quantitative methods by examining 

the study’s outcomes with the existing theory. The framed hypotheses can then be confirmed 

or rejected. Bloomfield and Fisher (2019) aver that a quantitative research approach is used 

to confirm or test a theory or hypothesis, which gives further credence to the choice to use 

quantitative data for a deductive study, as deductive research also derives a hypothesis from 

existing theory (Bell et al., 2018).  

As indicated earlier, the current study adopted a hypothetico-deductive research approach, 

since targeted data were quantitative in nature. Mertens and Recker (2020) posit that 

researchers adopting a deductive approach are more likely to work with quantitative data. The 

current study specifically adopted the deductive approach, since the data analysed were 

quantitative. The deductive approach for this study consisted of analysis of theory, forming a 

hypothesis, gathering quantitative data through a survey and lastly, comparing the outcomes 

of the statistical analysis of the survey to the theory to either confirm or reject hypothesis 

formulated.  The research delved into pre-existing theories related to the study and applied 

these theories to develop hypotheses that were tested, based on a larger sample size. Data 

were gathered and analysed to either confirm or disconfirm hypotheses generated for the 

study, after engaging in a preliminary and comprehensive review of pre-existing literature. The 

current study is an academic venture within a limited time frame, and also external funding 

has not been sought for the study. 
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The positivist epistemological approach that was described also fits well with the deductive 

approach. Hypotheses are tested using empirical data obtained using quantitative 

approaches. The testing will determine whether or not the hypotheses can be accepted. The 

study began with theory, and then moved on to hypotheses construction, and the subsequent 

steps of the deductive approach. Findings from the study informed either accepting or rejecting 

the hypotheses generated, following the literature review. 

3.7 RESEARCH METHODS/CHOICES  

Three types of research methods are generally discussed in the research methodology 

literature, namely quantitative, qualitative, and mixed methods. These methods have been 

further re-classified under mono, mixed, and multi-methods according to Marutha (2021). A 

researcher adopts the mono-method when either a qualitative or quantitative method is 

chosen, which would depend on whether the data being gathered is qualitative or quantitative.  

A mixed methods approach is adopted when the researcher uses both qualitative and 

quantitative methods for a particular study, and not in any other matter (Hunter & Bruwer, 

2016). A multi-method is a mix or combination of different kinds of methods, regardless of 

whether they are qualitative or quantitative, and which more often than not involves 

triangulation (Vivek & Nanthagopan, 2021).  

The qualitative method aligns with the subjectivist/interpretivist philosophical assumption to 

conduct an in-depth enquiry into phenomena. The underlying feature of qualitative research 

is the use of strategies that provide deep insights into a phenomenon. It is often used to 

develop theories through an inductive research approach research and does not seek to 

generalise findings. However, the generalisability of qualitative studies is still the subject of 

ongoing debate (Osbeck et al., 2021). Examples of qualitative designs are case studies, 

phenomenology, ethnography, grounded theory, and content analysis.  For the purposes of 

this study, qualitative designs were not adopted, as the researcher sought to conduct an 

objective study devoid of personal or subjective biases. 

Quantitative designs ideally generalise findings to a population based on a sample, and are 

therefore considered the best approach for statistical inference. In quantitative research, 

numbers have a core role to play, as the researcher’s observations are described with 

statistics (Scharrer & Ramasubramanian, 2021). Quantitative techniques do not produce the 

detail that qualitative approaches provide, but they allow for testing theories and modifying 

existing models (Gupta & Gupta, 2022). Unlike the qualitative approach, the quantitative 

technique employs relatively large samples, often representative samples, allowing it to 

generalise findings. The main quantitative designs are correlational design, quasi-

experimental design, and experimental design.  
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The current study employed the quantitative method (i.e., mono-method, other than mixed- 

methods) for three main reasons. First, the focus of the study is to test a model of hypotheses. 

The intent of testing the model is to generalise findings to the population so that the outcomes 

of the study can inform marketing policy in a broader population. Secondly, all objectives of 

the study require an assessment of the relationship between variables, and it has been 

established that the quantitative approach is the best way to test for the nature of the link 

between variables and its strength (Zhang, 2022). Finally, the quantitative approach is cost-

effective, generalisable (due to the ability to collect data from a large sample), reliable (due to 

its standardised character), and versatile as it involves rigorous and robust quantitative 

investigations (Blackstone, 2018). The generalisable character of a survey makes it an 

excellent data collection instrument for deductive research, which, as previously indicated, 

tries to generalise data. The current study could not have adopted mixed approaches, as there 

was no external funding agency or company sponsoring the entire study. 

3.8 RESEARCH DESIGNS 

Research design can be considered as the structure of research since it is the “glue” that binds 

all of the elements in a research project together. In short, it is a plan for the proposed research 

work (Akter, 2016). It has an impact on the type of data collected, the instrument used to 

collect data, and the data analysis performed. Study designs are types of inquiry that provide 

precise direction for procedures in a research design. Each of these approaches has its own 

set of research strategies or designs. For the purposes of the current study, quantitative 

research designs have been adopted. The quantitative option has four main study designs in 

the existing research methodological literature (descriptive, correlational, quasi-experimental 

and causal). The next sections delve into their nature, qualities, benefits, and the types that 

have been selected for the current study with justifications. 

3.8.1 Descriptive Research  

The descriptive design aims to describe the current state of a variable that has been identified. 

It entails the systematic gathering of data, which necessitates the careful selection of the units 

to be analysed as well as the precise measurement of each variable. Describing and 

interpreting the current state of individuals, locations, conditions, or events is the goal of 

descriptive research (Mertler, 2014). The researcher merely studies the phenomenon of 

interest as it occurs naturally in this style of research. There is no attempt to control the 

individuals, circumstances, or occurrences. 

Observations and surveys are the two most popular types of descriptive research. 

Observations are commonly used in qualitative research, but they are also used in quantitative 

research. To acquire quantitative data, observational research might be used. Quantitative 
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observational data, according to Leedy and Omrod (2019), focuses on a specific feature of 

behaviour that can be quantified by some measure. The purpose of a survey is to describe 

the characteristics of a group or a population (Frankel et al., 2012). It is a purely quantitative 

study in which a researcher conducts a survey or questionnaire to a sample of the population 

to identify their views, opinions, behaviours, experiences, or other characteristics. The 

researcher has a variety of data collection tools while using surveys. Mail surveys, telephone 

surveys, interviews, email surveys, and web-based surveys are among the most common 

options available to researchers. 

The demographic features of the variables under the current study were described using 

descriptive statistics in the form of a survey in the current study. Data were also gathered 

through email and web-based methods. To collect primary data, the study used Google Docs 

and participants' email addresses. Because participants were largely online on their mobile 

phones and other electronic devices, these electronic tactics ensured a high response rate. 

3.8.2 Correlational Study  

Using statistical data, correlational research aims to identify the extent of a relationship 

between two or more variables. Relationships between and among a multitude of facts are 

sought and understood in this style of design. This form of research identifies trends and 

patterns in data, but it does not go so far as to show causation for these observed patterns in 

its analysis (Asiamah, 2021). This sort of observational research does not rely on cause and 

effect. A correlational study's goal is to uncover, and thereby measure, correlations or 

associations between two or more variables. A research study might, for example, assess an 

individual's status in relation to one variable and determine how it is associated with another 

variable. Thus, the researcher may be interested in determining whether a relationship exists 

in the first place, and if so, whether the relationship or nexus is positive (direct) or negative 

(indirect). 

In a correlational study, the researcher looks at whether and to what extent two or more 

variables have a statistical link (Murphy, 2021), and whether the relationship occurred in the 

past or is still present. As a result, the researcher may be interested in determining whether 

there is a relationship in the first place, and if so, how strong the association is. Typically, in a 

quantitative study, the correlations explored are statistically measured using the correlation 

coefficient ‘r,' which quantifies both the direction and amount of the link. 

The current study used a correlational design, as it examined the relationship or nexus 

between four variables: e-marketing, e-service quality, e-satisfaction, and e-loyalty. 

Hypotheses were developed, and data has been collected to determine whether or not there 

is a link between these factors, as well as the nature of the association (whether direct or 
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indirect). It is important to note that correlation does not imply causation. This means that 

when variables are correlated, a study cannot conclude that the independent variable causes 

the dependent variable (Mertler, 2014). Regardless, the results of correlation studies can be 

used to make predictions. For example, if an independent variable A is considerably or 

strongly linked with B, then an increase in variable A may trigger a future increase in variable 

B. In the current study, e-marketing (the main independent variable) has been posited to have 

a positive relationship with e-loyalty (the main dependent variable). Thus, the current study 

posited that an increase in e-marketing activities should lead to an improvement in e-loyalty. 

Additionally, the study posited that e-service quality and e-satisfaction mediate the relationship 

between e-marketing and e-loyalty. This intervention role further sets forth a measurement of 

an anticipated direct nexus between the four key variables in the study. Data was gathered 

and analysed to test if the posited relationships (hypotheses) were true or not.  

3.8.3 Quasi-Experimental Study 

Under the quasi-experimental approach, the researcher tries to find cause-and-effect 

correlations between variables. True experiments are fairly similar to these types of designs, 

but there are a few crucial differences. The experimenter identifies but does not modify an 

independent variable, and the effects of the independent variable on the dependent variable 

are assessed. The researcher tries to figure out why there are differences between two or 

more groups, and data is acquired to figure out why one group differs from another (Mertler, 

2014). In a quasi-experimental study, because the precursory conditions and subsequent 

differences have already occurred, the researcher seeks a plausible cause after the fact 

(Reichardt, 2019). The current study is not quasi-experimental because it did not look at cause 

and effect links after the fact. It is worth noting that causal-comparative research does not 

always reflect genuine cause-and-effect relationships. This brings us to the experimental, 

randomised, or control designs, which are the next form of quantitative design. 

3.8.4 Experimental Research  

This method is known as real experimentation since it employs the scientific method to 

determine the cause-and-effect relationship between a set of variables in a study (Davies & 

Fisher, 2018). Any study in which all other variables except one are identified and controlled 

is considered a valid experiment (Schwichow et al., 2016). To determine the effects on the 

dependent variables, an independent variable is changed. Rather than being randomised to 

naturally occurring groups, subjects are randomly assigned to experimental treatments. 

According to Zellmer-Bruhn et al. (2016), the researcher manipulates independent variables, 

controls extraneous influences, and assesses the effect on dependent variables in this stage. 

Experimental designs are actual assessments of cause-and-effect relationships, and they are 
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usually undertaken over time, making them longitudinal. A typical experimental study might 

include the following steps: 

i) A sample of volunteers chosen at random or allocated to an experimental group at random. 

ii) An independent variable that can be applied selectively to the experimental group (also 

known as the treatment variable, causative variable, or experimental variable). 

iii) A dependent variable that can be measured in the same way for all groups in the study, 

often known as the criterion variable, effect variable, or post-test variable. 

3.8.5 Research Strategy Adopted for the Study 

The researcher's purpose in this study was to investigate the nexus between different types 

of variables, which means that the correlational technique is the ideal strategy. Nonetheless, 

there are more concrete reasons why the current investigation should be conducted using a 

correlational method. To begin with, groups are compared by utilising both quasi-experimental 

techniques and real experimental designs, with the latter being specifically designed to 

account for alternative explanatory variables. Nonetheless, this study does not necessitate a 

comparison of groups or an assessment of causal effects, which are finally explored in 

experimental studies. The correlational design is best for investigating fixed connections, that 

is, relationships that are not expected to change over time (Seeram, 2019), which is what this 

study is about. 

To be precise, this research looked at fixed correlations rather than longitudinal associations 

or impacts. Fixed associations are best investigated by cross-sectional surveys that gather 

and analyse data once (Umstead & Mayton, 2018). As a result, the cross-sectional survey 

looks at common correlations rather than associations or effects that fluctuate over time. It's 

the polar opposite of the longitudinal approach, which looks at changes in relationships over 

time. The researcher was able to assess prevalent associations using a cross-sectional 

technique, which would guide policy decisions for interventions that had nothing to do with 

time. 

3.9 STUDY AREA AND POPULATION  

The study area for this research is the Greater Accra region of Ghana. The population of 

interest is customers within the Accra metropolitan area that patronised products listed by 

SMEs on Ghana’s major e-commerce platforms.  Customers who patronised the products of 

the SMEs displayed online were made to respond to a structured questionnaire on the e-

marketing strategies employed by the websites and their association with e-service quality, e-

satisfaction and e-loyalty. 
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3.9.1 Population of Interest 

The total population of interest for this study comprised customers who shopped online via the 

intermediary websites where SMEs had listed their products and services. A population of 

interest can be defined as a set of individuals with specific characteristics who are pre-qualified 

for a particular enquiry. It was recently defined by Asiamah et al. (2017b) as all individuals or 

entities about which a study is conducted. It is the general population which comprises all 

people who can provide data within the defined study area. Asiamah and associates contend 

that it is crude because it contains individuals who may not meet some selection criteria. The 

general population of this study was all active buyers of products listed by small-scale 

businesses on the selected websites. The target population represents people or elements of 

the general population that meet some selection criteria (Asiamah et al., 2017b). Every 

research work ought to follow some ethical standards, and one of the ethical principles that 

guide research work is that no individual or organisation should be forced to participate in a 

study. According to Asiamah et al. (2017b), it is necessary to exclude companies or individuals 

who are not willing to participate in the study from the target population. They added that 

individuals who would not be available to respond during the study period should also be 

removed from the target population. Therefore, the accessible population formed when the 

researcher removes from the target population firms or individuals who are not willing to 

participate in the study or will not be available to participate. 

3.9.2 Customer Population 

The general population used in this study was buyers who patronised SME products that had 

been listed on the online shopping sites (The main online shopping sites selected for that listed 

the SMEs products were: jumia.com, tonaton.com, kikuu.com, jiji.com. tonaton.com, 

superprice.com and kaymu.com). The selection criteria used to select members of the target 

population were: (a) having used the intermediary e-marketing platform for at least the 

previous 6 months (b) having bought products listed on the online shopping websites within 

the previous 6 months; (c) having at least a basic educational qualification, which signified the 

ability to read and write in English, which was the medium in which questionnaires were 

administered. The number of customers who satisfied these criteria was 4,092. Hence, the 

target population size of customers was 4,092, and this comprised residents living in the twin 

cities of Accra and Tema who regularly shopped online. Next, the accessible population was 

determined using the definition and approach of Asiamah et al. (2022). In this respect, 

customers who were unwilling to participate in the study and would not be available during 

data collection were removed from the target population. Some customers could not be 

reached (via email, social media or phone communication) for screening and questioning, and 

such customers were also removed from the target population. This step gave rise to 2,153 
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customers, which was the accessible sample size of customers. The next section presents 

sampling decisions made on this population.  

3.10 SAMPLING TECHNIQUES AND SAMPLE SIZE 

This section presents the study’s sampling frame, sampling techniques, and sample size.  

3.10.1 Sampling Frame 

The sampling frame is a list of all individuals or elements about which an investigation is to be 

conducted. According to Asiamah et al. (2017a), it is not just a list of names but also includes 

characteristics of individuals who are expected to participate in a study. These characteristics 

are used to know who meets the selection criteria or not. Characteristics that were of interest 

in the lists were age, gender, position, education, and other attributes that enabled the 

researcher to make sampling decisions. Key inclusion criteria included the fact that 

respondents should 1) be able to read and write in the English language, 2) be 18 years and 

above, 3) have shopped online on the 3 shopping websites at least for at least the past 6 

months, and 4) have bought, received and used at least an item listed by the small businesses 

that sell on the intermediary websites. 

3.10.2 Sampling Techniques and Sample Size 

Sampling has been defined as “a technique (procedure or device) employed by a researcher 

to systematically select a relatively smaller number of representative items or individuals (a 

subset) from a pre-defined population to serve as subjects (data source) for observation or 

experimentation as per objectives of his or her study” (Sharma, 2017, p. 749). To wit, sampling 

is the process of selecting members of the accessible or target population who eventually 

respond to the study, based on some selection criteria. The rationale for sampling is that the 

entire population cannot be countered in a survey owing to resource or time constraints. 

Sometimes, sampling is necessitated by theoretical or methodological requirements such as 

the need to compare sample statistics with some parameters. A simulation study conducted 

by Asiamah et al. (2017b) however suggests that gathering data on the entire population 

produces the most precise results. That is, the researcher should resort to a census if he or 

she has the resources for this approach. A census is an exercise whereby all members of the 

population are qualified to partake in a particular study.  

Quantitative studies focus on generalising findings from a sample to the population. As a 

result, they make use of representative sampling, which refers to a sample size that is large 

enough to generate findings that reflect the views of the entire population. A representative 

sample is determined using random sampling methods that give each population member a 

known probability of being selected (Sharma, 2017). Representative sampling methods are 

also known as probability sampling techniques. Examples are simple random sampling, 
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systematic sampling, stratified sampling, and multistage sampling. Using one or more of these 

methods leads to a random representative sample.  

The non-probability sampling procedure is also commonly used. However, this approach does 

not accord each population member a known probability of being selected and does not lead 

to a representative sample (Asiamah et al., 2017a). Variants under this category are quite 

recently being used in quantitative studies too, as it allows the researcher to purposefully 

target respondents who fit into the scope and definition of the research and still represent the 

views of the larger population. Purposive sampling, convenience sampling, and snowball 

sampling are common examples. It was, nevertheless, impossible to gather data from all 

customers who made up the accessible population owing to the limited resources and time 

available for the study. Even so, a representative sample was ideal for the study and was 

determined.  

There are 6 main online shopping websites in Ghana (Jumia, Kikuu, Tonaton, Jiji, Kaymu, and 

Superprice) that offer online payment and delivery services, and also provide a platform for 

individuals, small businesses, and SMEs to list their wares. For the purposes of this study, 3 

online platforms that could provide reliable services such as mobile money payments, 

debit/credit card use, home delivery services, and connected to social media were purposely 

selected. These were Jumia.com, Tonaton.com, and Jiji.com. The study targeted consumers 

who shopped on these online platforms to gather data regarding the main e-performance 

variables identified for the study. 

In terms of sampling customers who shopped on these websites, a convenience sampling 

technique was used for the online survey. Respondents who met specific criteria were 

conveniently selected until the maximum sample size of 1,293 participants was reached. 

Previous studies investigating e-marketing, e-service quality and related website effectiveness 

have shown that a convenience sampling approach is an efficient and acceptable sampling 

method to adopt (Anser et al., 2021; Guluwita & Sapukotanage, 2020; Ahmad et al., 2017). 

There was a 100% response rate (usually the case with most online surveys)as the 

participants completed the survey in less than 5 minutes via their WhatsApp links. The 

researcher could not use a powered sample (i.e., a sample determined based on pre-

calculated effect size and power) because no related study with relevant statistics (e.g., effect 

size) was available. Recent studies conducted in the COVID-19 era and online surveys 

(Asiamah et al., 2021; Elsahory et al., 2020) used sample sizes ranging between 32 and 4,222 

to reach useful findings. Considering the study design and the geographical scope of the 

study, the researcher aimed to collect data from a sample of 1,293 online buyers who met the 

selection criteria. 
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3.10.3 Structure of the Online Survey 

The cross-sectional data collection exercise was conducted over 2 months between March 

and April 2020. This study adopted a cross-sectional design and an online survey targeting 

consumers who mostly purchased SME products listed online. The buyers mostly comprised 

customers who were used to buying mostly electronic products such as mobile phones and 

laptops, fashion wares, health and beauty products, sporting goods, etc online via the 

identified e-shopping sites. The criteria for respondent selection were thus Ghanaian Internet 

users, who had visited, bought, or used the service offered by the intermediary online shopping 

sites, at least once during the previous six months.  

 

The target population in this study was made of all male and female Ghanaian adult individuals 

over the age of 17 years. To test the proposed model, a questionnaire was developed. Data 

collection was conducted through an online questionnaire using Google Docs. The url link for 

the survey was shared on social media mainly via WhatsApp and Facebook. Respondents 

were directed to a website containing the questionnaire via the shared link for self-

administration. Respondents were instructed to respond based on the last online store that 

they used during the previous six months. The data collected was kept automatically in a 

Google spreadsheet and later exported into the Statistical Package for Social Science (SPSS) 

Software for further analysis. 

 

The use of online surveys was the only way to collect data since the study was conducted 

when COVID-19 social distancing measures were still being observed. The COVID-19 

pandemic had set in around this time and therefore the only viable and most appropriate 

means to gather data for this research was through an online survey (Mishra et al., 2020, 

Rahman et al., 2020). More so, this approach was apt as online buying and selling had gained 

great momentum because of the lockdown in the main cities of Ghana, and in the Accra-Tema 

metropolis where this research was conducted. The online survey was developed by the 

researcher and hosted on Google Forms, a free survey creation platform that allows data 

sharing instantly between research collaborators. The researcher selected Google Forms over 

other related software because it is user-friendly, affordable and allows easy transfer of data 

to be transferred to statistical software for analysis. Because no existing template was suited 

to the study, the researcher developed the survey from scratch. 

  

The survey comprised five sections, with the first section made up of the first two questions. 

The first question presented the instructions for completing the survey and ethics statement 

(i.e. participant consent statement). The second question screened for only volunteer 
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participants. The researcher ensured that only individuals who agreed to participate in the 

study, and who had previously patronised an SME product online (by ticking ‘Yes’) could 

complete the survey. The second section presented 28 items measuring electronic marketing. 

Section 3 featured 13 questions that measured e-service quality and overall satisfaction. 

Section 4 captured measures of e-loyalty respectively. Section 5 presented demographic and 

individual characteristics. The researcher applied the ‘multiple questions per page’ online 

survey format because any other option would have made the survey too long. The literature 

suggests that the use of inordinately long surveys may lead to a low response rate (Celhay et 

al., 2022). 

