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Abstract: Drawn on 428 online banking users, this 

study proposed and tests a scale to assess online service 

quality. Thereafter, the study also proposed and tests a 

structural model that to assess the mediation role of 

perceived value and customer satisfaction between the 

constructs of service quality and customer loyalty. The 

scale validity was confirmed by means of exploratory 
and confirmatory factor analysis. Structural equation 

modeling was used to assess the causal effects and the 

mediation role was assessed based on Sobel tests.  Five 

dimensions including Efficiency, Performance 

Capacity, Security, Responsiveness and Contact were 

confirmed as underlying factors of perceived online 

service quality. Perceived service quality was shown to 

have direct/indirect effects on customer loyalty through 

perceived value and customer satisfaction. Besides, 

perceived value and customer satisfaction were also 

found to directly and positively affect customer loyalty. 

However, only their partially mediation effects were 
confirmed. Hence, antecedents such as online service 

quality, perceived value and satisfaction can be used to 

forecast customer loyalty online service. However, it is 

more important to increase customer perceived value 

and customer satisfaction in the first place by 

enhancing service quality, instead of fixing what went 

wrong to overcome dissatisfaction. 

Keywords: Online service quality; customer 

satisfaction; perceived value, customer loyalty, 

mediation 

 

1. INTRODUCTION  
 

In an increasingly competitive and 

changing world of online services, the 

management of the online services has 

emerged as a strategic imperative for most 

companies. However, the extant literature 

indicates that there is significant confusion 

about how to assess e-service quality and 
its attributes [1]. According to Ladhari, 

[2], the number and nature of the causes 

influencing consumer perceptions of e-

service quality in the plethora of existing 

studies appeared to be unclear and 

undefined, mainly because many of those 

prior service quality measures do not to 

take into account the entire service process 

[3]. Thus, it is of paramount importance 

that online service providers know how to 

assess and improve the quality of their 
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service offer. 

Moreover, the Web has become 

widespread and the internet retail market is 

growing at an exponential rate. Thus, 

acquiring online consumers is difficult and 

costly. According to Reichheld and 

Schefter, [4] the high cost of securing new 
online customers can cause loss-making 

customer relationships for up to three 

years. The authors further argued that it 

costs up to five times more to recruit new 

consumers than it takes to increase loyalty 

and retain current customers. In such a 

competitive environment, creating a base 

of loyal customers is of paramount 

importance. 

Furthermore, although it was evidence 

that repeat purchases is a major predictor 

of customer loyalty and eventually 
profitability [5]. However, few companies 

appear to thrive in building loyalty. 

Moreover, the strategy in engendering 

customer loyalty in e-service is fuzzy [6]. 

Given that the relationship between service 

quality and loyalty and the moderating role 

of perceived value and satisfaction have 

been firmly advocated [7, 3, 8, 9, 10, 11]. 

Nonetheless, the universality of this 

relationship remains questionable 

[12].Since, earlier studies in online 
contexts are not consistent [1]. For 

example, the well-established quality-

satisfaction-loyalty chain was not 

supported in one of the online services 

studied by [13]. The main objective of this 

study is therefore to try to take a further 

step in understanding the antecedents of 

customer loyalty, by: 

1) Proposing scale to assess online 

service quality 

2) proposing and testing an 
integrated model that may shed 

some light on the strength of the 

impact of service quality on 

customer satisfaction, value and 

loyalty 

3) assessing the direct effect of 

customer satisfaction and value 

on loyalty,  

4) in addition, to assessing the direct 

and indirect effects of service 

quality on loyalty with 

satisfaction and value as 

mediator. 

The remainder of this paper is 

structured as follows. After this 
introduction, Section 2 discusses the 

relevant literature, set the research 

hypotheses and close with the conceptual 

framework. In Section 3, the methodology 

of the empirical study is described. 

Theresults are presented in Section 4. The 

paper ends with a summary of the 

majorconclusions and the management 

implications. 

 

 

2. LITERATURE REVIEW AND 

CONCEPTUAL FRAMEWORK  
 

2.1 Relationship between service quality 

and loyalty 

According to Agustin and Singh [14], 

customer loyalty is critical for a firm‟s 
long-term survival, innovativeness, and 

bottom-line returns. Thus, achieving 

customer customer loyalty has turned into 

a key element in companies‟ strategies 

[15]. The existing literature indicates there 

are two trends of thought dominating the 

conceptualization of customers´ loyalty. 

