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ABSTRACT:
The impact of the service quality dimensions—reliability, assurance, tangibility, empathy, and responsiveness—on
customer satisfaction and loyalty is thoroughly reviewed in this study paper. The data constantly shows that customer
satisfaction, loyalty, and service quality are positively correlated. Customer satisfaction and loyalty are positively
impacted by reliability, which is a crucial aspect. Customer satisfaction and loyalty are found to be significantly influenced
by assurance, particularly in the e-commerce sector. Customer satisfaction and loyalty are strongly impacted by tangibility,
which emphasizes responsiveness, reliability, and empathy. Finally, responsiveness is emphasized for its positive
correlation with both customer satisfaction and loyalty. Overall, the study establishes a robust foundation for proposed
hypotheses, shedding light on the complex relationships between service quality dimensions and customer satisfaction
and loyalty across diverse sectors. These findings offer valuable insights for businesses looking to optimize customer-
centric strategies for long-term competitive advantage and improved outcomes. Empathy is explored in relation to
emotional satisfaction and customer contentment, with evidence supporting a mediating role of customer satisfaction.
Keywords: Reliability, Assurance, Tangibility, Empathy, Responsiveness, Customer Satisfaction, Customer Loyalty
INTRODUCTION:
The results highlight dependability as a critical component that favourably affects customer loyalty and satisfaction. When
it comes to e-commerce, certainty is a major factor in determining client satisfaction and loyalty. Tangibility has been
found to be a good promoter of customer happiness and loyalty because of its emphasis on responsiveness, reliability, and
empathy. Empathy's mediation role in customer happiness is revealed by investigating empathy's relationship to emotional
satisfaction. Finally, it is shown that responsiveness has a good relationship with both client loyalty and satisfaction. In
this dynamic and competitive digital market, e-tail organizations looking to maximize customer-centric strategies, secure
long-term competitive advantages, and improve outcomes will find this research to be a solid foundation delivering
significant insights In the context of online shopping, assurance shows up as a critical factor influencing client satisfaction
and loyalty. Tangibility has been found to be a good promoter of customer happiness and loyalty because of its emphasis
on responsiveness, reliability, and empathy. Empathy's mediation role in customer happiness is revealed by investigating
empathy's relationship to emotional satisfaction. Finally, it is shown that responsiveness has a good relationship with both
client loyalty and satisfaction. In this dynamic and competitive digital market, e-tail organizations looking to maximize
customer-centric strategies, secure long-term competitive advantages, and improve outcomes will find this research to be
a solid foundation delivering significant insights.
Objectives:

e To analyze the impact of service quality on customer satisfaction.

e To assess the impact of service quality on customer loyalty.
LITERATURE REVIEW
RELIABILITY:
A systematic analysis of the literature indicates a favourable correlation between customer happiness, loyalty, and service
quality (Tayyab, 2014). A thorough analysis of the literature indicated that customer satisfaction has a considerable impact
on customer loyalty, which further supports this relationship (Utami, 2023). Du (2014) emphasizes the importance of
service quality in this connection and how it affects customer loyalty both directly and indirectly. This topic's significance
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in generating a long-term competitive advantage and enhancing business outcomes is highlighted by a bibliometric
analysis (Khudhair), 2020.
H;: Reliability has positive impact on customer satisfaction and customer loyalty.

ASSURANCE:

There is a clear relationship between service quality, customer happiness, and customer loyalty, according to a survey of
the literature on these topics. Customer loyalty is influenced by service quality, which is a major factor in determining
customer happiness (Balika, 2016). This relationship is especially important in the context of e-commerce, as consumer
happiness or loyalty are impacted by the quality of both logistics and e-services (Lin, 2014). Service quality is a critical
component in fostering customer loyalty because it can have a direct or indirect impact on it (Du, 2014). The significance
of these ideas in generating a long-term competitive advantage and enhancing company results is further supported by
bibliometric study ( Khudhair, 2020).

Ha: Assurance has significant influence on customer satisfaction and customer loyalty.