 

3.11 DATA COLLECTION 

This section presents and justifies measurement methods, data collection approach, and scale 

validation procedures.   

3.11.1 Operationlisation of Main Variables 

This study measured four main constructs, which are e-marketing, e-service quality, e-

satisfaction, and e-loyalty. These variables were measured as service delivery outcomes and 

were therefore based on customer opinions. E-marketing is the main independent variable 

whereas e-loyalty is the main dependent variable. E-service quality and e-satisfaction were 

the mediating variables. E-marketing was measured using the 28 e-marketing standard tools 

developed by Meng & Chatwin (2012). E-service quality was measured using the 20-item e-

service quality scale borrowed from Yang et al. (2004). This scale comprises six domains (i.e., 

reliability, responsiveness, security, competence, ease of use and product portfolio). E-

satisfaction was measured by adopting the overall customer satisfaction scale in the literature. 

Using the overall customer satisfaction one-item scale is easily understood and imagined 

(Mousa, 2021). E-loyalty was also measured using the 15 standard items scale from Bobalca 

et al. (2012). E-service quality, e-satisfaction and e-loyalty were associated with the same 

scale as e-marketing. Going by the recommendation of Alhassan et al. (2022), data was 

gathered with the five-point Likert scale format with these recommended descriptive anchors:  

1 = strongly disagree; 2 = disagree; 3 = somewhat agree; 4 = agree; and 5 = strongly agree.   

3.11.2 Covariates and Demographic Variables 

Five demographic variables (of customers) were measured as covariates and control 

variables. These are gender, education, age, income, and how long the customer had bought 

from the e-SME. Gender was the sex of the individual measured as a binary variable i.e., male 

= 0 and female = 1. Education was measured as the highest formal education of the individual, 

while income was measured in terms of the gross annual income of the customer. Age was 

measured in terms of age brackets that shopped online.  
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3.11.3 Instruments and Types of Customer Data 

A self-reported questionnaire was used to gather data and measure the above variables. The 

questionnaire (see appendix) focused on customers. The main constructs,  demographic and 

controlled variables were measured using this questionnaire which comprised four main 

sections. The first section presented items on e-marketing, whereas service quality and 

customer satisfaction were captured in the second section. The third section measured e-

customer loyalty while the final part captured the demographic and control variables. Open-

ended questions were asked at the end of each section to elicit elaborate responses on the 

variables.  

The primary source of data was obtained from e-customers who had at least shopped on the 

websites within at least the past year. The type of data gathered was quantitative, based on a 

5-point descriptive anchor Likert scale.   

3.11.4 Psychometric Properties of the Scales  

Psychometric properties refer to the validity and reliability of a measurement scale. The 

concept of validity in research refers to the extent to which a scale measures what it is 

supposed to measure. Reliability, on the other hand, refers to the application and 

appropriateness of the methods undertaken and the integrity of the conclusions (Noble & 

Smith, 2015). It is therefore the extent to which a scale produces consistent findings across 

studies and populations. For a scale to produce credible findings, it must produce satisfactory 

psychometric properties, which are traditionally reached through scale validation. An 

estimation of the reliability and validity statistics of a construct constitutes the core of scale 

validation (Kelava, 2016). Consequently, the process of scale validation using Confirmatory 

Factor Analysis (CFA) primarily involves the computation of the composite reliability (CR), 

average variance estimate (AVE), maximum shared squared variance (MSV) and average 

shared squared variance (ASV) statistics (Kelava, 2016; Asiamah et al., 2018), and making 

sure that these statistics are equal to or greater than some theoretical statistical baselines. 

More specifically, these statistics confirm reliability and validity based on the following 

thresholds recommended (Asiamah et al., 2018): 

• reliability – ca/cr ≥ 0.7; communality ≥ 0.5 

• convergent validity – cr>ave, ave ≥ 0.5; and  

• discriminant validity – msv<ave, asv<ave 

The next section is a report on a pilot study to test the validity and reliability of the 

measurement scales adopted for the study 
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3.12 PILOT TESTING 

3.12.1 Introduction 

According to Sharma (2019), piloting does not necessarily guarantee the success of the study 

but it rather increases the likelihood of the success of any survey. The conduct of a pilot test 

helps to provide feedback for further amendments or modifications to the research 

instruments. As Buschle et al. (2022) point out, it is very important to pilot interview questions 

and modify them to eliminate vagueness and encourage respondents to respond objectively. 

A pilot study was conducted to identify potential problem areas and deficiencies in the 

research instruments, internal consistency reliability of the items in the scale, sample 

representativeness and other protocols before implementing the wider-scale data collection 

and analysis. Ethical responsibility protocol was followed by seeking the informed consent of 

participants before the completion of the questionnaire. 

The test was carried out based on four key constructs; e-marketing, e-service quality, e-

satisfaction and e-loyalty. The main purpose of the pilot was to test the reliability and validity 

of the scales selected for the study.  

A total of thirty-four (34) items were found within the scale. E-marketing had 15 items, e-service 

quality and e-satisfaction had 11 items and e-loyalty had 8 items. The scale selected for the 

pilot represented standard measurements used in previous empirical studies in the areas of 

e-marketing, e-service quality, e-satisfaction and e-loyalty. 

3.12.2 Key Results 

In all, 43 participants were randomly selected for the study. The questionnaire was designed 

in Google Docs and forwarded to the emails of the 43 selected respondents. Results were 

collated in not later than 2 weeks. Data obtained were converted from Google Docs to Google 

Sheets, and cleaned for all wrong entries. The error rate was minimal as the questionnaire 

was carefully designed in Google Docs to prevent double entries, double responses, etc. After 

cleaning the data for minor errors, the data in Google Sheets were converted into Excel 

Spreadsheet and later into IBM SPSS Spreadsheet for preliminary analysis.  

The main tests carried out were the Kaiser-Meyer-Olkin and Bartlett’s test for sampling 

adequacy; Principal Component Analysis (PCA) to identify underlying components; and 

Chronbach’s alpha test for internal consistency reliability. 

3.12.3 KMO and Bartlett’s Test 

The Kaiser-Meyer-Olkin measure of sampling adequacy is a statistical value used as an index 

in determining whether or not the sample is sufficient for performing factor analysis. As per 

the results, the Kaiser-Meyer-Olkin Measure of Sampling Adequacy had a statistic of 0.914 
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(the criterion for acceptability is P>0.70), indicating that the data was adequate for the factor 

analysis. 

Bartlett's test of sphericity, which is a second measure of sampling adequacy, tests for the 

overall significance of all correlations among all the items in the scale. Bartlett's test of 

sphericity was 700.288 (p < .001), which supported the assumption for sampling adequacy, 

and moreover, all correlations when tested simultaneously, were statistically different from 

zero. 

3.12.4 Principal Component Analysis 

The results from the PCA did show that most of the questions/items loaded unto the respective 

factors favourably. In measuring for reliability in PCA analysis, questions that measure the 

same thing should load onto the same factors. Factor loadings ranged from -1.0 to 1.0. and 

the key criterion is that items should converge towards 1. The analysis showed that the 

questions positively correlated with the key factors for the study, as the coefficients aggregated 

towards one (1). Even so, it was anticipated that PCA and CA will be conducted after 

completing the formal data collection phase This is to make sure that the research obtains the 

same factor loading patterns established during the pilot study. 

3.12.5 Reliability of the Scale 

The constancy of a measurement is referred to as reliability. When completing an instrument 

to measure motivation, a participant should have about the same responses each time the 

exam is taken. Although it is impossible to give an exact measurement of reliability, multiple 

measures can be used to assess reliability. The next sections explain how each attribute is 

evaluated. Homogeneity (internal consistency) is tested using item-to-total correlation, split-

half reliability, Kuder Richardson coefficient and Cronbach’s α. The findings of a test, or 

instrument, are divided into split-half dependability. Correlations between the two halves are 

calculated. Strong correlations imply that the instrument is reliable, but weak correlations 

indicate that the instrument is not. The Kuder-Richardson test is more difficult than the split-

half test. The average of all potential split–half combinations is calculated in this method, and 

a correlation between 0 and 1 is obtained. This exam is more accurate than the split-half test, 

but it can only be done on two-answer questions (eg, yes or no, 0 or 1). Cronbach's alpha is 

the most widely used test for determining an instrument's internal consistency. The average 

of all correlations in each combination of split-halves is determined in this test. This test can 

be used with instruments that include questions with more than two answers. A value between 

0 and 1 is the Cronbach's result. A dependability score of 0.7 or above is considered 

satisfactory. Test–retest and parallel or alternate-form reliability testing are used to assess 

stability. When the same participants are given the same instruments more than once under 
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identical circumstances, test–retest reliability is tested. The test scores of participants are 

compared statistically for each time they have done it. This is a good indicator of the 

instrument's dependability. Parallel-form reliability (or alternate-form reliability) is similar to 

test–retest reliability, except that in successive tests, participants are given a different version 

of the original instrument. In all versions of the instrument, the domain, or concepts being 

examined are the same, but the wording of the items is different. A high level of stability is 

required for an instrument to demonstrate its stability. 

Inter-rater reliability is used to determine equivalence. This test provides a procedure for 

determining the degree of qualitative agreement between two or more observers. The scores 

of judges for a skating competition are a good example of the technique used to determine 

interrater reliability. Inter-rater reliability is defined as the level of consistency in the ratings 

provided to skating participants by all judges. When researchers are asked to rate the 

relevancy of each item on an instrument, one example is when they are asked to offer a score. 

The instrument's inter-rater reliability is related to the consistency of their scores. Determining 

how thoroughly concerns of reliability and validity have been addressed in a study is an 

important part of the research criticism since it affects the decision as to whether the study’s 

findings should be put into practice. The validity and reliability of the methods or instruments 

used in the study are used to determine the rigor of quantitative studies. A high-quality 

research study will show how all of these issues have been solved. 

The scale adopted showed internal consistency reliability, according to the examination of 

data from the pilot study. Internal consistency relates to the degree to which items in a 

construct correlate with one another, as well as how well all of the elements in a construct 

measure what the construct is designed to measure. Cronbach's alpha, with a criterion of 

p>.70, was the most widely used instrument. 

The Cronbach's alpha coefficient for the e-marketing construct was 0.961; the Cronbach's 

alpha for the e-service quality and e-satisfaction constructs was 0.936; and the Cronbach's 

alpha for the e-loyalty construct was 0.957. 

The scale's internal consistency values were shown to have a high level of internal consistency 

dependability. 

3.12.6 Validity of the scale  

The degree of agreement between the results or conclusions obtained from the research 

questionnaire and the real world is measured by the scale's validity. There are three basic 

categories of validity in the literature. Content validity is the first category. This category 

assesses if the instrument adequately includes all of the content that the variable requires. To 

put it in another way, does the instrument cover the complete domain of the variable or 
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construct it was created to measure? It investigates how the assessment's content performs, 

as the name implies. The researcher is concerned with evaluating whether all topics or 

domains are sufficiently addressed within the assessment in to determine content-related 

validity. It also addresses how the assessment is designed, such as font size, sufficient work 

space for learners, proper language usage, and clarity of instructions (Wallen & Fraenkel, 

2013). An examination of content validity would include all of the information, with greater 

emphasis on the areas that had received more treatment or depth. Face validity is a subset of 

content validity, in which experts have questioned whether an instrument assesses the notion 

intended. 

Criterion validity is the second type of validity. Any other instrument that assesses the same 

variable is referred to be a criterion. Correlations can be used to identify how closely the 

various instruments measure the same variable. Three approaches are used to assess 

criterion validity. The first approach is convergent validity. It measures the extent to which an 

instrument is substantially correlated with other instruments that measure the same variables. 

The second approach is divergent validity. When an instrument is weakly connected with 

instruments that measure other variables, it is said to have divergent validity. In this situation, 

for example, there should be a poor correlation between an e-service quality instrument and 

an e-loyalty instrument. The third approach is called predictive validity. It refers to the 

instrument's ability to predict future outcomes. For instance, a high self-efficacy score 

connected to doing a task, for example, should predict the chance of a participant completing 

the task. 

Construct validity refers to whether or not the researcher can deduce test scores from the idea 

under study. The major goal of studying construct validity for a researcher is to see if the 

inferences made about the assessment results are relevant and serve the assessment's 

objective. The efficacy of a test to assess learner knowledge about relevant areas of interest 

is known as construct validity (Flake, 2021). The exam must be relevant, appropriate, and 

correctly used, with the integration of evidence–producing judgments regarding assessment 

outcomes. For construct validity to achieve its goal, these inferences must be meaningful, 

trustworthy, and fulfill the assessment's purpose (Messick, 2000). For instance, is it true that 

a person with a high score on e-satisfaction has a high level of e-loyalty? Three sorts of 

evidence that can be utilised to show construct validity in a research instrument: 1. 

Homogeneity refers to the instrument's ability to measure only one construct. 2 

Convergence—when an instrument assesses concepts that are similar to those measured by 

other instruments, this is known as convergence. However, if no matching instruments are 

available, this will not be possible. 3. Theory evidence—when behaviour resembles the 

theoretical premises of the construct tested in the instrument, this is clear. When an instrument 
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evaluates anxiety, for example, one would anticipate observing people who score high on the 

anxiety instrument also exhibiting anxiety symptoms in their daily life. Construct validity is 

regarded as the most significant of all the many types of validity. Construct validity is the 

foundation for all other types of validity and is regarded as the entirety of validity from a 

scientific standpoint. To ensure validity, the study’s scale was given to peers and experts in 

communication and e-marketing for them to critique the potential design, construction, 

grammar and structural errors. They were made to check if the items had effectively captured 

the key construct being measured and under investigation. Secondly, psychometricians were 

engaged to check the survey for common errors like double-barreled, confusing, and leading 

questions. Their recommendations were incorporated into the questionnaire for the pilot study. 

3.13 ETHICAL CONSIDERATIONS 

It is critical to ensure that research participants are fully informed before they give their consent 

(Ross et al., 2018). The goal of obtaining informed consent from research participants is to 

ensure that they have the opportunity to safeguard their rights as a result of their participation 

in the study (Arifin, 2018). Because of the intricacy of how data is obtained and information is 

shared, ethical considerations in research are critical. Such research is not accepted in most 

academic activities without this part since it may infringe on the rights of the persons involved 

in the study. Researchers are generally concerned with ethical difficulties that may occur 

during their research. Therefore, regarding the preent study, the researcher put in place a 

number of safeguards to protect the rights of study participants. 

To ensure scientific integrity and in accordance with ethical principles, research should be 

developed and reviewed, and the results must be shared with key stakeholders. Researchers 

and research ethics committees (RECs) are both responsible for adhering to common codes 

of ethics, and both must demonstrate that they have their own set of guidelines (Helena, 2013). 

Researchers conducting human data studies should evaluate the values and standards of 

ethical conduct, which should be carefully studied before beginning the investigation; as a 

result, researchers must anticipate potential problems that may develop throughout the study 

(Kaewgungwal & Adams, 2019). 

RECs typically assess a research proposal's ethical acceptability from two perspectives: (1) 

ethical implications of the research conduct, foreseeable research outcomes, and potential 

societal consequences of the research findings, and (2) protection of the rights, dignity, safety, 

and well-being of prospective study participants. The use of archived specimens and data, the 

balance of risks and benefits, the recruitment of study participants, the involvement of any 

vulnerable population, the informed-consent process, study misconduct, the confidentiality of 
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information and participant privacy, and the storage and sharing of residual specimens and 

data are all examples of ethical soundness (Kaewgungwal & Adams, 2019). 

The Declaration of Helsinki Ethical Principles (WMA2013) was used for the informed-consent 

process. According to the declaration, potential study participants must be adequately 

informed about the study's goals and methods, as well as the expected benefits and risks, as 

well as the right to refuse to participate in the study or withdraw consent to participate at any 

time without fear of retaliation. 

The ethical standards of anonymity, confidentiality, and withdrawal rights were conveyed and 

ensured with respondents and interview participants in this study. The study's objectives and 

methodology were explained to the participants, and the field researchers described their roles 

in the study. The researcher ensured that no type of bribe was employed to attract 

respondents to participate in the study. Also, participants’ names were disassociated from 

respondents during coding and recording operations. 

The main ethical clearance for the study was sought from Accra Technical University to pave 

the way for data to be gathered from respondents in the Greater Accra region who shopped 

on Ghana’s leading online shopping platforms.  

Bell et al. (2022) addressed some key ethical concerns in research, which concerns have 

been adhered to in the current study. The concerns of Bell and colleagues are as follows: 

1. Participants in a study should not be subjected to any kind of harm in any way. 

2. All participants in a study should be treated with respect and decency. 

3. The participants must give their full consent to participate in the study. 

4. The confidentiality of research participants must be protected. 

5. Any misleading information, as well as biased representation of main data findings, must 

be avoided. 

6. The confidentiality of the study data should be protected to a sufficient level. 

7. Individuals and organisations participating in the study must maintain their identities. 

8. Any misrepresentation or exaggeration of the research's goals and objectives must be 

avoided. 

9. All affiliations, funding sources, and any conflicts of interest must be disclosed. 



123 
 

10. All research-related communication should be conducted with honesty and transparency. 

Six fundamental propositions were identified based on the core ethical considerations 

reviewed above: (1) scientific integrity and methodology (critical scientific values, study design 

and conceptualisation, research participant recruitment process); (2) risk and benefit 

(definition of risk and harm, balance between maximising benefit and minimizing harm, 

standard of care and access to fair benefits); (3) vulnerability (definition of vulnerability, 

handling a vulnerable person); (4) risk and benefit (definition of risk and benefit, balance 

between maximising benefit and minimising harm, standard of care and (community 

considerations, cultural context of the study, social responsibility). Two main parts of the 

informed-consent process were identified in terms of ethical elements: (1) the process of 

informed consent (approaching research participants, comprehension of information, 

communication of risks and risk minimisation, communication, social position and power 

inequities, decisional authority for consent to research, timing for making decisions, request 

to keep specimen(s) for future use); and (2) documents of the consent form (completed 

consent form). All the above outlines were fully adhered to in this study. The researcher 

ensured that the participant's right was obtained through informed consent from them before 

the conduct of the interview.  The researcher administered the questionnaire to only 

participants who agreed to be part of the study within the selected areas.  The information 

provided by respondents would be for research or academic purposes only and treated as 

confidential. The findings of this study results were not disclosed to any third party associated 

with respondents.  

3.14 DATA ANALYSIS METHODS 

This section reports software and statistical tools used in data analysis. It also discusses the 

process followed in coding and analysing data and justifies decisions and steps taken in data 

analysis. It is written in three sections describing the relevant statistical software used, 

descriptive and exploratory data analyses, and hypotheses testing.  

3.14.1 Statistical Software 

This study employed three statistical and data management software in data analysis, namely 

MS Excel 2016, SPSS (IBM SPSS Inc., New York, USA) version 24, and AMOS (which is built 

in the SPSS Software). Each of these tools has usable alternatives, but the researcher used 

the above for some reasons. Firstly, SPSS was chosen because of its user-friendliness and 

the fact that it is apt for robust exploratory data analysis statistical tools such as Principal 

Component Analysis and Pearson's Correlation Test. SPSS was therefore used for 

exploratory data analysis. MS Excel shares several statistical tools with traditional software 

such as SPSS, but it is unique for providing a unique environment for creating and editing 
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tables (Allen et al., 2018)). Unlike other statistical programmes, MS Excel is a flexible tool that 

accepts tables and figures from traditional statistical software (including SPSS and AMOS) 

and provides an interface for editing imported tables and figures. AMOS was used because it 

is a multivariate analysis tool that does not only support multilevel mediation analysis (which 

is the focus of this study), but among the most flexible. It does not involve complex syntax or 

programming language (Purwanto et al., 2022). It was used in this study for testing all 

hypotheses concurrently, thereby enabling the researcher to avoid the type 1 error associated 

with testing hypotheses in a hierarchical fashion.   

3.14.2 Descriptive and Exploratory Analyses 

Data analysis started with descriptive analysis which focused on screening the data for outliers 

and understanding the distribution of data on all variables. Firstly, frequencies and percentage 

points were computed on all variables to identify the number of missing items in the data. This 

step guided the removal of missing items in the data because some statistical tools used in 

this study (e.g., structural equation modelling) do not support data with missing items. 

Descriptive statistics, kurtosis and skewness were estimated to summarise data on all 

continuous variables measured and to have a general view of the distribution of the data.  

The exploratory phase of the analysis commenced with an assessment of the psychometric 

properties of the measurement scales. Reputable studies (Kelava, 2016; Asiamah et al., 2018) 

in the literature have reached a consensus as to what should be done in assessing the 

psychometric attributes of a measurement scale. The current study draws on this procedure, 

which focuses on fitting a measurement model for each scale to estimate key fit indices and 

indicators. Before fitting the models, confirmatory factor analysis was used to select relevant 

items from the scales and explore the factor structures of these scales in harmony with 

recommended best practices (Kelava, 2016). That is to say, the measurement models were 

used to confirm the factor solutions reached in principal component analysis with varimax 

rotation. Items selected in the principal component analysis and confirmed in confirmatory 

factor analysis were then parceled as done elsewhere (Mends-Brew & Asiamah, 2018). 

Through the structural SEM models used to test the hypotheses, multivariate normality of data, 

uni-dimensionality, multi-collinearity, and independence-of-errors assumptions were verified.  