One approach regards loyalty in 

behavioural terms. Drawing on that, [16] 

defined online custumerloyalty as a 

customer‟s favorable attitude toward the e-

retailerthat results in repeat buying 
behavior. Whereas the other approach 

argues that effectivefeelings are important 

to the conceptualization of loyalty concept. 

According to thisview, loyalty involves 

attitudes, psychological involvement, 

notions of favouritism, anda sense of 

goodwill towards a particular product or 

service [14, 15]. 

Several studies have confirmed that 

there is a direct relationship between 

servicequality and loyalty in the context of 
online services. For example,Marimon et 
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al., [5] argued that online quality is a vital 

antecedent of both online purchases and 

online loyalty. Besides, Huang (2008) who 

undertook a literature review of the subject 

in the traditional service, concluded that 

there is a consensusamong scholars that 

online quality is a prerequisite of loyalty. 
In the same vein, [1] also undertook a 

review of the literature on the relationship 

between online service quality and loyalty. 

The authors further argued that the 

majority of the paper they reviewed 

support the notion that superior online 

service quality leads toenhanced customer 

satisfaction, loyalty and retention. In 

accordance with these previous researchs, 

this study proposed  

H1: Service quality directly and 

positively affects customer loyaty intention 
 

 

2.2 Relatioship between customer 

service quality and satisafction 

According to Zeithaml et al., [18], 

electronic service quality can be defined as 

the extent to which a web site facilitates 

efficient and effective shopping, 

purchasing, and delivery of products or 

services. On the other hand, customer 

satisfaction is generally understood as a 
process of evaluating a product or service 

after consumption to discover whether 

customer„s expectations have been met or 

even exceeded [6]. According to Oliver, 

[19] customer satisfaction generally means 

customer reaction to the state of fulfilment, 

and customer judgment of the fulfilled 

state.  

Although the precise nature of the 

interaction between service quality and 

customer satisfaction is notoriously vague 
in the retailing sector, there is consensus 

emerging from traditional services that 

service quality is a key determinant of 

customer satisfaction [1]. For example, 

[20], found service quality to be predictor 

of overall customer satisfaction with 

banking performance. Therefore this study 

anticipated that: 

H2: Online service qaulity  positively 

and directly affects customer satisfaction 

 

2.2 Relationship between customer 

perceived service qualityand perceived 

value 
According to Zeithaml et al., [18], 

electronic service quality can be defined as 

the extent to which a web site facilitates 

efficient and effective shopping, 

purchasing, and delivery of products or 

services. On the other hand, customer 

satisfaction is generally understood as a 

process of evaluating a product or service 

after consumption to discover whether 

customer„s expectations have been met or 

even exceeded [6]. According to Oliver, 

[19] customer satisfaction generally means 

customer reaction to the state of fulfilment, 
and customer judgment of the fulfilled 

state.  

Although the precise nature of the 

interaction between service quality and 

customer satisfaction is notoriously vague 

in the retailing sector, there is consensus 

emerging from traditional services that 

service quality is a key determinant of 

customer satisfaction [1]. For example, 

[20], found service quality to be predictor 

of overall customer satisfaction with 
banking performance. Therefore this study 

anticipated that: 

 

 H2: Online service qaulity  positively 

and directly affects customer satisfaction 

 

2.3 Relationship between customer 

perceived service qualityand perceived 

value 
According to Woodruff and Flint [21], 

customer perceived value can be defined 
as a customer´s judgement about the 

goodness or badness of an expereince and 

a perceptual state of being. Quike likely, 

customers could hold multiple judgement 

of value regarding a product or service 

offering simultaneously. The litterature 

recognizes this possibility by refering to 

value as a trade-offs that customers makes 
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between positive (e.g. benefits) versus 

negative (e.g. sacrifices) value judgement. 

In that sens, [22] conceptualized perceived 

value as “the consumer‟s overall 

assessment of the utility of a product based 

on perceptions of what is received and 

what is given.  
In general, most scholars regard 

quality as antecedent to perceived value 

and as a significant variable with strong 

influence on customers‟ natural behavior. 

