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ABSTRACT

According to multiple research findings, a business's profitability is directly impacted by customer’s e-loyalty. Due to the intense competition created by the rapid expansion of online retailing, businesses must ensure that their customers continue to be devoted to them for their next purchase to make businesses profitable. Our study explores the influence of e-service quality factors on customer’s e-loyalty with the reference to organic skincare industry of Pakistan. This research follows a quantitative approach and utilizes a survey questionnaire as the primary tool for data collection. The survey is administered to customers of selected skincare brands in Pakistan. Non-random convenience sampling is used for the selection of the desired sample. A total of 300 questionnaires were distributed among customers to get the desired number with accurate and reliable data. We have used SPSS to analyze the results of our research. Cronbach’s alpha value for all our study variables was found to be above 0.7. The results of the correlation analysis indicate a statistically significant association between three variables, namely customer e-loyalty (CEL), customer satisfaction and e-service quality. The regression analysis disclosed that the factors of e-service quality that include reliability, customer service and security/privacy which have shown to have positively affected customer satisfaction and CEL. It is suggested that skincare brands prioritize improving these factors in their online services. The relationship between the variables of our study was also explained with the help of planned behavior theory. This theory supports the relationship between e-service quality, customer satisfaction and CEL, by proposing that e-service quality can influence attitudes, perceived behavioral control and subjective norms, sequentially affecting the intentions of consumers to remain loyal and overall satisfaction with the e-service. The study recommends investigating the effects of post-purchase activities such as customer services and customer relationship management: as this plays a crucial role in shaping CEL towards brands. Additionally, exploring cross-cultural differences can provide valuable insights into the determinants of CEL, as customer satisfaction and e-loyalty are influenced by varying social norms, values, and preferences.
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	Name of Variable
	Abbreviation
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	Theory of Planned Behavior
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1. [bookmark: _Toc137729248]INTRODUCTION

1.1. [bookmark: _Toc134362790][bookmark: _Toc137729249] Study Background: 

The digital environment for businesses and customers has been observed to be developing immensely in the recent years. This growth has ushered changes not only in business lifecycles but also in consumer perceptions (Liao & Chen, 2007). A survey conducted by Reichheld and Schefter (2000) showed how consumer interest has significantly leaned towards e-commerce to adapt to changing shopping trends and the online environment. Customer e-loyalty (CEL) is important in the marketing community for both the buyers and the sellers as it largely contributes to the growth of the online market (Chang, 2006). Several research studies have observed and recorded that two major effective means aid in generating stronger customer loyalty (Kanji, 1998). This concludes that sometimes a firm operates with two purposes, one of which is to uplift its customer’s purchase experience (Oliver, 1999) and the other is to provide a higher value by granting quality products/services along with satisfactory customer service (Parasuraman & Grewal,2000).
E-service quality (ESQ) and its variables provide a significant contribution to the potential market niche. Hence, as long as services being provided fulfil the demands of consumers through websites; it is deemed to become an important matter at hand for industries (Aladwani & Palvia, 2002). The several factors that may be studied in ESQ include; website design (WD), reliability (R), security/privacy(S/P), and customer service (CSER) (Chang, 2006). Hence observing these factors’ have an effect on customer satisfaction (CS) and CEL which will help us understand them better. According to research by Chang et al., 2009, CEL and satisfaction have claimed to be directly affected by WD standards (Slater & Narver, 2000). For many companies developing a proper website requires long hours of effort and a strong team of designers and managers (Zhan & Alan, 2003). In later stages, for this e-service to be successful; the quality of the WD must be excellent and the customers are completely satisfied (Wolfinbarger & Gilly, 2002). This design impacts the perception of the customers; where flaws in this would create a barrier to being able to render such services with ease impacting the CEL factor. (Slater & Narver, 2000).