3.14.3 Hypotheses Testing and Statistical Modelling 

As the conceptual framework of the study indicates, 11 hypotheses were to be tested. It has 

been reported in the literature (Damasceno, 2020) that testing hypotheses individually or 

hierarchically is vulnerable to type 1 error. In other words, the risk of confirming an effect when 

in fact there is no effect, is higher when a hierarchical approach is used in testing multiple 

hypotheses. For this reason, a structural model that tests all 11 hypotheses concurrently in 
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AMOS was specified using structural equation modelling. Before testing the structural model, 

Pearson’s correlation test was used to run bivariate correlations of relevant variables, including 

confounding variables. Through the same structural model, mediation analysis was done in 

line with procedures employed in some popular studies (Mends-Brew & Asiamah, 2018). 

Interpreting the statistical significance of direct, indirect and total effects based on p<0.05 

formed a part of the mediation analysis.    

3.15 CONCLUSION  

This chapter has presented the study’s methodology. It has discussed the research paradigm 

and philosophies, approaches, methods and designs of the study. A positivist paradigm is 

chosen as more appropriate for conducting this research. The study was based on quantitative 

method and employed a correlational strategy.  

The study’s population and sample frame consisted of customers who shopped online on 

Ghana’s main e-commerce shopping sites. The chapter discussed the main data collection 

instrument which was a structured questionnaire. The chapter also discussed ethical 

considerations. Three main ethical issues have been considered, namely approval, informed 

consent, maintaining participants’ privacy and confidentiality. The next chapter looks at the 

analysis and interpretation of data gathered for this study. 

                CHAPTER FOUR: DATA ANALYSIS AND RESULTS PRESENTATION 

 

4.1 INTRODUCTION 

This study aimed to assess the association between e-marketing, e-service quality, e-

customer satisfaction, and e-loyalty in the context of online SMEs. In this chapter, the results 

of data analysis are presented to address the specific research objectives. This chapter is 

divided into three main sections. The first section summarises the output data on participant 

characteristics and presents findings on exploratory data analysis. The second section 

presents findings on the specific research objectives and hypotheses whereas the final section 

presents a summary of the findings.   

4.2 EXPLORATORY DATA ANALYSIS 

This section presents results on participants’ characteristics, the main variables for the study 

and exploratory data analysis. The focus of the exploratory analysis is an assessment of the 

distribution of the data as well as the validity and reliability of the measurement scales. Table 

4-1 shows the summary statistics on participants.  

 

Table 4-1 Descriptive statistics on participants’ demographic characteristics 
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Variable Group Frequency Percent (%) 

Gender 

Male 619 67.4 

Female 300 32.6 

Total 919 100 

Education 

Basic/Secondary 76 8.3 

Diploma/HND 349 38 

First degree 282 30.7 

Post-graduate 212 23.1 

Total 919 100 

Age (yrs) 

<20 yrs 44 4.8 

21-30 yrs 536 58.3 

31-40 yrs 254 27.6 

41-50 yrs 85 9.2 

Total 919 100 

Income (₵) 

0-1,000 456 49.6 

1,001-2,000 164 17.8 

2,001-3,000 106 11.5 

3,001-4,000 70 7.6 

above 4,000 121 13.2 

Missing 2 0.2 

Total 919 100 

Source: Survey data, 2020 

 

In Table 4-1, about 67% (n = 619) of the participants were men whereas about 33% (n = 300) 

of them were women. Thus, most of the study’s participants were men. About 8% (n = 76) of 

the participants had basic/secondary education; about 38% (n = 349) had a diploma/HND; 

31% (n = 282) had a first degree, and 23% (n = 212) had a postgraduate degree. About 5% 

(n = 44) of the participants were less than 20 years old; 58% (n = 536) were between the ages 

of 21 and 30 years; 28% (n = 254) were between the ages of 31 and 40 years, and 9% (n = 

85) were between the ages of 41 and 50 years. Finally, about 50% (n = 456) of participants 

did not earn a gross monthly pay of more than 1,000 Cedis; 18% (n = 164) earned between 

1,001 and 2,000 Cedis; 12% (n = 106) earned between 2,001 and 3,000 Cedis; 8% (n = 70) 

earned between 3,001 and 4,000 cedis, and 13% (n = 121) earned above 4,000 Cedis. Table 

4-2 shows summary statistics on e-marketing indicators.  
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Table 4-2 Summary statistics on e-marketing 

Variable min. max. mean sd 

The site has in-depth information on product price, description 

and instructions 1 5 3.45 1.19 

The site does not waste my time 1 5 3.42 1.19 

It is easy to complete a transaction on this site 1 5 3.55 1.21 

The level of personalisation at this site is good 1 5 3.33 1.09 

The website's search function gives me useful results 1 5 3.27 1.15 

The product that came was represented accurately by the 

Website 1 5 3.15 1.30 

I got what I ordered from this site 1 5 3.41 1.29 

My privacy is protected at this site 1 5 3.39 1.19 

I feel safe in my transactions with this website 1 5 3.36 1.19 

I feel secure giving my credit/debit card details on this site 1 5 2.84 1.26 

The website has adequate security features 1 5 3.05 1.15 

The company is willing and ready to support customer needs 1 5 3.09 1.23 

When you have a problem, the website shows a sincere interest 

in solving it 1 5 2.97 1.14 

Inquiries are promptly answered 1 5 3.00 1.19 

After-sales support on this website is excellent 1 5 2.91 1.23 

E-marketing 15 75 48.19 14.43 

 

Source: Survey data, 2020 

 

The variables in Table 4-2 describe the experiences of participants with an e-commerce 

service or website. The mean scores indicate the degree to which the participant agreed or 

disagreed with the items; whereby mean scores closer to 5 (the maximum scale score) 

indicate agreement to the items. E-marketing, therefore, increases as the various mean scores 

increase, and vice versa. "It is easy to complete a transaction on this site" (mean = 3.55; sd = 

1.21) and "The site has in-depth information on product price, description and instructions" 

(mean = 3.45; sd = 1.19) account for some of the largest mean scores. The lowest mean 

scores came from "I feel secure giving my credit/debit card details on this site" (mean = 2.84; 

sd = 1.26) and "after-sales support on this website is excellent" (mean = 2.91; sd = 1.23). E-

service quality as a construct produced an overall mean of about 48 (mean = 48.19; sd = 

14.43), which represents about 64% of the maximum scale score of 75. This estimate 
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suggests that e-marketing was quite above average. Table 4-3 shows the summary statistics 

on e-service quality and e-customer satisfaction.   

 

Table 4-3 Summary statistics on e-service quality and e-customer satisfaction 

Variable min. max. mean sd 

The company performs the service correctly the first time 1 5 3.27 1.17 

My online transactions are always accurate 1 5 3.35 1.17 

The website keeps my records accurately 1 5 3.39 1.17 

I receive prompt responses to my requests through email or 

some other means 1 5 3.40 1.25 

The company quickly resolves problems that I encounter 1 5 3.04 1.12 

The company's employees give me prompt service 1 5 3.12 1.16 

The company's employees comply with my request through the 

website 1 5 3.20 1.14 

Navigating through the website requires a lot of effort 1 5 2.57 1.15 

All my service needs are included in the menu options 1 5 3.12 1.15 

The products ordered were delivered by the time promised by 

the company 1 5 3.11 1.28 

The website provides services with the features that i want 1 5 3.18 1.15 

E-service quality 11 55 34.75 10.19 

E-customer satisfaction 1 5 3.27 1.18 

Source: Survey data, 2020 

 

In Table 4-3, some of the largest mean scores came from “I receive prompt responses to my 

requests through email or some other means" (mean = 3.4; sd = 1.25) and "The website keeps 

my records accurately" (mean = 3.39; sd = 1.17). The least mean scores came from 

"navigating through the website requires a lot of effort" (mean = 2.57; sd = 1.15) and "the 

company quickly resolves problems that i encounter" (mean = 3.2; sd = 1.25). E-service quality 

accounted for a mean score of about 35 (mean =34.75; sd = 10.19), which represents about 

63% of the maximum scale score of 55. So, e-service quality was also above average. The 

mean associated with e-customer satisfaction was about 3 (mean = 3.27; sd = 1.18), 

representing about 65% of the maximum scale score of 5. Table 4.4 shows the summary 

statistics on e-customer loyalty.  

 

Table 4-4 Summary statistics on e-customer loyalty 



129 
 

Variable min. max. mean sd 

I will recommend this website to my close friends 1 5 3.49 1.20 

In thinking about Internet shopping, I first think about this site 1 5 3.39 1.24 

I can hardly consider changing to other websites 1 5 2.96 1.24 

In future years, I will still purchase more from this site 1 5 3.26 1.21 

I like using this website 1 5 3.29 1.19 

To me, this is the best website to shop with, in terms of the kind of 

products I buy 1 5 2.98 1.25 

I feel more attached to this website and the products than other 

shops 1 5 3.09 1.22 

I prefer shopping more online on this website for these kinds of 

products than offline 1 5 3.11 1.28 

E-customer loyalty 2 40 25.40 8.80 

 

Source: Survey data, 2020 

 

In Table 4-4, the largest mean scores came from “I will recommend this website to my close 

friends” (mean = 3.49; sd = 1.2) and “In thinking about Internet shopping, I first think about this 

site” (mean = 3.39; sd = 1.24). The smallest mean scores were produced by “To me, this is 

the best website to shop with, in terms of the kind of products I buy” (mean = 2.98; sd = 1.25) 

and “I can hardly consider changing to other websites” (mean = 2.96; sd = 1.24). E-customer 

loyalty produced a mean score of about 25 (mean = 25.4; sd = 8.8), representing about 64% 

of the maximum scale score. Table 4-5 shows descriptive statistics on missing data and 

primary indicators of skewness and kurtosis.  

 

Table 4-5 Summary statistics for outliers and missing items 

Statistic Categories E-marketing 

E-service 

quality 

E-customer 

Satisfaction 

E-customer 

Loyalty 

n 
Valid 919 919 919 919 

Missing 0 0 0 0 

mean Mean 48.19 34.75 3.27 25.40 

skewness 
Value -0.27 -0.26 -0.28 -0.29 

Se 0.08 0.08 0.08 0.08 

kurtosis value  -0.55 -0.46 -0.77 -0.70 
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Se 0.16 0.16 0.16 0.16 

Note: se – Standard error 

Source: Survey data, 2020 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Figure 4-1 Histogram and normality curve for e-service 

quality  

 

 

 

 
 

Figure 4-2 Histogram and normality curve for e-

marketing  

 

 

 

Figure 4-3 Histogram and normality curve for e-

customer satisfaction   

 

 

 

 

Figure 4-4 Histogram and normality curve for e-

customer loyalty  

 

 

 

Figure 4-5 Stem and leaf plot for e-marketing  

 

 
 

Figure 4-6 Stem and leaf plot for e-service quality  
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In Table 4-5, there were no missing items in the data. In other words, none of the variables 

had missing values. Skewness and kurtosis in the table are indicators of symmetry and 

peakedness respectively. According to Garson (2012), satisfactory skewness and kurtosis 

evidence an approximately normal distribution. He added that skewness and kurtosis are 

achieved if the following conditions are met for sample sizes greater than 300: -7 ≤ skewness 

≤+7 and -7 ≤ kurtosis ≤+7. It can be seen in Table 4-5 that each variable satisfies both 

conditions, suggesting that the data had satisfactory skewness and kurtosis. Moreover, values 

of skewness and kurtosis are particularly close to 0, which is an indicator of perfect symmetry 

and kurtosis (George & Mallery, 2018). Figures 4-1 to 4-8 show histograms and stem-and-leaf 

plots. The histograms visualise the distribution of the data and tell whether the data were 

normally distributed whereas the stem-and-leaf plot is used to identify outliers in the data. 

Thus, these graphs supplement the information in Table 4-5. The histograms (in Tables 4-1 to 

4-4) show bell-shaped distributions, which suggest that the variables were quite normally 

distributed. The stem-and-leaf plots (in Figures 4-5 to 4-8) show no star or circle and therefore 

confirm that there were no outliers in the data. These results support the absence of missing 

items in the data.  

 

Table 4-6 Internal consistency indicators of e-marketing 

Variable ICC 

 
 

Figure 4-7 Stem and leaf plot for e-customer 

satisfaction  

 

 

 

Figure 4-8 Stem and leaf plot for e-customer loyalty  
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Factor 

loading 

Cronbach's 

alpha 

Single 

measure Average 

The site has in-depth information on product price, 

description and instructions 0.76 0.96 0.62** 0.96** 

The site does not waste my time 0.75       

It is easy to complete a transaction on this site 0.78       

The level of personalisation at this site is good 0.71       

The website's search function gives me useful 

results 0.73       

The product that came was represented accurately 

by the website 0.69       

I got what I ordered from this site 0.73       

My privacy is protected at this site 0.74       

I feel safe in my transactions with this website 0.77       

I feel secure giving my credit/debit card details on 

this site 0.71       

The website has adequate security features 0.73       

The company is willing and ready to support 

customer needs 0.74       

When you have a problem, the website shows a 

sincere interest in solving it 0.74       

Inquiries are promptly answered 0.70       

After-sales support on this website is excellent 0.75       

**p< 0.001; *p< 0.05. 

Source: Survey data, 2020 

Table 4-6 shows internal consistency indicators for e-marketing. According to Shrestha 

(2021), internal consistency is achieved at factor loadings ≥ 0.5 and Cronbach’s alpha ≥0.7. It 

can be seen in the table that these conditions are met by the scale. Moreover, the scale’s 

Cronbach’s alpha is very large at 0.96. Other measures of internal consistency are the inter-

class correlations (ICC), which must be significant at p < 0.05 and meet the condition ICC 

≥0.2. It can be seen that both of these conditions are met by the scale. Therefore, the e-

marketing scale is internally consistent. Table 4-7 shows the internal consistency statistics of 

e-service quality and e-customer loyalty.  

 

Table 4-7 Internal consistency indicators of e-service quality and e-customer Loyalty 
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Construct Variable 
Factor 

loading 

Cronbach's 

alpha 

ICC 

Single 

measure Average 

E-service 

quality 

The company performs the service correctly 

the first time 0.61 0.94 0.58** 0.94** 

My online transactions are always accurate 0.70       

the website keeps my records accurately 0.73       

I receive prompt responses to my requests 

through email or some other means 0.73       

The company quickly resolves problems that I 

encounter 0.68       

The company's employees give me prompt 

service 0.71       

The company's employees comply with my 

request through the website 0.70       

Navigating through the website requires a lot of 

effort 0.49       

All my service needs are included in the menu 

options 0.61       

The products ordered were delivered by the 

time promised by the company 0.54       

The website provides services with the features 

that i want 0.68       

E-

customer 

loyalty 

I will recommend this website to my close 

friends 0.74 0.96 0.75 0.96 

In thinking about Internet shopping, I first think 

about this site 0.80       

I can hardly consider changing to other 

websites 0.66       

In future years, I will still purchase more from 

this 0.82       

I like using this website 0.83       

to me, this is the best website to shop with, in 

terms of the kind of products i buy 0.82       

I feel more attached to this website and the 

products than other shops 0.81       
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I prefer shopping more online on this website 

for these kinds of products than offline 0.78       

**p< 0.001; *p< 0.05. 

Source: Survey data, 2020 

In Table 4-7, items of e-service quality produce factor loadings ≥ 0.5, which satisfies the 

condition set early on. The Cronbach's alpha of the scale was 0.94, which is much larger than 

the baseline value of 0.7 provided above. The ICC values also met the recommended rules of 

thumb. Similarly, e-customer loyalty produced Cronbach’s alpha ≥0.7 and satisfactory ICC 

values. ICC values are also significant in line with recommendations. It is therefore evident 

that e-service quality and e-customer loyalty were internally consistent. Table 4-8 shows the 

validity indicators for multidimensional constructs.  

 

 

Table 4-8 Validity indicators for multi-dimensional constructs 

Construct Factor Cronbach’s alpha 

Average Variance 

extracted  

Maximum 

shared variance  

E-marketing 

f1 0.94 0.75 0.24 

f2 0.92 0.74 0.23 

all scale 0.94     

E-service quality 

f1 0.95 0.76 0.24 

f2 0.97 0.78 0.24 

all scale 0.96     

Source: Survey data, 2020 

Table 4-8 shows validity indicators computed through confirmatory factor analysis. The table 

also shows Cronbach’s alpha values for the factors or domains extracted from the exploratory 

factor analysis (principal components). It can be seen that domains of the two scales or 

constructs are also internally consistent as they are associated with Cronbach's alpha values 

≥0.7. According to Asiamah et al. (2018), convergent validity is achieved if the average 

variance extracted (AVE) ≥0.5. They added that the discriminant validity of the scale is 

achieved if maximum shared variance (MSV) < AVE. It can be seen in the table that these 

rules of thumb are satisfied or met. Hence, both scales had satisfactory construct validity. 

Table 4-9 shows the fit indices from the measurement models from which the above validity 

statistics were computed.  
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Table 4-9 Model fit statistics 

Model 

Chi-

square P RMSEA TLI GFI AGFI AIC 

Measurement (e-marketing) 1.711 0.109 0.039 0.988 0.973 0.989  --- 

Measurement (e-service quality) 2.091 0.098 0.048 0.981 0.975 0.986  --- 

Baseline  1.551 0.201 0.021 0.992 0.989 0.988 32.11 

Ultimate 1.322 0.232 0.019 0.996 0.991 0.992 30.09 

Recommended ≤3 ≥0.05 ≤0.08 ≥0.95 ≥0.9 ≥0.9   

Note: RMSEA – random mean square error of approximation; TLI – Tucker-Lewis Index; GFI 

– Goodness-of-Fit Index; AGFI – Adjusted Goodness-of-Fit Index; AIC – Akaike Information 

Criterion 

 

Source: Survey data, 2020 

Table 4-9 shows both the rules of thumb for achieving a model fit and the actual statistics 

computed from the measurement models. It can be seen that statistics corresponding to each 

model meet the recommended rule of thumb. For instance, Chi-square ≤3 is a rule of thumb 

applying to both models and has been met by the models. Since the analysis so far has 

evidenced the absence of outliers and missing items in the data and confirmed internal 

consistency and validity of the measures, the main findings of the study are presented in the 

next section.  

4.3 NON-RESPONSE AND COMMON METHODS BIAS 

In the current study, the researcher took steps to account for the occurrence of non-response 

and common methods bias, which tend to negatively affect the validity and reliability of the 

findings. Non-response and common method bias is likely to be associated with cross-

sectional studies whereby data measuring both independent and dependent variables are 

gathered from the same sample. It is therefore very crucial that non-response and common 

methods bias is accounted for, before conducting the final analysis. In the first place, 

respondents’ data were split into two sets. The means for the first set were then compared 

with the means of the second set, by employing the independent samples t-test criterion. The 

outcome of the test was insignificant (i.e., p> 0.05), in line with the criteria recommended by 

Karsten et al. (2021). Therefore, non-response bias was not an issue in this study. Next, the 

researcher employed the full collinearity test method propounded by Kock et al. (2021) in 

accounting for common method bias for structural equation models. Kock posited that for a 
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model to be free of common method bias, all variance inflation factors (VIFs) in the inner model 

should be less than or equal to 3.3. Since all the VIFs for all the variables are less than 3.3 

(See Table 4-10), the model employed for the current study is free of common method bias 

and therefore fit for final analysis in testing the proposed hypothesis.  

Table 4-10 Variance inflation factors for the inner model 

Construct E-customer 

satisfaction 

E-loyalty E-

marketing 

E-service 

quality 

E-customer satisfaction <.0.001 2.994 <.001 <.001 

E-loyalty <.001 0.000 <.001 <.001 

E-marketing 3.023 3.095 <.001 1.000 

E-service quality 3.023 2.925 <.001 <.001 

 

4.4 FINDINGS 

In this section, findings are presented to address the research questions of the study. Six 

hypotheses were tested in an effort to address the objectives of the study. Table 4-11 shows 

bivariate correlations between the variables of interest. 

Table 4 -11 Bivariate correlations between relevant variables 

Variable # 1 2 3 4 5 6 7 8 

E-marketing 1 1 .821** .728** .745** -0.026 0.054 .066* 0.033 

E-service quality 2   1 .810** .751** 0.006 0.024 0.046 0.015 

E-customer satisfaction 3     1 .688** -0.064 .093** .101** .070* 

E-customer loyalty 4       1 0.012 -.123** -0.048 -.098** 

Gender (reference – female) 5         1 -.249** -.243** -.222** 

Education 6           1 .662** .662** 

Age (years) 7             1 .685** 

Income (₵) 8               1 

**p<0.001; *p<0.5. 

In Table 4-11, there is a strong positive correlation between e-marketing and e-service quality 

(r = 0.821, p = 0.000, two-tailed), e-customer satisfaction (r = 0.728, p = 0.000, two-tailed), e-

customer loyalty (r = 0.745, p = 0.000, two-tailed). This result suggests that e-service quality, 

e-customer satisfaction and e-customer loyalty increase as e-marketing increases. E-service 

quality is also positively correlated with both e-customer satisfaction (r = 0.81, p = 0.000, two-
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tailed) and e-customer loyalty (r = 0.751, p = 0.000, two-tailed), which means that satisfaction 

and loyalty increase as service quality increases. There is a strong positive correlation 

between e-customer satisfaction, and e-customer loyalty, which implies that loyalty increases 

as satisfaction increases. In terms of customer characteristics, only age has a positive 

correlation with e-marketing. Education is negatively correlated to e-customer satisfaction and 

e-customer loyalty, which suggests that e-customer satisfaction and e-customer loyalty 

decrease as one's education increases. Other correlations in Table 4-11 suggest that 

customer characteristics could confound the relationship between e-marketing and the 

marketing performance indicators. As such, these characteristics would have to be controlled 

for in testing the hypotheses. Table 4-12 shows the results of a structural SEM model 

associated with these correlations
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Table 4-12 Paths between e-marketing, e-service quality, e-satisfaction, and e-loyalty 

Mo

del 
Outcome 

Pa

th 
Predictor 

Coefficients 
critical 

ratio 
p unstandardi

zed (b) 

se 

(b) 

 standardi

zed (β) 

1a 

E-service 

quality  

<--

- E-marketing 0.58 

0.0

13 0.82 43.586 *** 

E-customer 

satisfaction  

<--

- 

E-service 

quality  0.075 

0.0

04 0.65 19.512 *** 

E-customer 

satisfaction  

<--

- E-marketing 0.016 

0.0

03 0.19 5.825 *** 

E-customer 

loyalty  

<--

- 

E-service 

quality  0.277 

0.0

36 0.32 7.596 *** 

E-customer 

loyalty  

<--

- 

E-customer 

satisfaction  1.232 

0.2

62 0.17 4.704 *** 

E-customer 

loyalty  

<--

- E-marketing 0.22 

0.0

22 0.36 9.991 *** 

2b 

E-service 

quality  

<--

- E-marketing 0.58 

0.0

1 0.82 43.59 *** 

E-customer 

satisfaction  

<--

- 

E-service 

quality  0.08 

0.0

0 0.65 19.51 *** 

E-customer 

satisfaction  

<--

- e-marketing 0.02 

0.0

0 0.19 5.83 *** 

E-customer 

loyalty  

<--

- 

E-service 

quality  0.28 

0.0

4 0.32 7.60 *** 

E-customer 

loyalty  

<--

- 

E-customer 

satisfaction  1.23 

0.2

6 0.17 4.70 *** 

E-customer 

loyalty  

<--

- E-marketing 0.22 

0.0

2 0.36 9.99 *** 

Covariate               

E-marketing 

<--

- Gender -0.28 

1.0

5 -0.01 -0.26 

0.