TANGIBILITY:

The literature has long established a link between customer satisfaction, loyalty, and service quality. Both Du (2014) and
Tayyab (2014) emphasize the beneficial relationship that exists between customer loyalty and service quality; the latter
study places particular emphasis on the role that responsiveness, dependability, and empathy play as predicators of
customer pleasure and loyalty. This is further supported by studies by Ismail (2016) and Wang (2005), which both
corroborate the beneficial effects of service quality on customer satisfaction and loyalty. Ismail (2016) finds a substantial
link between service quality characteristics and customer satisfaction and loyalty, while Wang (2005) confirms the
opposite. When taken as a whole, these studies highlight how crucial service quality is to fostering client loyalty and
pleasure.

Hj: There exists an effective relationship between tangibility on customer satisfaction and customer loyalty.
EMPATHY:

In the context of service quality, a number of researches have examined the relationship between empathy, customer
happiness, and customer loyalty. Wong (2004) discovered a strong correlation between service quality, customer loyalty,
and relationship quality and emotional satisfaction, which is a crucial aspect of consumer satisfaction. Kumar (2020) also
showed that, in the telecom sector, customer satisfaction partially mediates the relationship between empathy, a dimension
of service quality, and customer contentment and loyalty. Srivastava (2013) provided additional support for the mediating
function of customer satisfaction in the life insurance sector. Last but not least, Wang (2005) attested to the beneficial
effects of high-quality services on client loyalty and satisfaction in the management consulting sector.

Ha: Empathy has direct significant impact on customer satisfaction and customer and loyalty.

RESPONSIVENESS:

The connection between customer loyalty, customer happiness, and service quality has been the subject of several studies.
Tayyab (2014) and Du (2014) both discovered a positive correlation between customer loyalty and service quality; the
latter study also emphasized the importance of responsiveness, dependability, and empathy as predicators of customer
satisfaction and loyalty. Ismail (2016) provided additional support for these conclusions by showing a strong relationship
between measures of service quality and customer loyalty as well as satisfaction. Wang (2005) provided more evidence
in support of these findings, demonstrating the beneficial relationship between customer loyalty and service quality as
well as customer satisfaction.

Hs: Responsiveness has significant impact on customer satisfaction and customer loyalty.

METHODOLOGY

DATA COLLECTION: The major purpose of the study is to identify the impact of service quality on customer
satisfaction and customer loyalty in e-tailing. A simple random survey technique is used to collect the data with sample
size of 224. A questionnaire is developed on the demographic factors such as name, age, gender, occupation, income level
and geographical locations. Reliability, Assurance, Tangibility, Empathy, Responsiveness as independent variables and
customer satisfaction, customer loyalty as dependent variable. A five-point Likert scale (1- Strongly Disagree, 2- Disagree,
3-Neutral, 4- Agree, 5- Strongly Agree) is used to record the opinions of the consumers.
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ANALYSIS OF RESULTS.
The collected data were analysed using Cronbach alpha, Anova, correlation to test the hypothesis. The Cronbach alpha
values, F values, p values were examined to assess the strength and significance of relationships between independent
variables (product variety, convenience factor, payment method factor and psychological factors) and dependent variable
(online shopping).

Table 1: Demographic profile of respondents

Female 46.6%
GENDER Male 52.9%
Prefer not to say 0.4%
Upto 10 years 0.4%
11-20 17.5%
21-30 60.5%
AGE 31-40 9.4%
41-50 8.1%
51-60 2.7%
Above 60 years 1.3%
55%
Student 29.3%
Employee 1.4%
Unemployed 14.4%
OCCUPATION Businessman
4) INCOME LEVEL 46.1%
UPTO 25,000 21.6%
25,000-50,000 13.2%
50,000-75,000 11.3%
INCOME LEVEL 75,000-1,00,000 7.8%
Above 1,00,000
Up to 10th grade 3.2%
Intermediate 05%
Diploma 4.5%
Bachelor's degree 39.6%
EDUCATION LEVEL Master's degree 44.2%
Doctoral degree 3.6%
Urban 75.1%
Semi urban 8.6%
GEOGRAPHICAL LOCATION Sub Urban 3.2%
Rural 13.1%