A customer is loyal when he/she is satisfied with any brand or its related products. To create a strong sense of CEL, it is important to satisfy the target market’s preferences through the consistency and R of the e-service value being provided. (Baran, Galka & Strunk, 2008). Satisfaction is a person’s feelings of pleasure or disappointment resulting from comparing his or her perception and expectation (Kotler, 2000). Furthermore, forecasted sale targets and after-sale services appear to be constructive in quantifying CS (Ryu et al., 2012). When a desired product comes up to the expectation of the consumer it results in his/her satisfaction (El-Adly & Eid, 2016). Although, if the desired product doesn’t come up to the consumer satisfaction it results in dissatisfaction. For consumer satisfaction, a brand should be reliable so it can offer better quality product/services to the consumer. Raman (1999) along with Bowen and Chen (2001) proclaimed that long-term shoppers can be a valuable marketing asset as they can act as a powerful promotional force by endorsing the brand and contributing to developing consumer referrals. 
The fact that CEL exists amongst customers indicates the possible profitability and recognition of a business. CEL and satisfaction are directly impacted by the website’s S/P standards (Chang et al., 2009). For instance, if a website is infamous for being insecure with weak security policies in terms of personal and financial information; customers are likely to be prudent in sharing subjective data such as credit/debit card details, contact numbers, or addresses. This causes customers to be highly dissatisfied with the company services and ultimately leads to diminishing customer trust and loyalty to the firm (Juwaini et al., 2022). Alternatively, a website that demonstrates a dedication to S/P can strengthen customer trust and e-loyalty (Mahadin et al., 2020). For example, a website that is offering; secure hosting with strong firewalls and TLS/SSL encryption, two-factor password authentication policies, and customer data protection rules is more likely to gain the loyalty of customers when it is operating online (Juwaini et al., 2022). 
When customers feel confident that their personal and financial information is completely safe and protected, they tend to make frequent and repeated purchases causing increased recognition of the trademark, ultimately elevating the sales of the company (Chang et al., 2009). CEL has become a critical factor that determines the long-term success of businesses anywhere around the world. CEL has become increasingly important due to the growing competition in the market, within the reference of the skincare sector of Pakistan. 

Previous research has shown that CEL can be influenced by the targeted factors of ESQ (Chang et al., 2009). However, the outcomes of ESQ in shaping consumer e-loyalty in the skincare industry of Pakistan have not been analyzed yet. ESQ is significant in terms of determining CS, which subsequently affects CEL. CSER is a critical factor of ESQ that greatly impacts CEL (Chang et al., 2009). In the skincare industry of Pakistan, where customers rely heavily on digital channels to purchase products and seek information, CSER has become a vital consideration for valuable business services. (Khan et al., 2022). Therefore, improving CSERs is a critical strategy for businesses in the skincare industry of Pakistan to enhance CEL. Moreover, CS is an important mediator between CSER and CEL. Kotler (2003) claims that the comparison of the performance-perceived product (or outcome) to expectations leads to a feeling of satisfaction or of disappointment. CS has been shown to enhance the linkage between the quality of digital services and the consumer loyalty associated with those services (Kaya et al., 2019). Hence, this research will also investigate the mediating role of CS between CSER and CEL in the domain of Pakistan skincare.
Masoud Karami (2012) used the SERVQUAL scale to investigate service quality and satisfaction in the education sector of Iran. The comQ scale has been seen to be used by Chang et al., 2009 to explore the effects of ESQ in various sectors such as the hospitality and airline industries in certain developed countries (Kim and Seock, 2009). Our research report aims to use the comQ scale to look at the influence of the ESQ of the organic skincare industry of Pakistan on CS and CEL. The knowledge gap in developing countries like Pakistan has not been filled before especially in the organic skin care industry to investigate the targeted relationship between CEL and ESQ with the comQ scale. The emerging online skincare businesses of Pakistan would benefit from this study because it examines a variety of factors affecting the loyalty of customers concerning WD, S/P, CSER, and R.
It has been observed that the Skincare Industry of Pakistan is facing major decline in retaining customer loyalty. It has become difficult for brands to maintain their customers and build a long-term relationship with them. Consumers are constantly changing their preferences because of wide variety of products. Our literature focused on ESQ of the brands which is based on Website design, Reliability, Security/Privacy and Customer services. The brands we took for our research are also facing same challenges because they are focusing on wide variety of products and offering one or two factor of ESQ. 

To build long term relationship with consumers and to satisfy their needs and wants it is important to offer such services, security/privacy, reliability and website design that are easy to use and consumer can trust the brand. Once the trust will be gained it impacts the E-loyalty of the consumer with the mediating effect of customer satisfaction. To gain Customer E-loyalty the brands should focus on the variables of ESQ. If they are offering Reliability it is important to offer better website design too along with good services and security/privacy terms. Consumers are now more aware of the brands who are not offering adequate security/privacy; they don’t feel secure to make online transactions. 
Sometimes due to complex website design it becomes hard for the consumers to search those products they are looking for. The consumers also change their preferences because of reliability factor. The product and images that are shown by the specific brands sometimes turn out to be different. The brands should update their policy while focusing on security/privacy features; two factor authentication method can be used for online transactions, personal data should not be shared. Customer services also impact the E-loyalty of consumers, most of the times the brand operates well but they lack while providing great services to consumers. They should give value to their pre-purchase and post-purchase concerns to make them feel important. Additionally, the trend of sustainability and green products also significantly impacts the customer satisfaction and E-loyalty. Consumers are now more concerned about the brands who are offering organic products. They are more conscious about their skin concerns, so it is important for brands to show and define their sustainability factor to consumers in such by offering organic products.