For example, [23] intimates that service 

quality is a logical driver of perceived 

value and even in instances where the 

buyer-seller exchange involves a physical 

product, superior pre-sale and post-sale 

service rendered by the seller can add to 

the perceived value. More recently, [24] 

indicated as well that e-service quality has 
an important role in the development of 

perceived value in the online environment. 

According to the authors e-consumers 

expect equal or higher levels of service 

quality, than customers in traditional brick-

and-mortar. The authors further argued 

that when online shoppers perceive high e-

service quality they will exhibit high 

customer perceived value and become a 

loyal customer. Therefore, this study 

posited that: 
H3: Service quality direcly and 

positively affects customer perceived value 

 

2.4 Relationship between perceived 

value, satisafction and loyalty 
The concept of value is fundamental 

to successful business because value is 

believed to be essential to consumer  

decision making. According to Day [25], 

customers viewed value somewhat 

differently depending on whether a 
purchase involved a product or service and 

on the type of product or service.  In 

addition, the author argued that assessing 

service value is more difficult than 

assessing product value. Since value is not 

always considered in consummer choice 

and consumer expectations greatly 

influence value assessments. However, as 

we displayed before, customer value can 

be considered as cognition based construct 

capturing any discrepancy between 

benefits and sacrifices, whereas customer 

satisfaction is primarily an affective and 

evaluative response [19]. Moreover, the 

social science literature specifies that 
cognitive thought processes trigger 

affective responses, suggesting that 

customer value judgment affects 

customers‟ perceptions of satisfaction [12, 

26] and loyalty [4].  

Indeed, various studies appear to show 

an emerging consensus that customer 

satisfaction is a key determinant of 

customer loyalty [20, 6, 27]), the precise 

nature of the interaction between customer 

satisfaction and loyalty is especially vague, 

but that satisfaction would seem to have a 
positive influence on service loyalty. 

Furthermore, the concept of service quality 

and customer perceived value is 

fundamental to successful business 

because it is believed to be crucial to 

costumer decision making. Yet, theoretical 

relationship between value and other key 

marketing constructs such as consumer 

satisfaction are not fully understood. This 

is perhaps because related researches on 

the issue in the field remained largely 
speculative [25].Therefore we anticipated 

that  

H4: Customers satisfaction directly 

and positively affects customer loyalty 

H5: Perceived value directly and 

positively affects customer loyalty 

H6: Perceived value directly and 

positively affects customer stisfaction 

 

2.5 Medition role of value and 

satisfaction 
There is a widespread acceptance that 

customer-perceived online service quality 

is an antecedent of customer satisfaction 

and value, which in turn are key 

determinant of customer loyalty [12, 16, 

28, 10, 15]. Yet, although the relationship 

between satisfaction and loyalty seems 

almost intuitive, it has been found to vary 
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significantly in different conditions [16]. 

For example, in the traditional services, it 

has been argued that customer satisfaction 

performs a mediating role in the link 

between service quality and customer 

loyalty, and that 53 percent of customer 

satisfaction variance is explained by 
service quality [27]. Consequently, 

customer satisfaction may be important, 

but it cannot explain all the variance of 

customer loyalty [29]. Conversely, the 

well-established quality-satisfaction-

loyalty chain was not supported in one of 

the online services studied [13].  

H7: Customer satisafction mediate the 

effects of service quality on customer 

loyalty 

H8: Perceived value mediate the 

effects of service quality on customer 
loyalty 

 

 

2.6 Research Model 

Based on the above discussions, this 

study research model associating the four 

constructs is shown in Fig.1. The model 

puts forward that service quality is 

positively related to customer satisfaction 

and perceived value, and which in turn 

affects customer loyalty. Additionally, the 
study examines the mediation effects of 

customer satisfaction and perceived value 

on loyalty. 

 

 

3. MODELING OF 

UNCERTAINTIES 
 

3.1 Questionnaire and measurement 

To empirically test the above 

hypotheses, an empirical study was 

conducted with a sample of Spanish 

customers of online banks. The data 

collection was done through a structure 

online questionnaire designed specifically 

for the study. The construct of service 

quality, perceived value and loyalty was 

adopted from the items validated in prior 
studies [3, 8, 5]). The construct of 

satisfaction was evaluated using four items 

adopted from [12] with minor 

alterations.All items were assessed on a 

five-point Likert-type scale (1 = strongly 

disagree to 5= strongly agree). 