79 

E-marketing 

<--

- Education 0.26 

0.7

0 0.02 0.38 

0.

71 

E-marketing 

<--

- Age 0.97 

0.8

2 0.05 1.19 

0.

23 

***p<0.001; a Baseline model without covariates; b Ultimate model with covariates  
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In Table 4-12, two structural models are shown. The first is the baseline model that does not 

incorporate the confounding variables. The second model is the ultimate model as it 

incorporates the confounding variables and is the source of findings for drawing conclusions. 

A comparison of the model fits of the baseline and ultimate models would indicate the 

importance of the confounding variables in the ultimate model. In the ultimate model, e-

marketing has a positive association with e-service quality (β = 0.82, p = 0.000), e-customer 

satisfaction (β = 0.19, p = 0.000), and e-customer loyalty (β = 0.36, p = 0.000), which affirms 

that the marketing performance measures (i.e., e-service quality, e-customer satisfaction, e-

customer loyalty) improve as e-marketing increases. E-service quality has a positive 

relationship with both e-customer satisfaction (β = 0.65, p = 0.000) and e-customer loyalty (β 

= 0.32, p = 0.000). These findings confirm that increasing e-service quality increases both e-

satisfaction and e-loyalty.  

Finally, customer satisfaction has a positive association with customer loyalty (β = 0.17, p = 

0.000), suggesting that e-customer loyalty improves as e-satisfaction increases. It can be 

observed from the table that the standardized and unstandardized coefficients associated with 

the baseline and ultimate models are almost the same. Thus, effects in the ultimate model are 

not significantly different due to the confounding variables. In Table 4-9, the ultimate model 

shows a slightly lower Akaike information criterion (AIC), which suggests that its fit is slightly 

stronger than the baseline model. In other words, the confounding variables increased the fit 

of the ultimate model slightly. Figures 4-9 and 4-10 show how the structural SEM models fitted. 

These figures alongside Table 4-13 serve as a basis for interpreting the indirect effects of the 

ultimate model.  

  

Figure 4-9 Structural Model (Baseline) 

Source: Survey data, 2020 
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Figure 4-10 Structural Model (Ultimate) 

Source: Survey data, 2020 

 

Table 4-13 Total indirect effects from the baseline model 

Variable # unstandardized 

(b) 

 standardized (β)  

  1 2 3 1 2 3 

E-service quality 1 0.000 0.000 0.000 0.000 0.000 0.000 

E-customer 

satisfaction 

2 0.044** 0.000 0.000 0.534** 0.000 0.000 

E-customer loyalty 3 0.234** 0.093* 0.000 0.384** 0.107* 0.000 

**p<0.001; *p<0.05 

 

Table 4-14 Indirect effects from the ultimate model 

Variable 
unstandardized (b) standardized (β) 

1 2 3 4 5 6 1 2 3 4 5 6 

E-marketing 

0.0

0 

0.0

0 0.00 

0.0

0 

0.0

0 

0.

00 

0.0

0 

0.0

0 0.00 

0.0

0 

0.0

0 

0.

00 
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E-service 

quality 

0.5

6** 

0.1

5** 

-

0.16

** 

0.0

0 

0.0

0 

0.

00 

0.0

4** 

0.0

1** 

-

0.01

** 

0.0

0 

0.0

0 

0.

00 

E-customer 

satisfaction 

0.0

6** 

0.0

2** 

-

0.02

* 

0.0

4** 

0.0

0 

0.

00 

0.0

4** 

0.0

1** 

-

0.01

* 

0.5

3** 

0.0

0 

0.

00 

E-customer 

loyalty 

0.4

4** 

0.1

2** 

-

0.13

** 

0.2

3** 

0.0

9* 

0.

00 

0.0

4** 

0.0

1** 

-

0.01

** 

0.3

8** 

0.1

1* 

0.

00 

**p<0.001; *p<0.05; 1 – age; 2 – education; 3 – gender; 4 – e-marketing; 5 – e-service quality; 

6 – e-customer loyalty  

 

Table 4-14 and Figure 4-10 indicate that e-marketing has an indirect positive effect on E-

customer loyalty through e-service quality. This result means that e-service quality mediates 

the association between e-marketing and e-customer loyalty (β = 0.107, p < 0.05). Since e-

service quality has a direct effect on e-customer loyalty, this mediation effect is partial 

(Asiamah et al., 2018). Similarly, e-marketing has a significant indirect effect on e-customer 

loyalty through e-customer satisfaction (β = 0.384, p = 0.000). This mediation is also partial 

since e-customer satisfaction has a significant positive effect on e-customer loyalty. Finally, e-

marketing has a positive effect on customer loyalty via both e-service quality and e-customer 

loyalty (β = 0.53, p = 0.000). The above mediation effects suggest that e-marketing more 

strongly increases e-customer loyalty if e-service quality and e-customer satisfaction are 

achieved in service delivery but e-marketing can improve e-customer loyalty even without e-

service quality and e-customer satisfaction.  Figure 4-9 visualises the baseline model whereas 

Table 4-13 shows the standardised and unstandardised indirect effects from the baseline 

model.    

Table 4-15 Summary of results from hypotheses tests 

Code Hypothesis Result Source 

H1 E-service quality increases as e-marketing improves Confirmed Table 4-12 

H2 E-satisfaction increases as e-marketing improves Confirmed Table 4-12 

H3 E-loyalty increases as e-marketing improves Confirmed Table 4-12 

H4 E-satisfaction increases as e-service quality improves Confirmed Table 4-12 

H5 E-loyalty improves as e-service quality increases Confirmed Table 4-12 

H6 E-loyalty increases as e-customer satisfaction improves Confirmed Table 4-12 



142 
 

H7          

E-service quality mediates the relationship between e-

marketing and e-satisfaction                                                                      Confirmed       Table 4-14 

H8            

E-service quality mediates the relationship between e-

marketing and e-loyalty                                                                                                                                                          Confirmed       Table 4-14 

H9              

E-satisfaction mediates the relationship between e-

marketing and e-loyalty                                                                                                   Confirmed        Table 4-14 

H10           

E-service quality and e-satisfaction jointly mediate the 

relationship between e-marketing and e-loyalty                          Confirmed      Table 4-14 

H11         

E-Satisfaction mediates the relationship between e-service 

quality and e-loyalty                                                                       Confirmed       Table 4-14 

    

    

Source: Researcher’s construct  

 

4.5 SUMMARY OF THE CHAPTER 

The data analysis shows that there were no outliers in the data. The distribution of the data 

also supported the use of parametric statistical tools in testing the study hypotheses. The 

psychometric properties of the measurement scales in terms of internal consistency and 

validity were satisfactory.  

There was a strong positive correlation between e-marketing, e-service quality, e-customer 

satisfaction and e-customer loyalty. E-service quality was also positively correlated with both 

e-customer satisfaction and e-customer loyalty, which means that satisfaction and loyalty 

increase as service quality increases. There was a strong positive correlation between e-

customer satisfaction and e-customer loyalty. In the ultimate model, e-marketing has a positive 

association with e-service quality, e-customer satisfaction, and e-customer loyalty. E-service 

quality has a positive relationship with both e-customer satisfaction and e-customer loyalty. 

Customer satisfaction has a positive association with customer loyalty, suggesting that e-

customer loyalty improves as e-satisfaction increases. The effects in the ultimate model are 

not significantly different due to the confounding variables. However, the ultimate model shows 

a slightly lower AIC.  

E-marketing has an indirect positive effect on e-customer loyalty through e-service quality. 

Because e-service quality has a direct effect on e-customer loyalty, this mediation effect is 

partial. Again, e-marketing has a significant indirect effect on e-customer loyalty through e-

customer satisfaction. This mediation is also partial since e-customer satisfaction has a 

significant positive effect on e-customer loyalty. Finally, e-marketing has a positive effect on 
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customer loyalty via both e-service quality and e-customer loyalty. These mediation effects 

suggest that e-marketing more strongly increases e-customer loyalty if e-service quality and 

e-customer satisfaction are achieved in service delivery. Yet, e-marketing can improve e-

customer loyalty even without e-service quality and e-customer satisfaction. Table 4-15 shows 

a summary of the results associated with each hypothesis. These results are discussed in the 

next chapter.  
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CHAPTER FIVE: DISCUSSION   

 

5.1 OVERVIEW 

This chapter discusses the main findings following the analysis of primary data gathered for 

the study.  The aim of the study was to assess the relationships between e-marketing, e-

service quality, e-satisfaction and e-loyalty within the context of SMEs selling online via the 

major intermediary e-commerce sites in Ghana. The study was conducted on a sample size 

of 1,293 participants who shopped online from SMEs listed on leading e-shopping websites in 

Ghana such as jumia.com, tonaton.com, and jiji.com. A cross-sectional correlational analysis 

was conducted using structural equation modeling with AMOS 18.0 software. The discussions 

are done within the context of the empirical literature on the key constructs for the study. 

Before the discussion of the findings, it is important to discuss briefly discuss the four key 

constructs (e-marketing, e-service quality, e-satisfaction and e-loyalty) that were studied in the 

research, as well as the role of the covariates within the conceptual framework. 

5.2 KEY CONSTRUCTS  

5.2.1 E-marketing 

The practice of e-marketing has assumed center stage in terms of the marketing 

communications strategy for most businesses across the globe. Terms such as digital 

marketing, Internet marketing, online marketing and social media marketing are used 

interchangeably by academics and practitioners, but the conventional term is e-marketing 

(Shaltoni, 2018). The core idea of e-marketing revolves around a group of activities that are 

related to marketing but executed online through the Internet and its applications. E-marketing 

generally refers to the use of electronic information and communications technologies, 

particularly the Internet, to achieve marketing objectives (Shaltoni, et al., 2016). Electronic 

marketing (e-marketing) is a subset of e-business that utilises electronic media to perform 

marketing activities and achieve desired marketing objectives in an organisation. It has 

become an innovation in marketing and businesses at large. According to El-Gohary and El-

Gohary, (2016), e-marketing can be viewed as a new philosophy and a modern business 

practice that invloves the marketing of goods, services, information and ideas via the Internet 

and other electronic means. E-Marketing includes the marketing strategies and tactics that are 

executed in an Internet environment. It includes conceptualising ideas, developing content, 

designing, maintaining, measuring and advertising (Sririam, 2019). The increased usage of 

the Internet and other electronic marketing tools (i.e. intranets, extranets and mobile phones) 

in electronic transactions might create not only a lot of opportunities for small business 

enterprises but also eliminate a lot of business threats (El-Gohary & El-Gohary, 2016). 
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Within the extant literature, e-marketing has seen increasing patronage by SMEs across the 

globe, especially during the era of the COVID-19 pandemic and beyond. E-marketing by small 

business enterprises can change both the shape and nature of small business enterprises all 

over the world. E-marketing is not limited to having a website and using emails, it also includes 

other related information and communications technologies (ICTs) such as e-customer 

relationship management (e-CRM) solutions and social media applications that are available 

to SMEs. The next construct that has been featured in this research is electronic service 

quality. 

 

5.2.2 E-service Quality  

Internet shopping has become a routine way of shopping and website quality holds a pivotal 

role in creating differentiation (Kalia & Paul, 2021). A desirable strategy to succeed is the 

sustainable delivery of quality service through websites, which is more than just offering low 

prices and maintaining web presence (Stamenkov & Dika, 2015). Online service quality is 

seen as the variance between customers’ anticipations and their service comprehension. If 

performance exceeds the anticipated rate, the comprehended quality will be above the 

satisfactory rate, thus generating customer satisfaction (Li et al., 2021). There has been a lot 

of proof illustrating that a straight relationship exists between customer satisfaction and service 

quality (Hussain et al., 2014). 

 

Currently, there appears to be no unanimous convergence on the concept of electronic service 

quality in the literature. While some researchers like to associate the concept strictly with the 

services provided on a website (Khan et al., 2019; Hidayah et al., 2021), others extend the 

definition to include hybrid services such as website interactions as well as contacts, agents, 

physical product delivery, and after-sales services (Vatolkina et al., 2020; Çelik, 2021). In 

support of the views espoused by (Xu et al., 2017), the provision of electronic services should 

be seen to holistically include both online and offline services associated with the online 

shopping site; which include services offered before (advertising, social media campaigns, 

digital public relations), during (online search on a website, product selection, purchase and 

carting) and after (delivery of products and after-sales services in an offline mode). If this is 

the case, then e-service quality must be redefined to include all online and offline services 

associated with an e-commerce website in providing efficient and speedy services in line with 

customer expectations.  

 

Within the online shopping space, e-service quality has been studied extensively in terms of 

its relationship with e-satisfaction, e-loyalty, e-trust, e-word of mouth and other associated 

constructs. Whilst some studies have reported a positive and direct relationship between e-

https://scholar.google.com/citations?user=aOaQGWEAAAAJ&hl=en&oi=sra
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service quality, e-satisfaction and e-loyalty, others have reported indirect relationships 

between these constructs. It is within this debate that the current study seeks to provide some 

headway within a developing economy context. 

 

5.2.3 E-satisfaction 

E-satisfaction has been defined as the contentment of the customer concerning his or her prior 

purchasing experience with a given electronic commerce firm which results in favuorable 

responses, such as purchase and repurchase (Sasono, 2021). The greatest challenge to 

online marketing is the ability to provide and maintain customer satisfaction (Rita et al., 2019). 

Within the extant literature, the construct appears to have determinants that equally appear to 

affect e-service quality, e-trust and e-loyalty. Nonetheless, e-satisfaction would result in the 

customer exhibiting behaviour or action online, which may reflect in purchasing, revisiting the 

website, or not purchasing and subsequently not recommending the online service. E-

satisfaction is also seen as an affective or emotive construct and therefore difficult to define. 

Relatedly, Briez et al. (2022) have suggested that e-satisfaction is an affective attitude that 

influences the online consumer’s behaviour and their assessment of the products or services 

provided by the website. If this is the case, then e-satisfaction can affect the consumer’s online 

loyalty to the website’s services, since online shoppers have an affective commitment to the 

online store (Figueiredo et al., 2022).  

 

A number of studies have been conducted to model the relationship between e-satisfaction 

and e-service quality (Zeglat, 2016), as well as the mediating role of e-satisfaction in the 

relationship between e-service quality and e-loyalty (Shahabuddin, 2014; Zeglat, 2016; 

Sasuno, 2021). The discussions in this chapter will therefore include the nature of the 

relationships between e-satisfaction, e-marketing, e-service quality and e-loyalty, as obtained 

from the data analysis in chapter four. 

 

5.2.4 E-loyalty  

Recent studies have conceptualised loyalty as having both behavioural and attitudinal 

dimensions. The current cross-sectional study sought to measure the opinions of consumers 

who had previously purchased on an online shopping site, hence loyalty within the context of 

this study assumes a behaviouristic stance. In other words, having previously experienced the 

services of the platform, respondents would demonstrate loyalty by revisiting the website to 

make repeat purchases. In the opinion of Ghali (2021), loyalty can be defined as an enduring 

commitment towards a product or service which results in repeat purchase behaviours (Ghali, 

2021). If this is the case, then e-loyalty is simply loyalty towards a specific online trader that is 
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expressed in repetitive buying behavior (Areiza-Padilla et al., 2022). Within the online 

shopping context, it has been established that loyal customers are likely to visit the website 

again to purchase again at a later date (Li et al., 2022). 

Within the extant online marketing literature, e-loyalty has been measured from two major 

dimensions: behavioral e-loyalty and attitudinal e-loyalty. According to Masa’deh et al. (2019), 

behavioral e-loyalty is where consumers usually recommend a website or e-commerce in a 

specific way, generating favourable word of mouth towards it. On the other hand, attitudinal e-

loyalty allows a single consumer to make repetitive purchases with the same online provider 

without looking for other suppliers. Some empirical studies have established key relationships 

between e-loyalty, e-satisfaction and e-service quality.  Researchers from some emerging and 

developing economies have identified a positive association between e-satisfaction and e-

loyalty (Olalaye et al., 2021, Hu et al., 2022; Alnaim et al., 2022). Within this framework, the 

current study assesses the relationships between e-loyalty and the antecedent variables e-

marketing, e-service quality and e-satisfaction. 

5.2.5 Covariates 

In looking at the effects of the independent variables (e-marketing, e-service quality, and e-

satisfaction) on the dependent variable e-loyalty, the study looked at the role of other key 

covariates in the literature, which could potentially confound the relationship between the 

independent and dependent variables (Opuni et al., 2022). The isolation of covariates is very 

crucial in determining the lurking antecedents that might be influencing the dependent 

variable(s) in a correlational design. The inability to control for confounding variables in a 

cross-sectional study can potentially mar the validity of the final results (Asiamah et al; 2021). 

Confounding variables are external variables that have an impact on the independent 

variables, and by so doing, extend the effect unto the dependent variables as well. These 

variables, which are also covariates, must be studied to assess the nature of their relationship 

with both independent and dependent variables to maximise the precision of the effect size. 

In gauging the effect of the identified independent variables in the study, the key potential 

confounders, as gleaned from the literature, were the personal characteristics of the 

respondents such as age, gender, income and education.   

5.3 DISCUSSION ON MAIN FINDINGS 

5.3.1 Findings on Demographics 

The results on  background characteristics of the respondents revealed that male e-customers 

outnumbered female e-customers. This is because males accounted for 67%, whiles females 

accounted for 33%. The results show that there is gender inequity in the sphere of shopping 

online in Ghana. One can conveniently indicate that the total number of males exceeds the 
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total number of females for Ghanaians shopping on the major e-shopping sites. This pattern 

may be influenced by the fact that in Ghana, previous studies (Frimpong & Vaccari, 2015; 

Steeves & Kwami, 2017) indicate that males do have more access to the Internet than 

females, and are therefore more likely to shop online than females (Acheampong et al., 2018, 

Sarpong & Agbeko, 2020; Twum & Nkrumah, 2021).   This finding is also in line with most 

empirical findings on emerging economy patterns where the majority of online shoppers were 

males. Studies on online shopping by Karakara and Osabuohien (2019) in Burkina Faso, 

Sasono et al. (2021) in Indonesia; Alam et al. (2020) and Rahman et al. (2018) in Bangladesh, 

and Ali et al. (2020) in Pakistan point to the fact that more males engage in online shopping 

than females in developing economies. 

Secondly, in terms of the age bracket, the majority of online shoppers fall within the youth age 

bracket of 21-30 years. The distribution can be attributed to two major reasons. First, the target 

of the online questionnaire was mostly young people and students within this age bracket who 

are mostly online and have a quick response rate. Secondly, in a Ghanaian context, the age 

range of 21-30 years includes Millennials and Generation Y who are keen and smart in using 

online media and are more likely to demonstrate a good response in filling out questionnaires 

online (Kusdibyo & Februadi, 2019). The finding that less than 7 percent of the customers 

were above 50 years means that a lot of older people in the Greater Accra region of Ghana 

are not active in shopping online on Ghana’s main online shopping sites. The greater number 

of active shoppers happen to be aged between 20-40 years.  

Finally, in terms of income levels, the greater number of participants earned a gross monthly 

pay between 1,000 and 2000 Ghana Cedis. This group was mostly HND or First-degree 

holders who might have been in national service or were newly employed.  The next significant 

group also earned between 2,001 and 3,000 Ghana Cedis as gross monthly incomes. These 

two main income brackets sought to purchase mostly ICT gadgets, fashion products, 

electronics, and sportswear online. The subsequent sections discuss the main research 

objective which looks at the relationships between the main constructs in the study, i.e., e-

marketing, e-service quality, e-satisfaction and e-loyalty. 

5.3.2 The Relationship between E-marketing and E-service Quality 

The study first tested the relationship between e-marketing and e-service quality with the 

hypothesis: 

H1: E-service quality increases as e-marketing improves 

The data analysis revealed a strong positive correlation between e-marketing and e-service 

quality. Thus, hypothesis H1 above was supported. This means that an increase in the practice 

of e-marketing leads to an increase in the provision of quality services online, and a decrease 
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in the practice of e-marketing equally leads to a decrease in the delivery of services online. In 

the first place, this finding has implications for diffusion innovation theory (DIT) as well as the 

resource-based theory (RBT).  