1.2. [bookmark: _Toc134362791][bookmark: _Toc137729250] Significance of Study and the Problem Statement:

In Pakistan, the organic skincare industry has observed tremendous growth in the past few years. This growth is due to the trend of adopting e-commerce platforms and different online methodologies to promote businesses (Khan et al., 2022). However, the intense competition in the industry has made it challenging for all companies to retain their customers; therefore, it has become a crucial factor to identify the factors that drive CEL. 

A leading factor that researchers have pointed out through past researches is of ESQ (Assad Naim Nasimi, 2018; Zeithaml et al., 2002). Whereas, the growing nature and direction of the extent of this relationship of the impact ESQ has on CEL in the skincare industry of Pakistan is yet to be explored and understood in these dimensions. Therefore, this study aims to analyze this relationship of ESQ that impacts CEL with respect to the organic skincare industry that is established in Pakistan. There has been a rapid increase in competition in the skincare industry in Pakistan; that has made it difficult for companies operating in this sector and this has posed a threat for them to face significant challenges in retaining their customers. CEL has been observed to be a critical factor for firms operating in the skincare industry, as it can lead to a long-term profitability and sustainability challenge for them (Assad Naim Nasimi, 2018). Understanding the factors that drive CEL, such as ESQ, can help firms develop effective strategies to retain their customers and gain a competitive advantage. This study has the aim to contribute a part to the literature that is already existing which help provide a better insight in the relationship of ESQ, CS and CEL all in regards to the developing organic skincare industry of Pakistan. The findings that will be derived from this literature is not limited to one industry and country as it can be a refrence to all others studying the relationship of the above-mentioned variables impacting e-commerce, and the digital community (Kaya et al., 2019). Therefore, the study can serve as a valued resource for academics, practitioners, and policymakers involved in understanding the factors that drive CEL in this digital era.

1.3. [bookmark: _Toc134362792][bookmark: _Toc137729251] Research Question:

What is the role of the factors of E-Service Quality in promoting satisfaction in customers and the e-loyalty amongst the customers of the skincare industry of Pakistan?











1.4. [bookmark: _Toc134362793][bookmark: _Toc137729252] Research Objectives:

The research objectives of our study are:

· To explore the impact of E-Service Quality (Website Design, Security/Privacy, Customer Service, and Reliability) on Customer E-Loyalty.
· To investigate the impact of Customer Satisfaction on Customer E-Loyalty.
· To investigate the mediating role of Customer Satisfaction in the relationship between E-Service Quality and Customer E-Loyalty.

2. [bookmark: _Toc134362794][bookmark: _Toc137729253]LITERATURE REVIEW


2.1. [bookmark: _Toc134362795][bookmark: _Toc137729254][bookmark: _Toc127309941]Theoretical Perspective: 

The Theory of Planned Behavior (TPB) is a long-established psychological theory that explains and predicts human behavior while making purchase decisions. Significant elements include attitudes, intentions, subjective norms, and perceived behavioral control. These elements are related by the theory in a way that the purchase decisions of an individual are based on intentions, which are further structured by the person’s attitude, norms, and perceived values (Ajzen, 1991). The importance of the theory is evaluated by the fact that researchers greatly benefit from TBP for designing advanced campaigns to facilitate the evolving needs and demands of their target market (Udo et al., 2010). In 1980, Icek Ajzen and Martin Fishbein developed the theory with the name of the Theory of Reasoned Actions (TRA). Later on, this theory was transformed into the Theory of Planned Behavior. (Mahadin et al., 2020). 
The TPB came into existence after Ajzen and Fishbein argued that subjective norms and behavioral perceptions are equally important as attitudes and intentions. It is explained in the view of the fact that people are more likely to make purchases based on societal pressures to perform in a certain way and their expectations and perceptions about themselves to act in a specific behavior.  According to TPB; behavior of the individual is controlled by mainly three factors: attitudes, perceived behavioral control and subjective norms (Ajzen, 1991). Regarding ESQ, positive experiences using the digital service can lead to positive attitudes towards the service, which in turn increase CS and their intention to continue using the e-service, ultimately resulting in CEL. 
The TPB's factors of attitudes, perceived behavioral control and subjective norms are crucial in determining the success of CEL, ESQ, and CS. Attitudes refer to a consumer's positive or negative feelings towards a behavior. Concerning ESQ, a consumer's attitude towards the digital service will influence their satisfaction with the service and their intention to continue using the service. The term "perceived behavioral control" relates to an individual’s confidence in their capacity to portray a certain behavior. While availing of ESQ, a customer's perceived control over the digital service will influence their satisfaction with the service and their intention to continue using the service (Ajzen, 1991). 