 

3.2 Data collection 
From the Spanish banks´ derive 

database, online banking users were 

randomly invited by mail and directed to a 

specific website containing the structured 

questionnaire, which they then self-

administered. The questionnaire began 

with a dichotomous screening question, 

seeking only respondents who are 

consumers of e-banking services. The field 

work was completed in May 2010. After 

rejecting some incomplete or invalid 

questionnaires, 428valid completed 
questionnaires from Spanish customers of 

e-banking were retained; this latter figure 

represented a response rate of 26.75 per 

cent. 

 

 

4. DATA ANALYSIS AND 

RESULTS 
 

4.1 Sample demographic Characteristics 
A summary of the demographic 

characteristics of the respondents in the 

study shows that no gender bias was 

detected. Two-thirds of the respondents 

were aged less than 34 years. The 

educational level of the sample was high, 

with more than two-thirds of the sample 

having a university degree. A large 
majority (65.9%) of the respondents 

earned an annual income of less than 

€24,000. Encouragingly, two-thirds of the 

respondent had used e-banking in the 

preceding week. 

 

4.2 Assessment of the constructs 

measurement 
Exploratory factor analysis (EFA) was 

conducted on the items of service quality 

scale using Normalised varimax as the 
rotation method. The Kaiser criteria of 
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eigenvalues greater than 1 were utilized to 

determine the initial number of factors to 

retain. The Kaiser-Meyer-Olkin (KMO) 

measure was 0.89. Bartlett‟s sphericity test 

was 1354.48 with df= 190 and significant 

at P< 0.000. Five dimensions which 

accounted for 70.7 per cent of the 
variability of the sample were identified. 

These five factors were labelled 

“Efficiency”, “Performance Capacity” 

“Privacy”, “Security”, “Responsiveness” 

and “Contact”. 

Furthermore, afirst-order confirmatory 

factor analysis (CFA) was conducted to 

assess the measurement model, including 

the five constructs of service quality, the 

construct of loyalty as well as satisfaction 

and value. CFA was performed using EQS 

6.1. In view of the sample non-normality 
distribution robust maximum-likelihood 

estimation was used to examine 

theretained items in the scale. Comparative 

fit index (CFI) was 0.97and the Bentler-

Bonett Non-Normed Fit Index (BBNFI) 

was 0.96; root mean squareerror of 

approximation (RMSEA) was 0.04. 

Besides, The Bollen's (IFI) fit index was 

0.97 and the Satorra-Bentler scaled 2 was 
190.53on 160 degrees of freedom. In 

addition, the ratio 2/df was 1.19 and all 
standardised factorloadings were 

statistically significant (at P<0.000). These 

results indicate that globalfit was 
acceptable [16]. The loads of the items 

were all high and significantat P< 0.000. 

The constructs in the model were therefore 

shown to be an acceptable fit for the data. 

Moreover, the appropriateness of the 

measurement scales was also assessed by 

evaluating the reliability of the individual 

items. All the EFA items loadings were 

greater than 0.5 and revealed a high degree 

of individual item reliability on their 

respective constructs [30]. In addition, the 

CFA results presented confirmed the 
validity of individual items in relation to 

the relevant factors with the load values 

greater than 0.7 [31]. 

A considerable degree of internal 

consistency and reliability in all the 

constructs was confirmed. Since, the 

Cronbach‟s alpha for the constructs 

exceeded the generally accepted threshold 

level of 0.7 [32]. A high degree of 

convergent validity was also confirmed. 

Given that the average variance extracted 
(AVE) for every scale was greater than the 

recommended value of 0.5 and each 

individual item‟s coefficient was more 

than double the value of its standard error 

[33] and that there were no cross loadings 

indicators [32]. All in conjunction 

demonstrate a high degree of convergent 

validity. 

Discriminant validity was assessed 

following [33]. The overall results 

indicated a higher degree of discriminat 

validity. Given that the square root of the 
AVE was greater than the correlations 

presented by each construct with other 

constructs. Besides, all the correlation 

coefficients were less than 1 by an amount 

more than double their respective standard 

error. 