The DIT by Roger (2014) explains how and at what rate the introduction of new technological 

innovations, ideas, practices and products spreads among the ecosystem of players 

(innovators, early adopters, early majority, late majority and laggards). The positive 

association between e-marketing and e-service quality implies that the introduction of e-

marketing technologies and innovations such as web-based marketing, email marketing, 

social media marketing, mobile marketing and dynamic pricing can lead to a vast improvement 

in the quality of services delivered to customers in an online shopping context. (Sharma & 

Lijuan, 2015; Ayuba & Aliyu, 2015; Ahmad et al., 2017).  The RBV theory posits that resources 

that are valuable, rare, inimitable and non-substitutable make it possible for businesses to 

maintain a competitive advantage (Cao et al., 2019). This theory has a direct implication for 

the current finding, in the sense that online SMEs that take advantage of external e-marketing 

resources via third-party sources can enhance their capabilities to improve upon their service 

delivery quality, performance, and competitive advantages (Qashou & Saleh, 2018; Haudi et 

al., 2022).  

However, the positive association between e-marketing implementation and e-service quality 

has been opposed by the likes of Iddris & Ibrahim (2015), who reported that e-service quality 

is not impacted directly by e-marketing. Relatedly, Jaas (2022) suggests that e-marketing mix 

implementation does not necessarily lead to e-service quality and that it requires the provision 

of the appropriate digital environment, the availability of the Internet, and management 

readiness. Again, it has been reported in some previous studies that some prospective buyers 

have complained that they did not receive goods in the expected state listed on the website, 

and therefore customers feel hesitant to buy different products on e-shopping sites because 

of the perceived risks associated with Internet purchases (Kwarteng & Pilik, 2016; Mintah, 

2018). Especially within developing economy settings, potential online buyers are very wary 

of delayed or non-product deliveries, defects in product quality, and security concerns 

regarding leakage of information on the customer’s credit card or debit card (Boyetey et al., 

2021). The foregoing argument notwithstanding, the current study, which was based on large 

sample size, found that e-marketing positively influences e-service quality. The participants 

for the study generally attested to the fact that during the period, when the COVID-19 

pandemic had become quite intense, the major online shopping platforms expedited swift 

customer delivery services much to their expectation, through the effective implementation of 

the e-marketing mix strategies. Relatedly, some empirical studies in the SMEs sector have 

shown a tendency for e-marketing to have a strong positive correlation with e-service quality 
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(Hanafizadeh et al., 2012). The study by Maduku et al. (2016) supports a positive association 

between e-marketing and e-service quality based on a sample of SMEs in South Africa that 

listed their products via third-party e-commerce sites. In a similar study conducted in Australia, 

Mazzarol (2015) found a positive correlation between electronic marketing and SMEs service 

quality. Therefore, it can be concluded that this finding supports the empirical evidence in the 

literature. The positive association between e-marketing and e-service quality has previously 

been reported in both developed and developing economy settings. This finding is particularly 

unique in the sense that it is the first study to assess how SMEs can use e-marketing services 

to achieve service quality via the major third party online shopping platforms in the subregion.  

This problem notwithstanding, e-marketers of SMEs can forestall some of these weaknesses 

by actively interacting with buyers through online communities, prompt feedback, online 

support systems, and the application of telepresence. Telepresence involves the use of online 

audio and video systems to foster a “near-life” experience for the customer whiles online. 

Management of SMEs, therefore, stand to gain competitive advantages if they should invest 

their meager resources in online tools and adopt 4th industrial revolution technology in their 

marketing communications. Such investments would ultimately lead to improved service 

delivery and consequently enhance sales volumes for SMEs.  

5.3.3 The Relationship between E-marketing and E-satisfaction 

Secondly, the study tested the relationship between e-marketing and e-satisfaction by positing 

the hypothesis: 

H2: E-satisfaction increases as e-marketing improves 

The current study found a positive association between e-marketing and e-satisfaction. Thus, 

H2 was also supported. This finding demonstrates the fact that the use of website features, 

ease of navigation, product categorisation, web security and excellent features elicit 

satisfaction among shoppers of SME products listed online. This finding is supported by similar 

studies which investigated SMEs that listed their products on e-commerce sites such as 

www.aliexpress.com, www.amazon.com, www.jumia,com, etc. A classical study by Lee & Lin 

demonstrated that online store website design positively affects overall customer satisfaction 

for consumers in e-commerce shopping for SME listings in Taiwan. A study by Sanny et al. 

(2021) on the effect of SMEs in the fashion industry on e-marketing via Instagram, reported 

that e-marketing has a significant impact on e-satisfaction. Similar studies in emerging markets 

such as China, Greece, Malaysia, Taiwan, Jordan and Indonesia have confirmed the positive 

association between e-marketing and e-satisfaction in e-commerce shopping for small 

businesses (Ting et al., 2016; al-Dweeri, 2017; Sanny et al., 2021). However, some 

researchers have reported that e-marketing does not have a direct impact on customer 
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satisfaction. In a study in the education sector in Indonesia, Simbolon and Yanti (2021) found 

that for Gen Z students, the effect of e-marketing on customer satisfaction is fully mediated by 

service quality. Relatedly, in a study in Iran that looked into online store platforms, Hosseini 

and Rezvani (2021) found that the application of an e-marketing mix produces satisfaction for 

youthful buyers when the online interaction with customers is interspersed with gamification 

services. This finding suggests that within the online shopping context, effective website 

marketing services are very crucial in establishing online satisfaction, especially for the 

youthful generation. The study by Kim et al. (2020) in South Korea found an inverse 

relationship between e-marketing and e-satisfaction for small businesses in the tourism and 

hospitality industry. 

 

Proceeding on the above tangent, it is interesting to note that in the current study, the 

association between e-marketing and e-satisfaction was found to be indirect, in the sense that 

the effect of e-marketing on e-satisfaction was mediated by e-service quality. This finding is 

the first of its kind in the online shopping literature within the context of online SMEs in a 

developing economy setting. The uniqueness is showcased by the introduction of the partial 

intervention role of service quality in the relationship between e-marketing and e-satisfaction. 

This finding is explained by the fact that the majority of respondents in the study were satisfied 

with the online services provided by the websites that listed SMEs’ products. They 

demonstrated this through word of mouth, site revisits and recommending the products to their 

friends. Apart from the fact that the websites had good designs, nicely categorised products, 

and online discounts; they exhibited an appreciable level of reliability, speedy delivery, online 

security, privacy, and online customer support. These service quality attributes, when offered 

in conjunction with the e-marketing mix attributes, yielded satisfaction for the customers who 

patronised the SMEs products listed on the e-platforms. In the current study, most buyers 

were satisfied with their shopping experience in buying SME products ranging from mobile 

phones, laptops, fashion items, sports, wear, etc., as long as they continued to experience 

quality service delivery online. A few respondents were of the view that the products they 

received were not as exactly displayed on the website. This notwithstanding, the expectations 

of the majority were met in terms of the nature and quality of products promised via the ads 

on the website. It is therefore imperative that SMEs identify with e-commerce websites that 

offer excellent web features, ease of navigation and excellent security features to meet the 

expectations of their online customers. Some aspects of e-marketing have been shown not to 

contribute to e-satisfaction in online shopping. For instance, Sanny et al. (2021) and Marliya 

and Wahyono (2016) found that e-promotion, as a component of the e-marketing mix, did not 

result in online satisfaction. In a study in Iran, Hosseini and Rezvani (2021) reported that e-

marketing mix tools such as website design, e-promotion, price and special offers, product 
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quality and variety do not positively influence customer satisfaction. These studies have 

established the fact that e-marketing may not necessarily lead to e-satisfaction in some 

jurisdictions and markets.  

 

The discussion thus far points to the fact that within the existing literature, studies across 

different sectors and different jurisdictions suggest that e-marketing positively influences e-

satisfaction without any intervening variable. Other studies even show an inverse and 

insignificant relationship between the two constructs, and yet still others show that service 

quality mediates the nexus between e-marketing and e-satisfaction. The real nature of this 

indirect relation is discussed in section 5.3.7. This evidence notwithstanding, the current 

finding on the relationship between e-marketing and e-satisfaction is unique and novel. In the 

first place, a good number of previous studies had methodological flaws and small sample 

sizes. Given the robust analytics employed in the current study and the bigger sample size, 

the current finding can be said to be significant in terms of predictive power and 

generalisability. Again, a unique and novel feature of this finding is the fact that the study was 

conducted on the online shopping behaviour of customers who shop at 3 major e-shops in 

Ghana, and within the context of SMEs that list products on these sites. Investment in e-

marketing tools can lead to significant benefits for small businesses that team up with third-

party e-commerce platforms that are also connected to social media. According to Mitreva et 

al. (2022), small businesses more often than not lack the financial and human resources to 

compete effectively in traditional marketing settings, and that is why e-marketing can help 

them to better satisfy the needs of the targeted market and become more efficient than their 

competitors. Consequently, the implementation of adequate marketing techniques can 

enhance the success and financial growth of SMEs. 

 

5.3.4 The Relationship between E-marketing and E-loyalty 

The third test was based on the hypothesis: 

H3: E-loyalty increases as e-marketing improves 

Regarding the relationship between e-marketing and e-loyalty, the findings from the study 

indicate a positive relationship between e-marketing and e-loyalty. Therefore, as e-marketing 

activities improve, e-loyalty also increases and vice versa. This relationship that has been 

established between e-marketing and e-loyalty is supported by some previous research (Ting 

et al., 2016; Ahmad et al., 2017; Chon et al., 2018) in the literature. The positive nexus 

between e-marketing and e-loyalty can be explained by the fact that the effective 

implementation of the e-marketing mix variables such as e-pricing, e-promotion, e-packaging, 

e-branding, community engagement, privacy enhancement, etc. leads to an increase in both 
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behavioural and attitudinal loyalty on the part of customers. The majority of respondents who 

had previously shopped on the e-commerce sites attested to the fact the e-marketing tools 

employed by the online shopping websites encouraged them to revisit the sites, buy more of 

the products, and also recommend same to their friends and relatives. They were most 

impressed with the clear categorisation of the products, dynamic and flexible pricing features, 

utmost security features that protected their data, instant promotional benefits online, and the 

opportunity to communicate through instant messages via chatbots. Again, the employment 

of Industry 4.0 features such as AI and machine learning for personalised offers and deliveries 

inspired confidence in the websites. There are however opposing arguments to the positive 

association between e-marketing and e-loyalty. For instance, Haudi et al. (2021) argue that e-

marketing does not have a significant impact on e-loyalty. Likewise, a longitudinal study by 

Pee et al. (2019) established that though in the short run e-marketing may appear to have a 

positive impact on e-loyalty, in the long run, its impact becomes less significant. The authors 

argue that customer satisfaction rather has a more significant impact on e-loyalty. In a related 

study in Ghana’s banking sector by Boateng (2018), the researcher found that the application 

of online marketing tools had an insignificant relationship with e-loyalty and that online 

marketing could only affect e-loyalty when e-practitioners communicate appropriate and useful 

signals. Given the foregoing arguments in terms of the relationship between e-marketing and 

e-loyalty, the positive association between e-marketing and e-loyalty is well grounded in the 

literature across different sectors, and more so, the findings from the current study from an 

online shopping perspective give further impetus to the relationship.  

The current study further established that the positive nexus between e-marketing and e-

loyalty is non-linear. Specifically, e-marketing has a positive effect on customer loyalty but 

indirectly through the intervening roles of e-service quality and e-satisfaction. The mediation 

effects suggest that e-marketing more strongly increases e-customer loyalty, if e-service 

quality and e-customer satisfaction are achieved in service delivery. This mediation effect was 

found to be a partial mediation. That is to say, e-marketing can improve e-customer loyalty 

through e-service quality and e-satisfaction, and yet in the absence of e-service quality and e-

customer satisfaction, e-marketing can still influence e-loyalty. The reasons accounting for the 

positive association between e-marketing and e-loyalty partially through e-service quality are 

quite apparent and also supported in the literature. The study found that the application of e-

marketing tools such as email marketing, e-promotions, secure e-payments, e-product 

categories, quality web services, clear product descriptions, ease of navigation, e-customer 

support services, and speedy response to queries encourage repeat purchases and positive 

recommendations to others. This finding is supported by similar studies within the SME context 

by El-gohary. In a study regarding the effect of e-marketing on e-loyalty for small businesses 
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in Egypt, the researcher came out with the finding that the practice of e-marketing by SMEs 

improves online service quality, which also leads to repeat customer repurchases, and 

ultimately improves overall marketing performance (El-gohary, 2016). Similar studies by 

(Škudienė et al., 2014; Aslam et al., 2018) have confirmed the positive association between 

e-marketing and e-loyalty, through the intervening role of e-service quality delivery. The 

practical implication of this relationship is that, in the application of e-marketing tools, 

management must ensure that there is effective service delivery. This is likely to engender e-

loyalty among the firm’s customers. Regarding the aforementioned partial mediation effect, it 

has also been established that e-marketing can still influence e-loyalty, even without the 

express role of e-service quality. This relationship has been confirmed in previous studies 

(Kaya et al., 2019; Shafiee, 2021). These authors concluded from their studies that e-

marketing can directly act on e-loyalty without the express intervention of any variables. 

E-marketing was also found to positively impact e-loyalty through the intervention role of e-

satisfaction. This mediation was also partial. In other words, though e-marketing can positively 

influence e-loyalty through e-satisfaction, e-marketing can still impact e-loyalty without the 

presence of e-satisfaction. The opposite of this scenario is that of a full mediation. In a full 

mediation, variable X cannot impact variable Z, unless there is an intervening role by variable 

Y. The partial mediation role played by e-satisfaction in the relationship between e-marketing 

and e-loyalty is well-documented in the literature (Shafiee, 2016; Rahadjeng, 2022). The 

practical implications for this relationship are quite obvious. The study found that the effective 

implementation of e-marketing tools such as online product displays, e-promotion, e-customer 

support systems, email marketing, etc. can lead to sustained visits and purchases for most of 

the respondents. However, constant patronage and recommendation of SMEs products are 

based on customers’ satisfaction levels with the e-marketing tools applied by the intermediary 

platforms. In other words,  if e-marketing tools are applied to the satisfaction of online 

customers, they are likely to purchase more of the SME goods listed online, and also 

recommend same to their friends, peers and relatives.  

5.3.5 The Relationship between E-service Quality and E-satisfaction 

The fourth test was based on the hypothesis: 

H4: E-satisfaction increases as e-service quality improves 

The study found a positive and significant association between e-service quality and e-

satisfaction within the context of SMEs selling online. Thus, the hypothesis: “e-satisfaction 

increases as e-service quality increases” was supported. This position is supported by the 

findings of Gandhi et al. (2018) within an SME context in an emerging economy such as India. 

Demir et al. (2020) also found a positive association between e-service quality and e-
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satisfaction in a study conducted on the provision of online services in higher education in 

Iraq. The findings regarding this relationship are consistent with other related empirical studies 

in both developed and emerging contexts (Sharma &  Lijuan, 2014; Chinomona et al., 2014; 

Jeong & Jeong, 2017; Gachuru, 2017; al-Dweeri, 2017; Pee et al., 2018, Mohammadi & 

Dickson, 2021, Olalaye et al., 2021). Furthermore, the positive association between e-service 

quality and e-satisfaction has also been reported in some studies that have been conducted 

in developing economies like Pakistan (Khan et al., 2019), India (Ghosh, 2018; Kalia et al., 

2016), Jordan (Nawafleh, 2018) and Turkey (Kaya et al., 2019) where researchers have 

highlighted the importance of e-service quality perception in influencing e-satisfaction. 

Research conducted by Nasution et al. (2019) and Antwi et al. (2022) indicated that an 

improvement in e-service quality will increase customer satisfaction in an online selling 

environment. This position is also supported by Tinezia et al. (2021) in the sense that 

improvements in the quality of online services will enhance efficient and effective transactions 

all the more, thus helping companies achieve the highest customer satisfaction level.  

 

Despite the overwhelming evidence of the direct association between e-service quality and e-

satisfaction notwithstanding, some studies suggest the existence of indirect relationships. For 

instance, the findings of Chinomona (2014) in the e-commerce sector in South Africa suggest 

that e-service quality first engenders customer value, which then feeds into e-satisfaction. In 

other words, customers who experience quality services online first perceive those services 

as valuable, before getting satisfied. The study by Jun (2009) in China within the e-commerce 

sector drew some interesting findings. The study, conducted for 259 online shoppers, posited 

that the relationship between e-service quality and e-satisfaction is indirect, and is mediated 

by customer relational benefits which have the dimensions of indirect confidence benefits, 

social benefits and special treatment benefits within. The findings of the study concluded that 

customer relational benefits strongly mediate the relationship between e-service quality and 

e-satisfaction in an online shopping environment.  In a study that centred on mobile banking 

in Indonesia, Putri and Gintin (2021) reported that e-service quality has a positive but 

insignificant association with e-satisfaction . The study, conducted on a sample of 1,475 

mobile banking clients, reported that user experience plays a crucial role in eliciting e-

satisfaction from online customers. This finding echoes the fact that within the online marketing 

space, clients’ experience with the online encounter is very crucial, as it compensates for the 

absence of human interactions within an offline setting.  

 

Given the foregoing arguments in the literature within the context of the current study, the 

central argument for the current study is that e-service quality positively and significantly 

influences e-satisfaction in an online shopping context. The practical reasons for the above 
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associations can be explained from these viewpoints. The key point of uniqueness in this 

finding is that the influence of e-service quality on e-satisfaction is strongly influenced by the 

effect of the e-marketing mix as an antecedent of e-service quality, a factor that has been 

ignored in the previous studies that have been enumerated. Again, the current study controlled 

for the influence of demographic factors as potential confounders in the relationship between 

e-service quality and e-satisfaction. The study thus shows that part of the positive effect of e-

service quality on e-satisfaction may be due to the age factor of the shoppers online, which 

mostly falls within the youth bracket. Age is seen to be a factor that can influence the level of 

e-service quality expected by customers online (Trabelsi-Zoghlami et al., 2022). If this is the 

case, then as has been established in this study, the demographic characteristics of e-

shoppers can determine their level of satisfaction online. Trabelsi-Zhoghlami and associates 

also found that in terms of gender, women respond significantly more than men in the delivery 

of mobile baking services. However, in the current study, gender had no significant influence 

on the service quality-satisfaction nexus. The current study has therefore set the stage for 

further studies that could look at the moderation roles of demographic characteristics in the 

service quality-satisfaction dyad, to inform e-retailers on how re-strategise their online 

marketing activities for business success.  

 

The reason for the positive association between e-service quality and e-satisfaction in the 

current study is not without basis. The current study found that consumers were generally 

satisfied with online quality services such as excellent product display features, flexible pricing, 

instant discounting, good security features, presence of chat rooms and review sections, and 

speedy delivery of products ordered from the sites. In other words, consumers found the online 

websites to be more convenient, fast and flexible, which finding is supported in the literature 

in some emerging economies (Saha et al., 2022; Pillai et al., 2022; Lina & Ahluwalia, 2021). 

Although a few studies have pointed to non-significant associations between e-service quality 

and e-satisfaction (Chinomona, 2014; Juwaini et al., 2022), the results from the current study 

confirm a positive association between service quality and customer satisfaction in an online 

selling environment, in line with some previous empirical studies especially in emerging Asian 

markets (Khan et al., 2019; Kaya et al., 2019; Wilis & Nurwulandari, 2020; Alnaim et al., 2022).  

Thus, it has been established in this study that in a developing economy context, small-scale 

businesses will realise increased sales volumes by displaying their products on websites that 

deliver service quality. 

 

The implication for the above scenario is that marketers for SMEs must ensure that services 

offered online match the quality expectations of their clients. This will enhance the satisfaction 

levels of consumers online, and increase consumers’ intention to make more purchases and 
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spread positive word of mouth about their online experience. Electronic service quality in the 

form of fulfilment, quality information, reliable after-sales services, secure payment systems, 

and online customer support services positively enhances customer satisfaction (Xu, 2017; 

Nasution, 2019, Simbolon & Yanti, 2021). 

 

5.3.6 The Relationship between E-service Quality and E-loyalty 

The fifth test was based on the hypothesis: 

H5: E-loyalty increases as e-service quality improves 

In the first place, e-service quality was found to positively influence e-loyalty, and therefore 

the above hypothesis was supported. This means that an improvement in e-service quality 

leads to an increase in e-loyalty, and a decrease in e-service quality leads to a decrease in e-

service quality. This finding is supported by similar quantitative studies in the literature 

(Sadeghi et al., 2019; Amin, 2016; Kao & Lin, 2016; al-Dweeri, 2018, Kaya et al., 2019). The 

practical implication is that if online service delivery is enhanced through excellent customer 

relations, speedy response to customer requests, assurance of online security and privacy, 

and timely delivery of products, customers are likely to engage in repeat purchases online and 

stay loyal to the online platform. In essence, satisfied customers are more likely to engage in 

further online purchases, and are more likely to remain loyal to the e-service provider (Chen 

et al., 2017). The reasons for this association are not unsubstantiated. The majority of 

respondents reported that the services they experienced on the e-commerce sites which 

included secure payment services, instant discounts, dynamic pricing, instant replies to 

queries and fast delivery of products motivated them to keep visiting the site to make more 

purchases. Based on the quality of services experienced, they further recommended the e-

commerce sites to their peers and relatives. Again, most of the respondents reported that the 

online services provided by the e-commerce sites were quite speedy, convenient, and less 

costly.  