The above table gives the information of demographic profile of respondents, in which 46.6% are females and 52.9% are
males, prefer not to say are 0.4% in terms of age 0.4% are under 10 years, 17.5%% are 11t020 years, 60.5% are 21to30
years, 9.4% are of 31to40 years, 8.1% are 41-50years, 2.7% are 51-60 year, above 60 years are 1.3%.In terms of
occupation 55%% are students, 29.3% are employed full time,1.45 are unemployed, businessmen are 14.4%. In terms of
income level 46.1% are having income upto 25,000, 21.6% are between 25000 - 50000, 31.2 % are between 50000-75000,
11.3% are in between 75000-100000, 7.8% are above 100000. In terms of education level 3.2% are upto 10™ grade, 0.5%
are intermediate, 4.5% are diploma, 39.6% are bachelor’s degree, 44.2% are master’s degree, 3.6% are doctoral degree.
In terms of geographical location 75.1% are in urban, 8.6% are in semi urban, 3.2 % are sub urban, 13.1% are in rural.
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Cronbach Alpha

Variables Numbers of Items Cronbach Alpha
Reliability 4 772
Assurance 4 .706
Tangibility 4 729
Empathy 4 .789
Responsiveness 4 .804
Satisfaction 3 .780
Loyalty 5 .835

(Table -1: Reliability Analysis of Variables)

Typically, a Cronbach Alpha value of 0.7 or higher is deemed satisfactory. The scale used to determine reliability is
considered reliable, as indicated by a Cronbach Alpha of .772. Assurance exhibits the lowest Cronbach Alpha value of
.706, which is still higher than the commonly accepted criterion of .7, suggesting satisfactory reliability. A Cronbach
Alpha value of 0.729 indicates that the scale is reasonably dependable in terms of tangibility. A Cronbach Alpha of .789
implies a high level of reliability in measuring empathy. The responsiveness demonstrates a commendable reliability
score of .804. The satisfaction level is assessed using three items, and it demonstrates a strong reliability score of .780.
The measuring scale demonstrates great reliability, as seen by the highest Cronbach Alpha score (.835) for loyalty.
Confirmatory Factor Analysis

Fit Indices Recommended Observed

CMIN Greater than 5 Terrible, Greater than 3| 2.170
Acceptable, Greater than 1 Excellent

CFI Less than0.90 Terrible, Less than 0.95 | .977
Acceptable, Greater than 0.95 Excellent

TLI Greater than 0.9 .924

PNFI Greater than 0.5 .539

RMSEA Greater than 0.08 Terrible, Greater than 0.06 | .057
Acceptable, Greater than 0.05 Excellent

The observed value of CMIN (Chi-square/df) is 2.170, which is within the 'Acceptable’ range. This implies that the model's
fit is satisfactory but not outstanding. Smaller values are more desirable for achieving a good fit for the model. The
Comparative Fit Index (CFI) score is .977, surpassing the threshold of 0.95, suggesting an outstanding fit of the model.
The index indicates that the proposed model accurately represents the data.

The Tucker-Lewis Index (TLI) has an observed value of .924, which surpasses the recommended threshold of 0.9. This
indicates that the model fits the data well. The Parsimonious Normed Fit Index (PNFI) has a value of .539, exceeding the
suggested threshold of 0.5. This implies that the model is parsimonious, meaning it strikes a favourable equilibrium
between simplicity and fit. The RMSEA (Root Mean Square Error of Approximation) value measured is 0.057, which
lies within the range of 'Acceptable’ (>0.06) and 'Excellent’ (>0.05). This suggests a rather strong correspondence between
the model and the data, where smaller numbers indicate a more favourable correspondence.
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Discussion

The observed fit indices suggest that the model has an overall good fit to the data. The CFl and TLI values are particularly
strong, indicating that the model is a good representation of the observed data. The RMSEA value, while not in the
'Excellent' range, is still acceptable, indicating that the model does not overly or underfit the data. The CMIN value, while
acceptable, suggests that there might be room for improvement in the model's fit. The PNFI value indicates that the model
is adequately parsimonious, balancing model complexity with fit.

Structure Equation Model

Fit Indices Recommended Observed
CMIN Greater than 5 Terrible, Greater than 3 | 3.065
Acceptable, Greater than 1 Excellent
CFl Less than0.90 Terrible, Less than 0.95 ]| .991
Acceptable, Greater than 0.95 Excellent
TLI Greater than 0.9 914
PNFI Greater than 0.5 528
RMSEA Greater than 0.08 Terrible, Greater than 0.06
Acceptable, Greater than 0.05 Excellent
.049

The CMIN (Chi-Square/df) value of 3.065 is within the 'acceptable’ range, suggesting that the model fits reasonably well
but has room for improvement. The CFI (Comparative Fit Index) value of 991 indicates an exceptional fit of the model to
the data, suggesting a highly satisfactory fit. The TLI (Tucker-Lewis Index) is 914, slightly beyond the suggested
threshold, which suggests a favourable fit. The PNFI (Parsimonious Normed Fit Index) exceeds the threshold by 528,
indicating a satisfactory level of parsimony in the model. The RMSEA (Root Mean Square Error of Approximation) value
of 0.49 falls inside the 'excellent’ range, suggesting a highly satisfactory alignment between the hypothesised model and
the observed data.