 

4.3 Model causal relationships 

assessment 
To test the causal relationship between 

the constructs, a Structural equation 
modelling (SEM) based on 5000 

bootstrapping samples was conducted 

using PLS 2.0 software package. The 

estimated model includes one second-order 

exogenous construct (service quality) and 

three endogenous constructs (loyalty, 

satisfaction and value). The overall results 

showed as predicted that service quality 

was directly and positively related to 

customer loyalty intention (H1), Customer 

satisfaction (H2) and customer perceived 
value (H3).  In addition, customer 

satisfaction (H4) and perceived value (H5) 

were both positively related customer 

loyalty. Besides, perceived value has been 

shown to directly and positively influence 

customer satisfaction (H6).  

As a final point, Sobel tests were used 

t to assess between the relationship of 
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service quality and loyalty the mediation 

role of customer satisfaction and perceived 

value. This choice was motivated by the 

fact: contrary to separate regression 

analysis that do not directly include the 

indirect effect in the mediation model, 

Sobel tests address mediation more 
directly [28] and it is more robust than 

sequences of separate regression analysis 

tests. The output results of the Sobel tests 

showed significant mediation effects of 

customer satisfaction (H7) and perceived 

value (H8).  Nevertheless, the path 

coefficient values of the indirect effects of 

service quality to loyalty in both cases 

were only reduced by about half the 

amount of the direct effects. Consequently, 

only a partial mediation was supported. 

 
 

5. CONCLUSIONS AND 

MANAGEMENT IMPLICATIONS 
 

In the increasingly competitive and 

changing world of online services, it is 
extremely important that online service 

providers know how to improve service 

quality and hence customer satisfaction, 

value and loyalty. This study first seeks to 

contribute and extend a growing research 

stream documenting the scale evaluation 

of e-SQ. The study results evidenced that 

the proposed multi-items scale that could 

be used to assess online service quality had 

acceptable psychometric measures for 

reliability and validity. Accordingly, 

Efficiency, Performance Capacity, 
Security, Responsiveness and Contact can 

be taken as the underlying dimensions of 

perceived online service quality in a non-

retail context such as online financial 

services, education, tourism, employment 

agencies, etc.    

The extant literature point toward that 

researchers have acknowledged the vital 

role of customer satisfaction, perceived 

value and customer loyalty in a variety of 

customer behavior models. However, in 
terms of electronic service providers, few 

researches have been conducted into the 

simultaneous mediation role of both 

customer satisfaction and perceived value, 

together with their contributory role in 

relation to online loyalty. With empirical 

data and thorough statistical testing, this 

study found that antecedents such as 
perceived online service quality, customer 

satisfaction and perceived value can be 

used to promote customer loyalty. Online 

service quality was proved to have direct 

significant and positive effects on 

customer satisfaction, value and loyalty. 

However, drawing on the relationship size 

effects, it is more important to increase 

customer perceived value. Thereafter, 

customer satisfaction, which requires an 

external focus on developing what will go 

right in the first place by enhancing 
perceived online service quality, instead of 

preventing dissatisfaction through 

recovery, which is an internal focus on 

fixing what has gone wrong [31]. These 

findin gs largely agree with relevant 

previous studies of these relationships [12, 

3, 9, 10]. 

Furthermore, the measures and tests of 

indirect effects were modeled to address 

the direct effect online service quality, 

perceived value and satisfaction customer 
loyalty.  As expected, the analysis of the 

research showed that customer satisfaction 

and perceived value have a strong and 

direct positive effect on customer loyalty. 

Besides, the output results indicated that 

customer satisfaction and perceived value 

strongly depended on the effects of service 

quality and that the indirect effect of 

service quality on loyalty was significant. 

Conversely, the direct effect also remained 

significant, demonstrating that customer 
satisfaction and perceived value partially 

accounts for their effects on customer 

loyalty. These results largely agree with 

relevant previous studies of these 

relationships [20, 26, 11] 

From a management perspective, a 

clear understanding of the sequences in the 

relationships between service quality, 
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customer satisfaction, perceived value and 

ultimately customer loyalty can help to 

identified customers that have the highest 

potential for defection. In addition, it can 

best ensure better strategy of customer 

loyalty, which could in turn have 

considerable marketing implications. 
Furthermore, the main emphasis of 

management plan should be on improving 

perceived value and customer satisfaction, 

which will in turn enhance loyalty. Clear 

evidence was provided indicating that 

service quality robustly affects perceived 

value and customer satisfaction more than 

loyalty. Yet, it is very important that 

managers make sure they deliver a 

superior service quality to their customers 

in the first place instead of for example 

only preventing dissatisfaction through 
service recovery.   