The above propositions notwithstanding, some studies in the literature have reported indirect 

associations between e-service quality and e-loyalty. Some researchers have expressed 

different positions from this line of argument, to the extent that e-service may not have a direct 

relationship with e-loyalty. In a study conducted on 783 digital library users in Pakistan, Ansar 

et al. (2021) reported that the nexus between e-service quality and e-loyalty is indirect since it 

is mediated by e-trust. In a study conducted by Pratiwi et al. (2021) in Indonesia, for over 200 

OVO e-wallet application users in Malang City, it came to light that e-service quality has an 

indirect and insignificant effect on e-loyalty. This position is also supported by the studies of 

Wyer and Mells (2018), Gotama and Indarwati (2019), and Melinda (2017). The opponents 
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aver that e-service quality has no significant effect on e-loyalty. The insignificant association 

between e-service and e-loyalty is supported by the majority of recent empirical studies that 

have examined the nexus between the two constructs. 

Given the foregoing opposing views, the current study, apart from establishing a positive 

relationship between e-service quality and e-loyalty, uniquely discovered that e-service quality 

influences e-loyalty indirectly through e-satisfaction in online shopping. In other words, the 

positive association between e-service quality was partially mediated by e-satisfaction. The 

exact and full nature of this mediation role is further discussed in section 5.3.9. This 

relationship is also supported in similar empirical studies in other sectors in the past (Antwi et 

al., 2016; Sasono et al., 2021). The findings from this relationship imply that customers who 

were satisfied with the online services were likely to engage in repeat purchases and 

recommend the website to their friends. Similar studies in developing country contexts in Iran 

(Rabiei, 2011) and Indonesia (Sasono et al., 2021) and Malaysia (Ting et al., 2016) reinforce 

the positive association between e-service quality and e-loyalty for e-SMEs. These studies 

point to the fact that SMEs operating online do benefit immensely in the long term through 

repeat purchases when e-service quality provision is enhanced. 

5.3.7 The Relationship between E-satisfaction and E-loyalty 

The sixth test was based on the hypothesis: 

H6: E-loyalty increases as e-satisfaction improves 

The above hypothesis was confirmed after the analysis of data in the current study. The data 

analysis for the current study revealed a positive association between e-satisfaction and e-

loyalty. In other words, as e-satisfaction increases, online consumers make more repeat 

purchases online. This also implies that online marketers can influence e-loyalty through e-

satisfaction. That is, an improvement in e-satisfaction will have a positive impact on 

consumers’ repeat purchase behavior (Vijay et al., 2019). In the current study, the majority of 

respondents who reported that they were satisfied with the services encountered on the online 

shops indicated they would recommend the SMEs products to their friends and colleagues. 

They also expressed the view that they would revisit the same sites in the future and engage 

in repurchases even in the face of alternative websites which possibly offered the same or 

superior services. E-satisfaction is therefore found to be positively and significantly associated 

with both attitudinal and behavioural loyalty in this study, in line with the empirical evidence in 

the literature. 

 

Although the positive nexus between e-satisfaction and e-loyalty has been amply established 

in the literature, some studies suggest an indirect relationship between the constructs. The 
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emergence of modern e-marketing or digital communication tools like TikTok, Vimeo, Slack, 

Moosend, Hubspot, Hootsuite, Trello, Slack and others implies that small businesses need to 

do more to keep their satisfied e-customers loyal. To this end, some studies have established 

that satisfaction may not necessarily lead to e-loyalty, especially within the context of social 

media marketing. According to Smith (2020), the e-satisfaction-e-loyalty direct nexus does not 

always hold, so that the relationship can be mediated by e-brand attitude. Smith posits that 

satisfaction is not a predictor of loyalty in the mobile service business and that customer 

attitude towards brands mediates the relationship. Relatedly, a study by Melovic et al. (2021) 

on the shopping behaviour of 813 millennials found that demographic characteristics played a 

significant role in the e-satisfaction and e-loyalty nexus. For instance, the study found that 

while the frequency of online shopping is the same for both genders, male consumers spend 

more money on it compared to women. The researchers also found that among satisfied 

customers, although the amount of money spent did not depend on the age of millennials, the 

younger millennials engaged in frequent online purchasing compared with older millennials. 

These findings suggest that small businesses online would need to adopt state-of-the-art 

digital marketing tools to keep satisfied Gen Z and millennial customers coming back to make 

more purchases.  

 

Despite the above indirect associations regarding the relationship between e-satisfaction and 

e-loyalty, the positive nexus between e-satisfaction and e-loyalty has been immensely 

reported in previous studies among small online retailers empirically. Some previous studies 

have identified e-satisfaction to be one of the most significant factors in predicting e-loyalty 

(Rodriguez et al. 2020; Valvi & West, 2013; Antwi et al., 2022). In a recent study in India that 

employed confirmatory and structural equation modeling regarding the role of website quality 

and hedonism in influencing e-satisfaction and e-loyalty, Vijay et al. (2019) and Ahmad et al. 

(2017) established a positive association between e-satisfaction and e-loyalty. This positive 

association between e-satisfaction and e-loyalty has also been confirmed by some recent 

studies (Al D’mour et al., 2019, Alkhouli, 2018; Nisar & Prabhakar, 2017; Raza et al., 2020; 

Wani & Mushtaq, 2019). In a typical online shopping study in Indonesia to study the shopping 

habits of website-savvy Gen Zers, it was established that e-satisfaction is positively associated 

with e-loyalty. It is therefore evident that a direct association exists between e-satisfaction and 

e-loyalty in the literature, and that this empirical relationship has also been established in the 

current study, from a developing economy perspective.  

 

The positive nexus between e-satisfaction and e-loyalty in the current study is however unique 

for two main reasons. In the first place, this relationship can be said to have predictive and 

theoretical basis since a large sample size was used for the study. A large sample size in a 
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quantitative study of this nature can improve consistency in the data, and better representation 

of population characteristics. It also has better implications for validity and generalisability. 

Secondly, although causality is not the focus of this study, Asiamah (2019) has suggested that 

correlational studies that involve robust analyses and control for confounding variables could 

have predictive power. However, it can be suggested that longitudinal studies as well as 

necessary and sufficient condition analyses can better ground the empirical nature of the 

nexus between these two constructs within the online context. These issues notwithstanding, 

it has been established that customer satisfaction is one of the most important factors for 

achieving success for small businesses operating online since an increase in satisfaction will 

increase customer loyalty and repurchase intention (Sharma, 2020). Therefore, within the 

space of online selling, it has been established that satisfied e-customers can become loyal 

e-customers. Based on this outcome, it is hereby suggested that investments by SME 

managers in e-marketing technology aimed at meeting customer expectations online will 

foster website revisits and sustained purchases online. 

 

5.3.8 The Mediation Role of E-service Quality in the Relationship between E-marketing 

and E-satisfaction 

The Seventh test was based on the hypothesis: 

H7: E-service quality mediates the relationship between e-marketing and e-satisfaction.  

 

The seventh hypothesis was also supported, i.e. e-service quality was found to mediate the 

nexus between e-marketing and e-satisfaction. The research however anticipated from the 

outset that e-service quality would fully mediate the relationship between e-marketing and e-

satisfaction, based on the literature. Contrary to the expectations of the research, e-service 

quality was found to partially mediate the association between e-marketing and e-satisfaction. 

The results from the analysis revealed that e-marketing positively and significantly influences 

e-service quality, and e-service quality also positively and significantly influence e-satisfaction. 

Hence, the type of type of mediation established was  partial mediation, meaning that e-

marketing could still positively influence e-satisfaction even without e-service quality. In other 

words, although e-service quality mediated the relationship between e-marketing and e-

satisfaction, e-marketing could still influence e-satisfaction even without e-service quality. The 

reasons for the above relationship are not without basis. The research findings revealed that 

the application of the e-marketing mix components met the quality expectations of the majority 

of the respondents. Subsequently, most of the respondents were satisfied with the online 

services encountered on the websites. More so, the effective application of e-marketing tools 
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(privacy, email marketing, dynamic pricing, e-promotions, product categorisation, etc.) could 

directly elicit satisfaction from online shoppers. 

 

The findings of the research have revealed direct and significant relationships between e-

marketing, e-service quality and e-satisfaction. This means that an increase in e-marketing 

activities leads to an increase in both e-service quality and e-satisfaction among the SMEs’ 

customers, and a decrease in e-marketing practices reduces both e-service quality and e-

satisfaction. From the study, it came to light that for online customers to be satisfied with the 

e-marketing mix practices like e-promotion, e-product descriptions, email marketing, etc., the 

service delivery aspects online must equally be of quality and match customer expectations. 

Thus, when customers appear online to engage in shopping, they expect to encounter service 

quality delivery in terms of security, privacy, ease of navigation, reliable service, prompt 

delivery as well as efficiency.  

 

Another interesting aspect of the current study may have accounted for the partial mediation 

role played by e-service quality. The study tested for the influence of confounding variables 

which could influence the relationship between independent and dependent variables. It is 

therefore possible that e-service quality could not fully mediate the relationship between e-

marketing and e-satisfaction due to the part influential role played by the covariant, age. In 

other words, the effect of e-marketing attributes on e-satisfaction could have been influenced 

by the confounding factor of age. The analysis in chapter four confirmed that out of the four 

covariates, only age had a significant influence on e-marketing. That is, youthful persons seem 

to be more interested in e-marketing than the aged. If this is so, then it can be inferred that the 

intervening role of service quality in the relationship between e-marketing and e-satisfaction 

was partial, because age is seen to influence e-marketing (Patel & Bansal, 2018; Ye et al., 

2019). If age influences e-marketing, then the influence of e-marketing on e-satisfaction can 

also be partly attributed to the effect of age. This finding is unique and novel, as the 

confounding role of demographic factors has not been accounted for in previous studies, in 

terms of the nexus between e-marketing, e-service quality and e-satisfaction. 

 

The findings above have significant implications for eSMEs. In the first place, since e-

marketing can directly boost e-satisfaction, management must adopt web-based marketing 

features such as quality web design, smooth website navigation, targeted email marketing, e-

promotions, and digital public relations. These e-marketing strategies can enhance customer 

satisfaction online, and further lead to repeat purchases. In addition to this, e-marketers of e-

SMEs must ensure superior service quality provision in the form of timely deliveries, e-

customer support, excellent e-customer service, after-sales service, effective chat systems, 
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and secure payment systems. These intervening service quality factors enhance customer 

service levels for customers who shop online for SMEs products. A proper segmentation of 

the online market, targeting the youth especially, may lead to increased and sustained sales 

for SMEs operating in the online space. 

 

5.3.9 The Mediation Role of E-service Quality in the Relationship between E-marketing 

and E-loyalty 

The eighth test was based on the hypothesis: 

H8: E-service quality mediates the relationship between e-marketing and e-loyalty.  

 

The study established that e-service quality mediates the association between e-marketing 

and e-marketing loyalty. Meaning that e-service quality intervenes in the direct association 

between the two constructs. Put in another way, e-service quality transmits the influence it 

receives from e-marketing to e-loyalty. This implies that an improvement in the practice of e-

marketing positively impacts e-service provision, which also positively influences online 

customers as well as positive electronic word of mouth. This relationship has been reported 

in this study because the participants reported having experienced excellent e-marketing 

practices online, which also reflected in quality of services provided. Consequently, the 

respondents expressed the desire to revisit the sites and further engage in repurchases. 

However, this particular mediation role of service quality was found to be partial mediation. A 

partial mediation in this case also means that e-marketing can still lead to e-loyalty, even 

without the intervention of e-service quality. The relationship between these three constructs 

have been established in different sectors and across developed and developing economy 

settings (al Adwan, 2019; Sasono, 2019; Widodo, et al., 2022). A few opposing arguments are 

found in the literature regarding the above stated nexus. In the first place, some researchers 

have posited a direct relationship between e-marketing and e-loyalty (Suhartanto et al., 2019; 

Shafiee et al., 2020). Yet still, others have suggested that e-service quality plays a full 

mediation role in the nexus between e-marketing and e-loyalty. For example, in a study on the 

relationships between e-marketing, e-service quality, and e-loyalty for the e-commerce 

industry in Indonesia, Manaf et al. (2018) reported that e-service quality completely mediated 

the relationship between e-marketing and e-loyalty. Similarly, al-Adwan and Aladwan (2019) 

built a model for business websites to enhance online loyalty. The model suggests that for e-

marketing to positively impact online trust and loyalty for business success, the provision of e-

service quality is very paramount. Having looked at the current debate on the relationships 

between e-marketing, e-service quality and e-loyalty, it stands to reason to suggest that the 

mediation role of e-service quality is well established in the literature. The current findings in 

terms of the partial mediation role of e-service quality in the e-marketing and e-loyalty nexus 



163 
 

are markedly different from previous studies. The partial mediation role in this study informs 

the novelty of the current findings. This is because the study incorporated the part role played 

by the demographic factor-age, as a covariant in the relationship between e-marketing and e-

loyalty. All the previous studies discussed failed to incorporate the possible confounding roles 

of demographic factors in their studies.  

 

The findings from the current study can be explained from the following standpoint. The 

effective implementation of the main e-marketing mix elements such as e-promotion, e-pricing, 

e-product management and online channel management can engender repeat patronage from 

e-customers and enhance e-loyalty. E-marketers can therefore enhance repeat purchases 

online by effectively manipulating the e-marketing mix variables to suit the preferences of a 

target market, similar to the situation in offline settings. An effective combination of e-

marketing mix elements can elicit sustained positive responses from customers. However, it 

also came to light that e-service quality partially mediates this relationship. This implies that 

e-marketers can better achieve e-quality by providing sound service delivery online through 

effective online customer support, prompt delivery of services promised, ensuring utmost 

privacy and security for e-shoppers and being reliable by delivering on promises made. Partial 

mediation implies that e-marketing could still impact e-loyalty without the intervention of e-

service quality. This implies a direct investment in e-marketing by SMEs online can lead to 

repeat purchases and yield the desired results for improved marketing performance.  

 

5.3.10 The Mediation Role of E-satisfaction in the Relationship between E-marketing 

and E-loyalty 

To examine the nature of the relationships between e-marketing, e-satisfaction and e-loyalty, 

the study tested the ninth hypothesis: 

 

H9: E-satisfaction mediates the relationship between e-marketing and e-loyalty.  

 

Results from the analysis established that e-satisfaction plays a mediation role in the nexus 

between e-marketing and e-loyalty. In other words, e-satisfaction is an intervening variable in 

the positive relationship between e-marketing and e-loyalty. However, further analyses 

revealed that the mediation role played by e-satisfaction was partial. This means that e-

marketing can influence e-loyalty with or without e-loyalty. In other words, the practice of e-

marketing techniques by the e-SMEs increased customer e-satisfaction levels which 

subsequently increased online loyalty, since e-satisfaction directly influenced e-loyalty. 

Another aspect of the finding is that e-marketing can directly bring about online loyalty even 

without customer e-satisfaction. By implication, the majority of respondents in the study who 
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were satisfied with the e-marketing practices of the company expressed the willingness to 

revisit the site, engage in repurchase, and go ahead to recommend the services to their friends 

and relatives. The practical implication of this finding is that the application of e-marketing mix 

strategies such as e-promotion, e-pricing, online product designs and web-marketing leads to 

an improvement in customer satisfaction online, and that satisfied customers subsequently 

became loyal to the online experience. Again, these identified e-marketing practices could 

directly enhance repeat purchases and revisits even without express e-satisfaction.  

 

The findings above are in line with the findings of Tjhin et al. 92016) and Manaf et al. (2018) 

who found a similar relationship in the e-commerce sector in a developing economy setting, 

Indonesia. The authors concluded that e-marketing had a positively significant impact on e-

loyalty through the mediation role of e-satisfaction in the hospitality industry and online retailing 

respectively. The study also revealed that the mediation role of e-satisfaction was partial, 

because e-marketing could still enhance e-loyalty without the intervention of e-satisfaction. In 

line with the current study, the authors found that good web design, good display of 

information, effective online promotion, accurate product descriptions, flexible pricing online 

and related digital marketing practices engendered customer satisfaction, which in return led 

to revisits and repeat purchases. The study by Shafiee et al., (2016) on three online shopping 

websites in Iran found that e-marketing competitive strategies positively influenced e-

satisfaction which in turn enhanced e-loyalty. The intervention role played by e-satisfaction 

was also found to be partial, i.e., e-marketing could influence e-loyalty even without the 

influence of e-satisfaction. The study by Simbolon and Yanti (2021) in terms of the relationship 

between e-marketing, e-service quality, e-satisfaction and e-customer engagement (a 

measure of online customer repurchase) in an online higher education context revealed 

positive associations between the constructs, however, although e-marketing had a significant 

positive relationship with e-loyalty, satisfaction did not have a significant relationship with e-

loyalty.  

 

The foregoing discussions bring to the fore the fact that e-satisfaction partially mediates the 

positive association between e-marketing and e-loyalty. Therefore, an improvement in e-

marketing practices for online SMEs is likely to engender online satisfaction and online loyalty 

(Ahmad, 2017; Kaya et al., 2019).   

 

The uniqueness of the current finding is that the part mediation role of e-satisfaction in the 

nexus between e-marketing and e-loyalty was influenced by the covariant age. The main 

weakness in the previous studies is that their analysis did not account for the influence of 

extraneous or confounding variables, thus raising doubts about the validity of the findings. In 
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other words, the changes in e-loyalty could not be solely attributed to the mediating role of e-

satisfaction without accounting for the role of confounding variables, especially in cross-

sectional study which does not take into consideration the effect of time. The partial mediation 

role of e-satisfaction in this circumstance can be attributed to the influential role of the 

demographic variable such as the age of respondents. Interestingly, the study found that 

youthful respondents who were satisfied with the e-marking strategies of the sites expressed 

interest to buy more and also recommend their experience to friends and relatives 

 

5.3.11 The Joint Mediation Role of E-service Quality and E-satisfaction in the 

Relationship between E-marketing and E-loyalty 

The current study further examined the nature of the relationship between e-marketing and e-

loyalty given the mediation roles of both e-service quality and e-satisfaction. To this end, the 

tenth hypothesis posited that: 

H10: E-service quality and e-satisfaction partially and jointly mediate the relationship between 

e-marketing and e-loyalty 

 

The results of the study indicated that e-service and e-satisfaction jointly mediate the 

relationship between e-marketing and e-loyalty. This means that an improvement in e-

marketing activities increases both e-service quality and e-satisfaction, which in turn jointly 

increase e-loyalty. The joint mediation was also found to be partial, meaning that e-marketing 

could still positively impact e-loyalty without the presence of both e-service quality and e-

satisfaction. This finding implies that the implementation of e-marketing mix strategies such 

as website marketing, e-promotion, e-pricing, e-delivery coupled with e-service quality 

practices such as online service support, e-chats, online security and privacy, and after-sales 

services would increase e-satisfaction, which in turn increases e-loyalty. 

 

Previous findings in the literature that resonate with the findings in the current study are the 

studies of Manaf (2018) and (Elkani 2014). These studies partly support the current study by 

concluding that e-service and e-satisfaction partially intervene in the relationship between e-

marketing and e-loyalty. The study by Manaf et al. (2018) regarding online shopping in 

Indonesia reported that e-service quality and e-satisfaction mediate the relationship between 

e-marketing and e-loyalty. There is however an inherent methodological weakness in this 

study which affects the reliability and validity of the final results for a cross-sectional study. In 

the study under contention, a very small sample size (100) was used, with no clear description 

of how these respondents were purposefully sampled from a bigger population of interest. 

Moreover, the study did not account for common methods bias, a key requirement for 

validation of the results of cross sectional studies for contemporary cross-sectional studies. 
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Again, there was no sensitivity analysis to account for the influence of confounding variables 

on the independent variables, and how these fed into the influence on the dependent 

variables, e-loyalty. Finally, although the study concluded on roles for e-satisfaction, there was 

no section in the analysis for mediation in SEM-PLS, and no conclusions and justification on 

whether the kind of mediation was full or partial. The study of Elkani et al. (2014) confirmed 

that e-service quality and e-satisfaction mediated the relationship between website ticketing 

and e-loyalty. However, this study was conducted in the airline industry. The study revealed 

that customer satisfaction or dissatisfaction with  web-based ticketing as well as service quality 

influenced revisits and repurchases by customers. In line with the current study, the findings 

of Elkani and associates suggest that the manipulation of e-marketing mix strategies of place, 

price, promotion and product in combination with e-service quality aspects such as efficacy, 

fulfillment, system availability and privacy lead to customer confirmation or disconfirmation 

(overall satisfaction), which in turn improve e-loyalty. 

 

Based on the foregoing discussions, the current study, backed by the performance of 

sensitivity analysis and common methods bias, is the first of its kind to establish a joint 

mediation role of both e-service quality and e-satisfaction in the relationship between e-

marketing and e-loyalty. In the current study, it also came to light that the intervention role of 

e-service quality was found to be stronger than the intervention role of e-satisfaction, which is 

seen to contrast the situation in traditional offline marketing, where e-satisfaction usually 

influences e-loyalty better than e-loyalty. Perhaps, this is due to the fact that with online 

marketing, the provision of quality e-services such as security and privacy, automated and fast 

deliveries, instant chats with chatbots, etc are of prime importance to online shoppers and can 

greatly ensure revisits and repurchases. It must however be noted that the satisfaction 

generated in an online shopping encounter has more to do with the contentment derived from 

prior purchasing experience with a given retail-oriented website (Alves et al., 2020) and not 

necessarily the offline utility gained from the service provision experience. Electronic 

marketers should therefore concentrate more on offering improved service delivery such as 

secure online payment systems and data protection, live chats, and prompt delivery of goods 

and services.  