1INRD2402024 International Journal of Novel Research and Development (www.ijnrd.org)



http://www.ijrti.org/

© 2024 IJNRD | Volume 9, Issue 2 February 2024| ISSN: 2456-4184 | JNRD.ORG

Discussion

The model demonstrates a significant level of agreement with the observed data, as indicated by the remarkable values of
CFI (Comparative Fit Index) and RMSEA (Root Mean Square Error of Approximation). The CMIN score, albeit falling
within the acceptable range, suggests that there is room for improvement in the model's fit. The Tucker-Lewis Index (TLI)
slightly surpasses the desired threshold, indicating an acceptable fit, although it is not as strong as the Comparative Fit
Index (CFI) or the Root Mean Square Error of Approximation (RMSEA). The PNFI result, albeit beyond the necessary
threshold, suggests that the model might be further simplified.

Hypothesis Testing
Hypothesis P-Value Result
H.: Reliability & Satisfaction .003 Significant
H,: Assurance & Satisfaction .000 Significant
H;: Tangibility & Satisfaction .000 Significant
H4:Empathy & Satisfaction .006 Not Significant
Hs: Responsiveness & Y
Safis Faction .002 Significant
He: Reliability & Loyalty .000 Significant
H7: Assurance & Loyalty 956 Not Significant
Hs: Tangibility & Loyalty 123 Not Significant
Ho: Empathy & Loyalty .000 Significant
Hio: Responsiveness & 001 QYRR
Loyalty

Hypotheses on Satisfaction:

Significant Results (H;, Hz, H3, Hs): These theories posit a significant correlation between Reliability, Assurance,
Tangibility, and Responsiveness and Satisfaction. This indicates that improvements in these areas can lead to increased
consumer satisfaction.

Not Significant (Hs): The correlation between Empathy and Satisfaction was not statistically significant. While empathy
holds relevance, it may not possess a robust ability to forecast satisfaction within this particular setting.

Hypotheses on Loyalty:

Significant Results (Hs, Ho, and Hyo): The attributes of Reliability, Empathy, and Responsiveness demonstrate notable
correlations with Loyalty. Therefore, it can be inferred that these elements play a crucial role in cultivating customer
loyalty.
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Not Significant (H7, Hs): The variables of Assurance and Tangibility were shown to have no significant correlation with
Loyalty. This implies that these elements may not play a significant role in driving loyalty within the circumstances of the
study.

Discussion

For Satisfaction: The results emphasise the significance of service quality factors such as Reliability, Assurance, and
Responsiveness in attaining customer satisfaction. The lack of importance of Empathy implies that it may not play a
crucial role in influencing satisfaction, or it may have intricate interactions with other variables that were not accounted
for in this study.

For Loyalty: Key factors that emphasise the necessity of constant and attentive services for building customer loyalty are
reliability and responsiveness. It appears that Assurance and Tangibility may not have as much of an impact on loyalty as
they once did, or that their influence may be less direct or tempered by other factors given their loss of significance.
CONCLUSION

In conclusion, this research systematically examinedat the e-tailing context's dependability, certainty, tangibility, empathy,
and responsiveness as components of service quality. The study laid a solid basis by demonstrating the favourable
relationship between these aspects of service quality and client loyalty and satisfaction. Reliability, assurance, and
responsiveness were found to be important factors that influence customer happiness, while responsiveness, empathy, and
reliability also have a big impact on customer loyalty. For e-tail companies looking to maximize customer-centric
strategies for sustained competitive advantage, the findings offer insightful information.The methodology of the study
ensured the validity and reliability of the results by using a well-constructed questionnaire and rigorous statistical analyses,
utilizing a simple random survey with a sample size of 224. The study adds to the expanding corpus of research on the
quality of e-tailing services by providing advice and practical implications for raising customer happiness and promoting
long-term loyalty in the fast-paced digital industry.
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