In practical terms, online retailers and 

the management of electronic service 

providers must ensure that adequate 

information about the desired product and 

services (such as price, warranty 

conditions, return policy, etc.) should be 

easy to find and understand. We also 

recommend that they ensure that their 
website appearance is neat, easy to move 

around and provides the service they 

promise accurately and on time. In 

addition, they should provide explicit and 

reassuring guarantees that personal 

information as well as the transactions on 

their websites are secure and protect. 

Moreover, managers must take a close 

look at the accurate functioning of the 

website and its ability to speedily deliver 

the guaranteed service appropriately and 

consistently. Finally, managers should deal 
with problems promptly and effectively. 

 

 

 

REFERENCES: 
 

[1] Yaya, P.L.H., Marimon, F., Casadesus, (2012) "Assessing e-service quality: the current 

state of E-S-QUAL" Total Quality Management & Business Excellence 23 (12) 1363-

1378. 

[2] Ladhari, R., "Developing e-service quality scales: A literature review" Journal of Retailing 

and Consumer Services 17 (2010) 464-477. 

[3] Parasuraman, A., Zeithaml, V.A., Malhotra, A., (2005) "E-S-QUAL: A Multiple-Item 

Scale for Assessing Electronic Service Quality" Journal of Service Research 7 (3) 213-

233. 

[4] Reichheld, F.F., Schefter, P., "E-loyalty: Your secret weapon on the web." Harvard 

Business Review 87 (4) (2000). 105–113. 

[5] Marimon, F., Vidgen, R., Barnes, S., Cristobal, E., “Purchasing behaviour in an online 

supermarket: the applicability of E-S-QUAL” International Journal of Market Research 

52 (1) (2010) 111-129. 

[6] Yaya, P.L.H., Marimon, F., Casadesus, M., "The contest determinant of delight and 

disappointment: the case study of online banking" Total Quality Management  and 

Business Excellence 24 (12) (2013) 1376-1389 
[7] Juan, M., "Measurement Equivalency of Web Service Quality Instruments: A Test on 

Chinese and African American Consumers" Journal of International Consumer 

Marketing, 1528-7068, 22 (3) (2010) 259 – 269 

[8] Bernardo, M., Marimon, F., Alonso-Almeida, M.M., "Functional quality and hedonic 

quality: a study of the dimensions of e-service quality in online travel agencies" 

Information & Management, 49 (7-8) (2012) 342-347. 



 

                                                  8
th
 IQC May, 23 2014                                               231 

[9] Llach, J., Marimon, F., Alonso-Almeida, M.M., Bernardo, M., "Determinants of online 

booking loyalties for the purchasing of airline tickets" Tourism Management 35 (2013) 23-

31. 

[10] Ribbink, D., van Riel,, A. and Streukens, S. "Comfort your online customer: quality, trust 

and loyalty on the internet" Managing Service Quality 14 6 (2004) 446-456. 

[11] Harris, L.C., Goode, M.M.H., "The Four Levels of Loyalty and the Pivotal Role of Trust: a 

Study of Online Service Dynamics" Journal of Retailing (80) (2004) 139-158. 
[12] Agustin, C., Singh, J., "Curvilinear effects of consumer loyalty determinants in relational 

exchanges" Journal of Marketing Research 42 (1) (2005) 96-108. 

[13] Alonso-Almeida, M.D.M., Bernardo, M., Llach, J., Marimon, F., “Building loyalty 

through functional and hedonic quality.” Industrial Management & Data Systems 114 (3) 

(2014) 3-3. 

[14] Srinivasan, S., Anderson, R., Ponnavolu, K., "Customer loyalty in e-commerce: An 

exploration of its antecedents and consequences" Journal of Retailing 78 (1) (2002) 41–

50. 

[15] Zeithaml, V.A., Parasuraman. A., Malhotra, A., "Service quality delivery through web 

sites: A critical review of extant knowledge" Journal of the Academy of Marketing Science 

30 (4) (2002) 362–375. 

[16] Oliver, R.L., Satisfaction: A Behavioral Perspective on the Consumer (Second Edition). 
Armonk, N.Y.: M.E. Shape (2010). 

[17] Herington, C., Weaven, S., "E-retailing by banks: e-service quality and its importance to 

customer satisfaction" European Journal of Marketing 43 (9/10) (2009) 1220–1231. 