 

5.3.12 The Mediation Role of E-satisfaction in the Relationship between E-service 

Quality and E-loyalty 

The relationship between e-service quality, e-satisfaction and e-loyalty was also tested. The 

eleventh hypothesis posited that: 

 

H11: E-satisfaction mediates the relationship between e-service quality and e-loyalty 



167 
 

 

The findings supported the proposed hypothesis. E-satisfaction was found to mediate the 

positive association between e-service quality and e-loyalty. Further analysis established that 

e-satisfaction partially mediates the nexus between e-service quality and e-loyalty. In other 

words, e-service quality could influence e-loyalty without the intervention of e-service quality. 

The significance of this finding is that in the provision of e-services online, customer loyalty 

can be realised when e-customers are satisfied with e-services such as prompt delivery, online 

security and privacy, fulfilment of promises, e-support systems, after-sales service, etc. In the 

current study, the majority of participants who were satisfied with the e-services on the 

platforms indicated that they engaged in repeat purchases, and also recommended the 

products and services to their peers. Online service providers must therefore ensure that 

services offered online meet or exceed customer expectations since satisfied customers in an 

online setting are likely to revisit the site and also engage in positive word of mouth. 

 

In a study in Indonesia by Wibowo (2019) regarding online shopping on Bukalapak.com, data 

was gathered from 1,105 respondents via an online questionnaire. A structural equation 

analysis revealed the mediation role of e-satisfaction in the relationship between e-service 

quality and e-loyalty. Similar to the current study in a developing economy setting, e-

satisfaction directly and indirectly mediates the nexus between e-service quality and e-loyalty. 

The study by Sasono et al. (2021) regarding online shopping in a developing economy context 

(Pakistan), revealed that e-satisfaction mediates the relationship between e-service quality 

and e-loyalty. This mediation was also found to be partial, as e-service quality could influence 

e-satisfaction even without e-satisfaction. This finding, therefore, confirms the results of the 

current study. The studies of Antwi et al. (2022) in Ghana, Kaya et al. (2019) in Turkey, and 

Rodriguez et al. (2020) in Spain found that e-satisfaction partially mediates the relationship 

between e-service quality and e-loyalty. These findings give credence to the findings in a 

meta-analysis by Blut et al. (2015), regarding the relationship between the three constructs 

under consideration. It came to light that empirical literature has established that e-satisfaction 

partially mediates the relationship between e-service quality and e-loyalty.  

 

The discussions above suggest that e-satisfaction plays a partial mediation role in online 

shopping in developing country settings, contrasted with the situation in other studies whereby 

e-satisfaction was found to have played full mediation roles. Nonetheless, the mediating role 

of e-satisfaction in the nexus between e-service quality and e-loyalty has been established in 

this study. 
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5.3.13 The Role of Demographic Factors as Potential Confounders 

The study also assessed the role of demographic variables in the relationship between e-

marketing and e-loyalty. This part of the study was necessary and quite crucial, in other to 

delineate the potential role of customer characteristics as potential confounders in the 

relationship between independent variables and the dependent variable. In essence, there 

was the need to establish the extent to which the changes in the dependent variable, e-loyalty, 

could be attributed to changes in the independent variables e-marketing, e-service quality and 

e-satisfaction, and not the confounders.  

 

The study found that, in terms of customer characteristics, only age has a positive correlation 

with e-marketing, e-service quality, e-satisfaction and -e-loyalty. In other words, people of a 

certain age bracket, mostly the youth, are likely to respond positively to e-marketing 

performance indicators (Ye et al., 2019). The study came up with an intriguing finding, i.e., 

gender, education and income negatively correlated with e-marketing performance indicators. 

In other words, online customer response to e-marketing was not informed by their gender, 

education or income. Generally, gender differences had no significant impact on e-marketing, 

e-satisfaction and e-loyalty (Alam et al., 2019; Mehnaz & Bhasin, 2021). Education is 

negatively correlated to e-customer satisfaction and e-customer loyalty, which suggests that 

e-customer satisfaction and e-customer loyalty decrease as one's education increases. The 

level of e-shoppers’ education did not matter in their e-satisfaction and e-loyalty behaviours. 

This finding is supported by recent studies in the literature on online shopping by   Masengu 

et al. (2021) and Mezgebe (2020) in developing economy settings. 

 

5.4 SUMMARY OF DISCUSSIONS ON FINDINGS 

The study first tested direct and indirect relationships between e-marketing, e-service quality, 

e-satisfaction and e-loyalty. In all, it came to light that e-marketing is positively associated with 

e-loyalty. However, this relationship is mediated by both e-service quality and e-satisfaction. 

E-service quality was also found to mediate the relationship between e-marketing and e-

satisfaction; this was found to be a partial mediation. E-satisfaction was also found to mediate 

the relationship between e-service quality and e-loyalty, but this was found to be a partial 

mediation. In sum, a set of positive associations was found between the four main constructs 

in the model for the study. Secondly, in terms of the confounding roles of the demographic 

variables, age was the only covariate that positively correlated with the marketing performance 

variables. Gender, income and education had a negative correlation with the e-performance 

variables in the study. 
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CHAPTER SIX: SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATIONS 

 

6.1 INTRODUCTION 

The study was a holistic attempt to determine the nature of the association or relationships 

between the key e-marketing performance variables: e-marketing, e-service quality, e-

satisfaction and e-loyalty. The main purpose was to assess the impact of e-marketing on e-

loyalty and show whether this relationship is mediated by e-service quality and e-satisfaction, 

within the context of online SMEs in Ghana. In assessing these relationships, the study 

controlled for potential covariates (demographic variables), which could confound the 

relationship between the independent and dependent variables. In this regard, a sensitivity 

analysis was conducted to assess the real impact of the independent variables and dependent 

variables in this cross-sectional study, to allow for robustness and to validate the findings of 

the study.  

 

6.2 HYPOTHESES FOR THE STUDY AND RELATED FINDINGS 

In line with the objectives, the following hypotheses were generated for the study. The 

corresponding findings after the analysis are also indicated. 

 

Table 6-10 Summary of results 

Code Hypothesis   Result            

H1 E-service quality increases as e-marketing improves       

Supported 

H2 E-satisfaction increases as e-marketing improves Supported 

H3 E-loyalty increases as e-marketing improves Supported 

H4 E-satisfaction increases as e-service quality improves Supported 

H5 E-customer loyalty improves as e-service quality increases Supported 

H6 E-customer loyalty increases as e-customer satisfaction improves 

 

Supported 

H7 E-service quality mediates the relationship between e-marketing and 

e-satisfaction.  

 

Supported 

H8 E-service quality mediates the relationship between e-marketing and 

e-loyalty.  

 

Supported     
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H9 E-satisfaction mediates the relationship between e-marketing and e-

loyalty 

Supported     

H10 E-service quality and e-satisfaction jointly mediate the relationship 

between e-marketing and e-loyalty 

Supported        

 

H11 E-satisfaction mediates the relationship between e-service quality and 

e-loyalty 

Supported 

 

   

   

6.2.1 The Relationship between E-marketing and E-service Quality 

The first hypothesis below tested this relationship 

H1: E-marketing is positively associated with e-service quality  

This hypothesis was supported. E-marketing was found to have a direct relationship with e-

service quality. That is, e-service quality increases as e-marketing increases, and e-service 

quality decreases when e-marketing decreases. The reason for the positive association 

between e-marketing and e-service quality is not farfetched. During the survey, customers 

who bought SME goods online via the e-commerce websites attested to experiencing quality 

service delivery online. The majority of online consumers were of the view that the 

intermediary e-commerce websites offered quality services by providing clear product 

categories, excellent product descriptions, complementary online advertisements, excellent 

website features, product rating sections, customer feedback sections, etc. Again, a good 

number of online service providers have adopted fast distribution mechanisms, whereby 

minivans and motor-riders have been used to deliver items bought online (e.g. food items) 

promptly to students on university campuses and workers. This smart distributive chain brings 

lots of convenience, satisfaction and cost savings to customers who order goods online, 

compared with brick-and-mortar services. If this is the case, then it behooves  marketers of 

small businesses to adopt digital marketing tools such as web-based marketing, social media 

marketing, e-mail marketing and mobile marketing, as these tools improve the quality-of-

service delivery in terms of speed, access to options, speedy delivery of products, 

convenience in payment for goods and services, and online support systems. Marketers of 

SME products should therefore leverage the immense benefits online platforms offer, in other 

to provide speedy services to their numerous customers who can now be mostly located online 

via their phones, and especially during pandemic times. 

6.2.2 The Relationship between E-marketing and E-satisfaction 

The second hypothesis below tested this relationship. 

H2: E-marketing is positively associated with e-satisfaction 
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This hypothesis was supported. This means that an improvement in e-marketing services is 

likely to increase customer satisfaction in an online context, and a decrease in e-marketing 

activities will also lead to a decrease in online satisfaction. This finding suggests that within 

the online shopping context, effective website marketing services are very crucial in 

establishing online satisfaction, especially for the youthful generation. However, the 

relationship was found to be indirect. The positive association between e-marketing and e-

satisfaction was found to be fully mediated by e-service quality. This means that although e-

marketing is positively associated with e-satisfaction, e-marketing does not positively influence 

e-satisfaction without passing through e-service quality. This means that even though an 

online service provider may come up with quality product categorisation, superior designs, 

dynamic pricing and e-promotions, if service provision online is compromised, it would not 

lead to e-satisfaction. 

6.2.3 The Relationship between E-marketing and E-loyalty 

The third hypothesis below tested this relationship. 

H3: E-marketing is positively associated with e-loyalty. 

This relationship was supported after the analysis of primary data. This means that e-loyalty 

increases when e-marketing increases and also e-loyalty decreases when e-marketing 

decreases. The study thus established beyond reasonable doubt that the application of e-

marketing tools such as, e-mail marketing, e-promotions, secure e-payments, e-product 

categories, quality web services, clear product descriptions, ease of navigation, e-customer 

support services, and speedy response to queries encouraged repeat purchases and positive 

recommendations to others. This positive association notwithstanding, the effect of e-

marketing on e-loyalty was found to be indirect. This is interpreted to mean that the effect of 

e-marketing on e-loyalty was mediated by e-service quality and e-satisfaction separately and 

jointly. This mediation role was found to be partial, in that e-marketing was found to influence 

e-loyalty, even without e-service quality and e-satisfaction. Online marketers for SMEs can 

therefore derive repeat visits and purchases through the adoption and implementation of 

effective online marketing strategies. Small businesses are encouraged to apply effective 

online promotions, clear categorisation of products in their menu sections, ease of navigation, 

instant results in product search, and effective online community building. Such digital 

marketing practices can directly build loyalty on the part of customers, as established in the 

current study. 

6.2.4 The Relationship between E-service Quality and E-satisfaction 

The fourth hypothesis below tested this relationship. 

H4: E-service quality is positively associated with e-satisfaction 
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This hypothesis was supported and the relationship was direct. An increase in e-service quality 

leads to an increase in e-satisfaction and a decrease in e-service quality leads to a decrease 

in e-satisfaction. The practical reasons for the above associations are explained in the 

following manner. The current study found that consumers were generally satisfied with online 

quality services such as excellent product display features, flexible pricing, instant discounting, 

good security features, presence of chat rooms and review sections, and speedy delivery of 

products ordered from the sites. The satisfaction of the customers of the online SMEs 

translates into revisits to the site and increased patronage of listed goods. Therefore, It 

behoves on management of e-SMEs to ensure that quality services are provided online in 

other to engender patronage of their products and services online. 

6.2.5 The Relationship between E-service Quality and E-loyalty 

The fifth hypothesis below tested this relationship. 

H5: E-service quality is positively associated with e-loyalty 

This hypothesis was supported. That is to say, an improvement in e-service quality provision 

leads to an increase in online customer loyalty, and a decrease in service quality provision 

leads to a decrease in online customer loyalty. The practical implication is that when small 

business owners give due attention to the provision of quality online services through effective 

customer relations, customers are likely to engage in repeat purchases online and stay loyal 

to the small business. In essence, customers who are satisfied are more likely to engage in 

further online purchases. However, the relationship between e-service quality and e-loyalty 

was indirect. Additionally, the positive relationship between e-service quality and e-loyalty was 

partially mediated by e-satisfaction. This means that the provision of e-service quality could 

engender e-loyalty through customer satisfaction. It is therefore important that to acquire loyal 

customers online, service providers must ensure that they are first of all satisfied with superior 

services. This notwithstanding, e-service quality can engender e-loyalty without e-satisfaction. 

This phenomenon was however seen to have emerged through the influencing roles of some 

covariates in the study, typically the age of respondents. Thus, youthful participants who 

enjoyed the smart services online were likely to be loyal than the older customers. 

6.2.6 The Relationship between E-satisfaction and E-Loyalty 

The sixth hypothesis below tested this relationship. 

H6: e-satisfaction is positively associated with e-loyalty 

This hypothesis was supported and the relationship was direct. An increase in e-satisfaction 

leads to an increase in e-loyalty and a decrease in e-satisfaction leads to a decrease in e-

loyalty. Respondents who were satisfied with the services of the company were likely to stay 



174 
 

loyal to the company in an online shopping context too, similar to previous findings in the 

offline context too. In the current study, most of the respondents who indicated that they were 

satisfied with the services provided online recommended the products of the small businesses 

listed on the e-sites to their friends and colleagues. These participants also expressed the 

view that they would revisit the e-shops and engage in repurchases, although there were 

similar sites that offered substitute products and services. E-satisfaction is therefore found to 

be positively and significantly associated with both attitudinal and behavioural loyalty in this 

study. 

6.2.7 The Mediation Role of E-service Quality in the E-marketing and E-satisfaction 

Nexus 

The seventh hypothesis below tested this relationship. 

H7: E-service quality mediates the relationship between e-marketing and e-satisfaction.  

The mediation role of e-service quality in the association between e-marketing and e-

satisfaction was supported. That is to say, e-service quality intervened in the association 

between e-marketing and e-satisfaction. The positive influence of e-service quality on e-

satisfaction was a result of the positive effect of e-marketing on e-service quality. Practically, 

it implies that the implementation of e-marketing strategies such as effective website designs, 

quality product listings, dynamic pricing and effective communications can lead to an 

improvement in the provision of e-service quality services, which can also lead to customer 

satisfaction. It was established that the mediation role of e-service quality in this arrangement 

was partial. That is to say, although e-marketing influenced e-satisfaction through e-service 

quality, e-marketing could still influence e-satisfaction even without e-service quality. This 

implies that if SMEs were to invest in e-marketing, they could engender some measure of 

satisfaction from online customers, even without investing too much in service quality. It has 

been established that quality website designs, competitive pricing online, effective email 

marketing, and digital video marketing can directly elicit satisfaction from online buyers. 

6.2.8 The Mediation Role of E-service Quality in the E-marketing and E-loyalty Nexus 

The eighth hypothesis below tested this relationship. 

H8: E-service quality mediates the relationship between e-marketing and e-loyalty.  

The analyses from the current study reveal that e-service quality mediates the relationship 

between e-marketing and e-loyalty. This means that e-service quality transmits the influence 

it receives from e-marketing to e-loyalty. In other words, an improvement in the practice of e-

marketing positively impacts e-service provision, which also positively influences online 

customers to engage in positive electronic word of mouth. This relationship has been reported 
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in this study because the study’s participants reported having experienced excellent e-

marketing practices online, which subsequently influenced quality e-service provision. That 

said, the mediation role played by e-service quality in the e-marketing and e-loyalty nexus was 

found to be partial. That is to say, although e-service quality mediates the relationship between 

e-marketing and e-loyalty, e-marketing can still influence e-loyalty without e-service quality. 

The partial mediation role of e-service quality on e-loyalty could also be attributed to the 

influential role played by age as a confounder in influencing the independent variable e-

marketing, which in turn influences the dependent variable e-loyalty. 

6.2.9 The Mediation Role of E-satisfaction in the E-marketing and E-loyalty Nexus 

The ninth hypothesis below tested this relationship. 

H9: E-satisfaction partially mediates the relationship between e-marketing and e-loyalty 

This hypothesis was supported. The current study revealed that e-satisfaction mediates the 

relationship between e-marketing and e-loyalty. This means that e-service satisfaction 

transmits feed from e-marketing onto e-loyalty. To wit, an improvement in the practice of e-

marketing positively engenders customer satisfaction, which also positively influences online 

customer e-loyalty. This relationship has been reported in this study because the study’s 

participants, who were satisfied with the digital marketing experience of the online shop, 

expressed liking for the site, and also recommended the services offered to their friends and 

relatives. That said, the mediation role played by e-satisfaction in the association between e-

marketing and e-loyalty was found to be partial. That is to say, although e-satisfaction 

mediates the nexus between e-marketing and e-loyalty, e-marketing can still influence e-

loyalty in the absence of e-satisfaction. The partial mediation role of e-satisfaction on e-loyalty 

could also be attributed to the influential role played by age as a confounder in influencing the 

independent variable e-marketing, which in turn affects the dependent variable e-loyalty. 

i.e., E-marketing was found to influence e-loyalty directly and also indirectly through e-

satisfaction. 

6.2.10 The Joint Mediation Roles of E-service Quality and E-satisfaction  

The tenth hypothesis below tested this relationship. 

H10: E-service quality and e-satisfaction jointly mediate the relationship between e-marketing 

and e-loyalty 

This hypothesis was supported. Findings from the study indicate that e-service and e-

satisfaction jointly mediate the relationship between e-marketing and e-loyalty. This means 

that an improvement in e-marketing activities increases both e-service quality and e-

satisfaction, which in turn jointly increase e-loyalty. The joint mediation was also found to be 
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partial, meaning that e-marketing can still positively impact e-loyalty, without the presence of 

both e-service quality and e-satisfaction. This finding implies that the implementation of e-

marketing mix strategies positively impacts e-satisfaction, which in turn influences e-loyalty. 

The joint mediation roles of e-service quality and e-service quality in the e-marketing and e-

loyalty nexus was found to be partial. That is to say, though e-service quality and e-satisfaction 

simultaneously intervene in the association between e-marketing and e-loyalty, e-marketing 

can still influence e-loyalty without the intervention of the two mediators. 

6.2.11 The Mediation Role of E-satisfaction in the E-service Quality and E-loyalty 

Nexus. 

The eleventh hypothesis below tested this relationship. 

H11: E-satisfaction mediates the relationship between e-service quality and e-service quality 

and e-loyalty. 

This hypothesis was also supported, as e-satisfaction was found to mediate the relationship 

between e-service quality and e-loyalty. In other words, e-service quality could not influence 

e-loyalty without the presence of e-satisfaction. An improvement in e-service quality increases 

e-satisfaction, which in turn increases e-service quality. This relationship holds in both offline 

and online contexts and it is firmly supported in the literature. This relationship is explained by 

the fact that respondents who were satisfied with the e-service practices on the e-shopping 

sites revealed that they would revisit the site, engage in repurchases, and recommend the 

services of the company to their friends and colleagues. Thus e-service quality has been 

reported as an antecedent to e-satisfaction, and e-satisfaction also as an antecedent to e-

loyalty. 

6.3 SUMMARY OF FINDINGS IN LINE WITH SET OBJECTIVES  

The study came up with four key objectives to address the gaps generated after the review of 

the empirical literature. The findings below are in line with the set objectives, and seek to 

address the research questions which guided the entire research. 

 

Objective 1: To critically assess the nature of the relationship between e-marketing and e-

loyalty in the context of e-SMEs. 

In the first place, the current investigation sought to critically assess the nature of the 

association between e-marketing and e-loyalty in online shopping for SMEs in Ghana. After 

the quantitative analysis, the study established a positive and significant association between 

e-marketing and e-loyalty. This implies that an increase in e-marketing practices by e-SMEs 

will lead to an increase in e-loyalty, and a decrease in e-marketing will lead to a decrease in 
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e-loyalty. For instance, the application of e-marketing tools such as email marketing, e-

promotions, secure e-payments, e-product categories, quality web services, clear product 

descriptions, ease of navigation, e-customer support services, and speedy response to 

queries encouraged repeat purchases and positive recommendations to others. 

However, the positive association between e-marketing and e-loyalty was found to be non-

linear or indirect. A critical analysis revealed that the positive nexus between e-marketing and 

e-loyalty was mediated jointly and separately by the variables e-service quality and e-

satisfaction. Again, this type of mediation was found to be partial. That is to say, although the 

influence of e-marketing on e-loyalty was intervened by both e-service quality and e-

satisfaction, the practice of e-marketing can still lead to online loyalty by customers even in 

the absence of e-service quality and e-satisfaction. Therefore, the findings in this study have 

brought to the fore the importance of implementing e-marketing mix activities as key catalyst 

to influencing customer loyalty and sustained business growth for SMEs selling online in 

Ghana. 

Objective 2: To determine the nature of the association between electronic marketing and e-

satisfaction, and whether this association is mediated by e-service quality. 

The second objective was to determine the nature of the relationship between e-marketing 

and e-satisfaction, and whether e-service quality intervened in this nexus. The study 

established that e-marketing has a positive and significant association with e-satisfaction. That 

is to say, an increase in e-marketing practices leads to an increase in online satisfaction, and 

a decrease in e-marketing practices leads to a decrease in e-satisfaction. In terms of practice, 

the implementation of e-marketing strategies such as effective website designs, quality 

product listings, dynamic pricing and effective communications can lead to lead to customer 

satisfaction in an online setting. In the same vein, a decrease in the effective implementation 

of these e-marketing mix dimensions reduces customer satisfaction online. 

However, this nexus was found to be indirect. The positive association between e-marketing 

and e-satisfaction was mediated by e-service quality. That is to say, the practice of e-

marketing first leads to an improvement in the delivery of online services, which further elicits 

satisfaction from customers who patronise SME products online. More so, the mediation role 

of e-service quality in the e-marketing e-satisfaction nexus was found to be partial. This implies 

that although e-marketing influenced e-satisfaction through e-service quality, e-marketing 

could still influence e-satisfaction even without e-service quality. This finding has revealed the 

importance of providing e-service quality functions such as prompt deliveries, reliable 

services, effective customer relations, etc in the practice of e-marketing, if online SMEs want 

to ensure customer satisfaction online. 
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Objective 3: To examine the associations between e-service quality, e-customer satisfaction 

and e-loyalty. 