[18] Woodruff, R.B., Flint, D.J., "Marketing‟s service-dominant logic and customer value." The 

service-dominant logic of marketing: Dialog, debate, and directions (2006) 183-195. 

[19] Zeithaml, V.A., "Consumer perceptions of price, quality, and value: a means-end model 

and synthesis of evidence" The Journal of Marketing (1988) 2-22. 

[20] Parasuraman, A., Grewal, D., "The impact of technology on the quality-value-loyalty 

chain: A research agenda" Journal of the Academy of Marketing Science 28 (1) (2000) 

168–174. 

[21] Marimon, F., Yaya, P.L.H., Casadesus, M., "Impact of e-Quality and Service Recovery on 

Loyalty: A Study of e-Banking in Spain" Total Quality Management and Business 

Excellence (2012). 
[22] Day, E., "The role of value in consumer satisfaction" Journal of Consumer Satisfaction 

Dissatisfaction and Complaining Behavior 15 (2002) 22-32. 

[23] Yaya, P.L.H., Marimon, F., Casadesus, M., "Customer Satisfaction and the Role of 

Demographic Characteristics in Online Banking." Evaluating Websites and Web Services: 

Interdisciplinary Perspectives on User Satisfaction, IGI Global (2014) 138-154. 

[24] Caruana, A., "Service Loyalty: The Effects of Service Quality and the Mediating role of 

Customer Satisfaction." European Journal of Marketing 36 (7) (2002) 811-828. 

[25] Yaya, P.L.H., Marimon, F., Casadesus, M., "Customer‟s loyalty and perception of ISO 

9001 in online banking" Industrial Management & Data System. 111 (8) (2011). 

[26] Chiou J.S., "The antecedents of consumers‟ loyalty toward Internet Service Providers" 

Information & Management 41 (2004) 685–695. 
[27] Sanzo, M.J., Santos, M.L.,Vázquez, R., Álvarez, L.I., "The effect of market  orientation on 

buyer-beller relationship satisfaction" Industrial Marketing Management, 32 (4) (2003) 

327-345. 

[28] Carmines, E.G., Zeller, R.A., Reliability and Validity Assessment, Sage, London. 



 

232                                L.H.P. Yaya, F. Marimon, M. Casadesus 

[29] Hair, J. F., Sarstedt, M., Ringle, C, M., Mena, J.A., "An assessment of the use of partial 

least squares structural equation modeling in marketing research" Journal of the Academy 

of Marketing Science 40 (1979) 414–433. 

[30] Fornell, C., Larcker, D.F., “Evaluating structural equation models with unobservable 

variables and measurement error.” Journal of Marketing Research 28(1) (1981) 39–50. 

 

APPENDIX: MEASUREMENT ITEMS 

 

Efficiency  

     It is easy to find what I need on my bank website 

     It is easy to access anywhere on my bank site 

     My bank enables me to complete a transaction quickly 

This site is simple to use. 

This site is well organized. 

Performance Capacity  

    This site is always available for business. 

    This site launches and runs right away 

    This site does not crash. 

    It carries out orders when they have been validated 
    It quickly delivers what I order. 

Security  

    My bank website protects information about my online banking behavior 

    It does not share my personal information with other sites. 

    My bank site protects information about my credit and debit cards 

Responsiveness  

    This site offers a meaningful guarantee. 

    It tells me what to do if my transaction is not processed. 

    It takes care of problems promptly. 

    This site compensates me for any problems it creates. 

Contact  
    This site provides a telephone number to reach the company. 

    This site has a customer service representatives available online 

    It offers the ability to speak to a live person if there is a problem. 

Loyalty  

    Say positive things about this online banking site to other people. 

    Recommend this online banking site to someone who seeks your advice. 

    Encourage friends and others to do business with this site. 

    Consider this online banking site to be your first choice for future 

transactions. 

    Do more business with this site in the coming months. 

 

Satisfaction  

    I am generally pleased with the bank‟s online services. 

    The website of this online bank is enjoyable to use.   

    I am very satisfied with this bank‟s online services. 

    I am happy with this online bank. 

 

Perceived Value  

    The prices of the services available at this site (how economical the site is) 
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    The overall convenience of using this site 

    The extent to which the site gives you a feeling of being in control 

    The overall value you get from this site for your money and effort 
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