The third objective of the study was to examine the association between e-service quality, e-

satisfaction and e-loyalty. The analysis of primary data established that e-service quality has 

a positive association with e-loyalty. That is to say, an improvement in the delivery of services 

online leads to an increase in the loyalty levels of customers. From the analysis of data, it was 

revealed that the provision of quality services promptly and reliably led to increased loyalty on 

the part of customers. But where online service provision was poor, customer loyalty levels 

decreased. The study further established that the positive relationship between e-service 

quality and e-loyalty is mediated by e-satisfaction. In other words, in the provision of service 

quality online, customers expressed some level of satisfaction before becoming loyal to the 

services of the e-SMEs. Within this triad, the mediation role played by e-satisfaction was also 

found to be partial, in contrast with a good number of previous studies that found e-satisfaction 

to play a full mediation role in the nexus between e-service quality and e-loyalty.  The partial 

intervention role of e-satisfaction is explained in this manner. Although online service delivery 

can lead to repeat or sustained purchases through e-satisfaction, customers could still become 

loyal to the company even in the absence of e-satisfaction. This means that within the online 

setting, the provision of service quality can be very crucial, to the extent that customers may 

still be attracted to engage in repeat purchases beyond the emotional concept of satisfaction. 

Objective 4: To assess the role of demographic variables in the relationship between e-

marketing and e-loyalty 

The study finally sought to look at the role of demographic variables as potential confounders 

in the relationship between the main independent variable e-marketing and the main 

dependent variable e-loyalty. The four key demographic variables which were studied as 

potential confounders were age, gender, income and education. The study found that in terms 

of customer demographics, only age as a variable has a positive correlation with e-marketing, 

e-service quality, e-satisfaction and e-loyalty. In other words, people of a certain age bracket, 

mostly the youth, are likely to respond positively to e-marketing implementation. The study 

came up with the finding that gender, education and income negatively correlated with e-

marketing performance indicators. In other words, online customer response to e-marketing 

was not informed by their gender, education or income. It is therefore important to note that in 

this study, it has been established that age can be a potential confounder of the relationship 

between e-marketing and e-loyalty. In other words, the influence of e-marketing on e-loyalty 

can also be attributed to the effect or influence that age sheds on e-loyalty, through e-

marketing. The finding brings to the fore the important role of e-marketing in making a huge 
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impact on online patronage of SMEs goods by targeting Generation Z. In the current study, 

the youth bracket was found to respond positively to the implementation of e-marketing mix 

strategies and the provision of enhanced service delivery.  

6.4 CONTRIBUTION TO THE FIELD OF STUDY 

6.4.1 Theoretical Contribution 

The study contributed to theory in the area of e-marketing. Results from the study show that 

e-marketing practice is positively associated with e-loyalty for small businesses online, and 

therefore, SMEs need to take advantage of online marketing technologies. The findings 

suggest a positive association between electronic marketing (sometimes referred to as digital 

marketing or Internet marketing) and associated variables such as e-service quality, e-

satisfaction and e-loyalty. Eleven (11) hypotheses were derived from the conceptual 

framework, and all were confirmed after the analysis. 

 

In the first place, the literature review revealed that previous studies within the area of e-

marketing and e-loyalty had been conducted mostly in developed countries, with the majority 

of studies on e-marketing stemming from Asia. The review therefore established a clear gap 

that within Africa in general, and West Africa in particular, limited studies had been conducted 

in terms of the relationships between e-marketing, e-service quality, e-satisfaction and e-

loyalty within the context of SMEs. In the Ghanaian context, most of the studies had to do with 

the adoption of e-marketing strategies by SMEs. Even when the studies bothered on e-

marketing and e-loyalty, no previous studies in Africa and the sub-region considered the 

mediation roles of e-service quality and e-satisfaction in the association between e-marketing 

and e-loyalty in SME settings. 

Secondly, the study confirmed the applicability of the four major underlying theories which 

formed the basis for this study. These were technology acceptance model (TAM), diffusion of 

innovation theory (DIT), resource-based view (RBV), and electronic image model (EIM). The 

TAM posits that users are likely to adopt a technology primarily because of the functions it 

provides them, and also for the easiness of gaining from these functions. The findings from 

this study show that SMEs are likely to implement e-marketing technologies as they perceive 

some benefits from the application of electronic marketing technologies online, by selling their 

goods on intermediary online platforms.  Again, the theory posits that users are likely to 

engage in a technology when there is a perceived ease of use. From the findings of the current 

study, consumers demonstrated that they had a sense of ease in using online technologies to 

patronise goods listed on online platforms. This ease of using online technologies resulted in 

online satisfaction as well as online loyalty. The current study envisaged the DIT within an 
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ecosystem of stakeholders consisting of SME managers, online platform providers, and online 

customers. The DIT posits that users (referred to as e-customers of SMEs in the current study) 

are driven to adopt a technology based on their respective categories, namely innovators, 

early adopters, early majority, late majority and finally laggards (Roger, 2003). The study 

discovered that online customers were able to connect with the adoption of digital marketing 

tools such as email marketing, social media marketing, web-based marketing, online payment 

systems, online promotions. These online shoppers also responded positively to the online 

offers by eSMEs, and subsequently remained loyal to them. The DIT theory has been 

confirmed as applicable in the adoption of new technologies in an ecosystem. The third 

underlying theory in this study is the RBV, which posits that organisations can use internal 

resources to benefit from external opportunities and also overcome the threats found in the 

external environment. This is in line with the dynamic capabilities approach, which seeks to 

harness the capabilities of the firm for competitive benefits. This being the case, e-marketing 

effectiveness would depend on the firm’s marketing capability or dynamic capabilities. The 

technology-oriented SME would then need at least an appreciable level of marketing capability 

to be able to design the right strategies and employ the right technologies and partnerships 

towards implementing e-marketing. The study established that SMEs in developing 

economies can use their internally limited financial and human resources to leverage external 

partners (such as providers of online shopping platforms) and use social media sites to 

improve their on marketing performance to attract and retain customers at the global level. 

The EIM postulates that for a website to be efficient and effective, it must exhibit some key 

features which include but not limited to effective web characteristics, customer experience, 

information content, security and reputation. Again, the EIM suggests that these components 

on a website form the basis for providing e-service quality. Since findings in this study 

indicated a positive association between e-marketing and e-service quality, the applicability 

the EIM in online settings has been corroborated further.  

 

Given the foregoing theoretical foundations for the study, the key findings from the conceptual 

framework designed for this study have been summarised as follows.  

 

i) In the first place, positive associations were established between e-marketing and e-service 

quality, e-marketing and e-satisfaction, e-service quality and e-satisfaction, e-service quality 

and e-loyalty, e-satisfaction and e-loyalty.  

ii) Secondly, after controlling for the confounding variables (age, gender, income and 

education), the study established that e-marketing has an indirect positive relationship with e-

loyalty, with e-service and e-satisfaction partially mediating this relationship. In other words, 

E-loyalty as the main dependent variable positively correlated with the main independent 
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variable e-marketing. However, e-service quality and e-satisfaction both partially mediated this 

relationship. These findings should help contribute to the academic literature on e-marketing 

or digital marketing and inform marketing practice in industry as well. 

 

6.4.2 Empirical contributions 

Apart from the theoretical significance, the study has also made empirical contributions to the 

knowledge gaps in terms of how Internet marketing can contribute to the growth of SMEs from 

a developing economy perspective.  

Empirically, the study provides information and insights for policymakers and small business 

managers to consider strategies and measures that can be put in place to ensure that SMEs 

tap into the immense benefits of marketing online. Based on the unique findings from this 

study, government and other key stakeholders can organise capacity-building training for 

online SMEs on the importance electronic marketing to help them significantly improve their 

bottom line for sustained growth and development. This can also lead to economic 

development as SMEs form about 80% of Ghanaian businesses, and employ the majority of 

workers in Ghana at the informal level. 

Drawing from the above empirical contributions and the uniqueness of this study, what sets it 

apart from similar studies in the world is the fact that it employs primary data (a large sample 

size of 1,293) to provide evidence from a developing country perspective to (1) look at the 

holistic relationships that exist between the key online marketing performance variables in the 

literature such as e-marketing, e-service delivery, e-satisfaction and e-loyalty, and (2) study 

the mediation roles of e-service quality and e-satisfaction, in the relationship between e-

marketing and e-loyalty. These associations and relationships, unlike previous studies, were 

looked at from the perspective of SMEs that conducted their marketing activities online. 

6.4.3 Managerial and Practical Implications  

Within the extant literature, it has been found that SMEs that embrace e-marketing realise 

improved performance in marketing, business growth and development (Chon et al, 2018). 

The findings in this research have relevant managerial and practical implications. 

 

In the first place, since digital marketing holds brighter prospects for SMEs, management 

should invest in ICT-enabled technologies and systems to enable them conduct business 

online. The marketing personnel should be trained in digital marketing so that they can apply 

ICT tools that involve e-marketing in their marketing campaigns. The marketing staff of SMEs 

should be Internet ready and be able to exploit digital marketing platforms like website 
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marketing, e-mail marketing, applications software, mobile marketing and social media 

marketing. 

 

Secondly, if SME marketers want to attract satisfied consumers, then they should operate with 

e-commerce sites that strive to make consumers have a positive experience online. The e-

commerce sites should feature enjoyable stimuli to make them attractive. In addition, these 

sites should be easy-to-use and easy-to-navigate. Furthermore, e-commerce sites should 

place more emphasis on the provision of speedy, accurate, and trusted information. Finally, 

SME marketers should employ sites that interact with consumers and quickly adjust to their 

changing and complex needs and wants. 

 

Thirdly, the positive association between e-marketing, e-service quality, e-satisfaction and e-

loyalty implies that any investment in e-marketing is likely to lead to improved services, 

satisfied customers and long-term repeat purchases. The return on marketing investment is 

therefore likely to be positive, all other things held constant. Management of SMEs should  

take advantage of the online space and target SME customers mainly through e-marketing 

platforms, instead of traditional brick-and-mortar practices. Since most Generation Z 

consumers can be reached online via these media, online SMEs stand at a vantage point to 

exploit the e-space to offer quality services, which would lead to speedy delivery, satisfied 

customer, site revisits, repeat purchases and positive word of mouth. 

 

Furthermore, the study found that e-marketing positively influences e-loyalty through e-service 

quality and e-satisfaction. It is therefore imperative that SME managers distribute their 

products through e-commerce sites that employ customer-oriented strategies at the consumer 

post-purchase stage. In other words, marketing activities should be designed to increase 

customer satisfaction and promote satisfaction from e-shopping. Managers should therefore 

keep an eye on service encounter selling points (e.g., content information, product 

categorisation and opportunities for customisation). For instance, an SME that displays 

clothing merchandise on an e-commerce site (e.g., jumia.com) could require a prospective 

buyer to custom-fit clothing to a simulated image of his/her body. This would enable the 

customer to provide the correct vital stats that would ensure that the finished product fits their 

size and further enhance customer satisfaction. 

 

Finally, e-marketers should assess and benchmark their e-tailing activities with their 

competitors. SME marketers should also engage in the conduct of online marketing 

intelligence to gauge the effects of e-marketing and to identify their competitive strengths and 

weaknesses from consumer’s perspectives. This could be done by taking a look at online 
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reviews on social media regarding comments by consumers after using a particular product 

purchased online via the e-commerce site. This information could prove very vital in providing 

feedback for the necessary corrective actions within the online space. 

 

6.5 LIMITATIONS OF THE RESEARCH 

The following limitations were experienced in the course of this study. 

The first limitation of the study derives from its quantitative nature, with a sample selected from 

a population of interest in Ghana. The generalisations and conclusions of the study can 

therefore be limited only to the population of interest from which the sample was taken. The 

author is therefore cautious about making inferences to affect other settings or jurisdictions 

which do not fall under this study. 

 

Secondly, the objective nature of this study implies that conclusions may suffer from the 

benefits of qualitative studies such as rich expert opinions and in-depth interviews which may 

reveal hidden insights and detailed perspectives, which may be missing in the findings.  

 

Thirdly, it should be considered that associations between e-marketing and e-loyalty may not 

be limited to the factors studied in this survey. This is because the Internet’s fast 

transformations may have generated other related factors (e.g. 4IR concepts such as AI and 

Internet of Things) which could be incorporated into the model to gauge their impacts on the 

key variables. 

 

The fourth limitation is that the research was carried out under time and resource constraints, 

so that the researcher could not include other important variables and constructs within the 

literature. This shows that there is more to be done in this area. In the future, such constructs 

such as trust, hedonism, e-recovery and related others could be considered  moderators or 

mediators in the relationships. 

 

The fifth limitation is that the survey was conducted online via convenience sampling technique 

which may raise issues of bias or subjectivity. The researcher tried to ward off the effect of 

this problem by using a larger sample size and by designing the questionnaire to lock in only 

those who had experience shopping online for listed SME products. As is the case with most 

cross-sectional studies, it was impossible to send follow-up surveys and thus an attempt was 
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made to ascertain the existence of non-response bias by comparing responses from the first-

wave surveys with those of a second wave.  

 

These limitations notwithstanding, this study is quite novel, given the fact it is the first major 

enquiry to holistically look at the nexus between online marketing performance variables for 

online SMEs (e-SMEs) within a developing economy setting, and has suggested the practical 

implications and benefits for SMEs to engage in sustained e-marketing practices. 

 

6.6 AREAS FOR FUTURE RESEARCH 

In the first place, the researcher recommends that similar studies be done for SMEs in other 

sectors and jurisdictions in Africa and beyond. This can  foster empirical or universal 

acceptance of the theories generated in the study . 

Secondly, in the future, these relationships can also be studied beyond SMEs for a better 

understanding of the variables and their relationships. Moreover, related online context 

variables such as trust, word of mouth, perceived value and search cost can also be studied 

in the context of e-performance for SMEs selling online. 

Thirdly, the researcher recommneds that longitudinal research should be conducted to gauge 

the effect of time on the relationships established in this research. Funded longitudinal studies 

are best known to enhance the validity and reliability of findings. 

Finally, the researcher suggests that qualitative and triangulation methods could be 

considered for more balanced and rich insights into the phenomena identified in this study.  

6.7 SUMMARY 

This chapter commenced with a summary of the preceding chapters of the thesis. The chapter 

has also presented the research aim, objectives as well as the hypothesis generated for the 

study. The research findings, in line with the research objectives and hypotheses, have also 

been presented. It also presented the theoretical, empirical and managerial contributions of 

the study. Finally, the limitations and areas for future research have been highlighted.  
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APPENDICES 

 

APPENDIX 1: SAMPLE OF QUESTIONNAIRE 

 

 

QUESTIONNAIRE 

  

TOPIC: THE NEXUS BETWEEN E-MARKETING, E-SERVICE QUALITY, E-

SATISFACTION, AND E-LOYALTY: A CROSS-SECTIONAL STUDY WITHIN THE 

CONTEXT OF ONLINE SMES IN GHANA  

  

Dear Respondent,  

My name is Frank Frimpong Opuni. I am a PhD Candidate at The University of Bolton, UK. I 

am kindly requesting your participation in a doctoral research study that I am conducting, 

titled: “The nexus between e-marketing, e-service quality, e-satisfaction, and e-loyalty: a 

crosssectional study within the context of online SMEs in Ghana.” The aim of the study is to 

come out with a framework for SMEs selling online to maximize business gains, growth and 

sustainability through online loyalty.  

Participation is completely voluntary and you may withdraw from the study at any time. The 

study is completely anonymous. Therefore, it does not require you to provide your name or 

any other identifying information. If you would like to participate in the study please read the 

Research Consent Form and kindly indicate your willingness to partake by signing. To 

commence the study, click the survey link at the end.   

Your participation in the research will be of great importance in assessing the nature of the 

relationship between online marketing, service delivery customer satisfaction, and loyalty for 

SMEs selling online in Ghana. Your participation will therefore help to assess the satisfaction 

levels and loyalty of the greater number of Ghanaians who have been patronizing goods 

sold online by SMEs through intermediary platforms like jumia.com tonaton.com, jiji.com, 

etc.   

Thank you for your time and participation.   
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Sincerely,   

Frank Frimpong Opuni      Contact: Email: fofrimpong@atu.edu.gh      Phone: +23327106481  

 

SECTION A: CUSTOMER CHARACTERISTICS  

(Please select as appropriate)  

1. Gender   

Male      [  ]  

Female  [  ]  

2. How long have you been using the services of this company?  

 ≤3 yrs   [  ]  

 4-6 yrs    [  ]  

 7-9 yrs   [  ]  

 10-12 yrs  [  ]  

Above 12 yrs  [  ]  

3. What is your highest education?  

 Basic/secondary   [  ]  

 Diploma/HND   [  ]  

 First degree    [  ]  

 Master’s degree   [  ]  

 PhD or equivalent   [  ]  

Others (please specify …………………………………………)   

4. What is your age group?   

 ≤20 yrs  [  ]  

 21-30 yrs  [  ]  

 31-40 yrs  [  ]  
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 41-50 yrs  [  ]  

 51-60 yrs  [  ]  

Above 60 yrs   [  ]  

 

5. To which of the following groups does your gross monthly income (in Gh¢) belong?   

  ≤1,000    [  ]  

 1,001-2,000   [  ]  

 2,001-3,000   [  ]  

 3,001-4,000   [  ]  

Above 4,000   [  ]  

6. Have you ever bought a product on an online shopping site like Tonaton, Jumia, Jiji, 

Superprice, etc?  

  

Yes   [  ]  

  

No    [   ]  

  

7. If yes, which of these e-shopping sites did you ever patronise? (Select as many as 

applicable to you)?  

  

Tonaton        [   ]  

Jiji                 [   ]  

Jumia            [   ]   

Kikuu            [   ]  

Superprice    [   ]  

Kaymu          [   ]  

  

8. Which one particular e-shopping site do you often purchase from ?  

  

Tonaton        [   ]  

Jiji                 [   ]  

Jumia            [   ]   
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Kikuu            [   ]  

Superprice    [   ]  

Kaymu          [   ]  

  

9. Which of these product categories do you normally patronise? (Select as many as 

applicable to you)  

  

Phones, tablets and PCs       [   ]  

Electronics                             [   ]  

Groceries                               [   ]  

Health and Beauty                 [   ]  

Sporting goods                       [  ]  

Home and Office equipment   [  ] 

Food items                              [  ]  

  

SECTION B: E-MARKETING PRACTICE  

From a scale of 1 to 5, whereby 1 = strongly disagree; 2 = disagree; 3 = somewhat agree; 4 

= agree; and 5 = strongly agree, indicate the extent to which you agree or disagree that the 

following features are available on the website or electronic marketing platform.  

  

No  Item  1  2  3  4  5  

10  The site has in-depth information on product price, description and 

instructions  

          

11  The site does not waste my time            

12  It is easy to complete a transaction on this site            

13  The level of personalization at this site is good            

14  The website's search function gives me useful results            

15  The product that came was represented accurately by the website            

16  I got what I ordered from this site            

17  My privacy is protected at this site            

18  I feel safe in my transactions with this website            

19  I feel secure giving my credit/debit card details on this site            

20  The website has adequate security features            
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21  The company is willing and ready to support customer needs            

22  When you have a problem, the website shows a sincere interest in solving it            

23  Inquiries are promptly answered            

24  After sales support on this website is excellent            

  

25. What else can you say about the website?   

………………………………………………………………………………………………………  

………………………………………………………………………………………………………  

  

SECTION C: E-SERVICE QUALITY AND E-SATISFACTION  

From a scale of 1 to 5, whereby 1 = strongly disagree; 2 = disagree; 3 = somewhat agree; 4 

= agree; and 5 = strongly agree, indicate the extent to which you agree or disagree that the 

following features are available on the website or electronic marketing platform.  

  

  

No  Item  1  2  3  4  5  

26  The company performs the service correctly the first time            

27  My online transactions are always accurate            

28  The website keeps my records accurately            

29  I receive prompt responses to my requests through email or some other 

means  

          

30  The company quickly resolves problems that I encounter            

31  The company's employees give me prompt service            

32  The company's employees comply with my request through the website            

33  Navigating through the website requires a lot of effort            

34  All my service needs are included in the menu options            

35  The products ordered were delivered by the time promised by the company            

36  The website provides services with the features that I want            

37  I am generally satisfied with the overall services of the company            
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SECTION D: E-LOYALTY  

From a scale of 1 to 5, whereby 1 = strongly disagree; 2 = disagree; 3 = somewhat agree; 4 

= agree; and 5 = strongly agree, indicate the extent to which you agree or disagree that the 

following features are available on the website or electronic marketing platform.  

  

No  Item  1  2  3  4  5  

38  I will recommend this website to my close friends            

39  In thinking about internet shopping, I first think about this site            

40  I can hardly consider changing to other websites            

41  In future years, I will still purchase more from this            

42  I like using this website            

43  To me, this is the best website to shop with, in terms of the kind of products I 

buy  

          

44  I feel more attached to this website and the products than other shops            

45  I prefer shopping more online on this website for these kinds of products than 

offline  

          

  

46. What else can you say about your commitment to this company or its products?   

………………………………………………………………………………………………………  

………………………………………………………………………………………………………  

  

THANK YOU ONCE AGAIN!  
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APPENDIX 2:  ETHICS APPROVAL LETTER FOR DATA GATHERING 

 

- Redacted in this version due to GDPR – 25.5.23 