Subjective norms are the individual's perception of what other people think about his/her behavior. In the case of ESQ, a consumer’s perception of the norms surrounding the use of digital services will influence their attitude towards the service and their intention to continue using the service. The complex relationship between our study variable i.e. CEL, ESQ, and CS can be interpreted by the idea of TPB. By considering the factors of attitudes, perceived behavioral control and subjective norms, organizations can design and implement digital services that are more likely to lead to positive outcomes such as CEL. 
When customers perceive high ESQ, they are inclined to possess positive attitudes, perceive greater control over their loyalty behavior, and have the intention to remain loyal, which can lead to actual loyalty behaviors.  Furthermore, CS can have a mediating effect between ESQ and CEL.  Customer loyalty and their intentions to purchase can be increased by providing an efficient ESQ.  Loyal customers will only continue to be loyal if they are satisfied by the e-service of the brand. According to Anderson and Srinivasan (2003), e-loyalty is a combination of both behavioral and attitude-based aspects. Customer loyalty is a firm commitment to continue patronizing or repurchasing a product or service in the future. This behavior is rarely affected the marketing initiatives of the rivals. (Oliver, 1997). Therefore, the theory of planned behavior supports the relationship between ESQ, CS and CEL, by proposing that ESQ can influence attitudes, perceived behavioral control and subjective norms, sequentially affecting the intentions of consumers to remain loyal and overall satisfaction with the e-service.

2.2. [bookmark: _Toc134362796][bookmark: _Toc137729255]Website Design and Customer Satisfaction:

In online businesses website, design plays a significant role. The information available on the website is important for any sort of online business (Wolfinbarger, 2001). CS is defined as the contentment of the customer with respect to his or her prior purchasing experience with a given electronic commerce firm (Oliver 1997). The information present at the site should be related to the product and services, so consumers get it in a relevant way. Relevant information plays the role of the salesperson (Samar, 2017; Zeithaml, 2002). 



Websites have made the consumer's life easier; it gives a direct option to select the product of your own choice and do not take much time to search (Alba, 1997; Rahi,2017). When purchasing any product quality information matters a lot, it is the motivational key for the consumers to buy that specific product on the internet (Cristobal, 2007; Wolfinbarger & Gilly, 2001). The quality of the kind of information available on the website includes the description of that product which is easily available at the site. A research by Aladwani and Palvia, 2002 had focused on three major domains and dimensions that included the layout of the content displayed, the frequency of content updates provided by WD and the level of user-friendliness it is capable of adopting. The content layout should be very specific regarding the products, what and which product falls under which category. (Yang & Fang, 2004).  The content should be updated; if there are some changes made on the site it should be visible to the audience (Barnes & Vidgen, 2002). For example, it’s important for companies to operate their website functioning in such a way which makes the order and consumption process smoother. (Samar, 2017)

H1: There is a significant and positive relationship between Website Design and Customer Satisfaction.


2.3. [bookmark: _Toc134362797][bookmark: _Toc137729256]Reliability and Customer Satisfaction:

Reliability is defined as “the ability to perform the promised service accurately and consistently, including frequency of updating the website, promptly reply to customer inquiries, and accuracy of online purchasing and billing” (Santos, 2003). There have been multiple studies to prove this (Wolfinbarger & Gilly, 2003) in literature stating how the quality of e- service is highly influenced by the perceived R of the services being provided. R is an important influencing factor that also impacts CS where a past literature observed (Dutta, 2009) how the expectations of customers had risen than their perceptions creating a gap in CS level. This gap has also been observed in the skincare industry of Pakistan. Customers were found to particularly want to do business with different firms who kept their promises in various aspects, especially services outcome and core activities of services provided. This R in turn positively impacted CS. (Hennayake, 2007). 

According to (Dharmalingam, 2011) CS is strongly positively impacted by ESQ measures. (Zhu, 2002) explains in the literature that the CS is strongly impacted by the R dimension of the service quality with electronic service system of firms. In turn, it requires industries to have an improved WD that helped businesses retain customers through proper service quality, providing them with a comfortable environment for online transactions.

H2: There is a significant and positive relationship between Reliability and Customer Satisfaction.

2.4. [bookmark: _Toc134362798][bookmark: _Toc137729257]Security /Privacy and Customer Satisfaction:

A definite plus categorical view of S/P is presented as “a form of protection to ensure the customer’s safety and to prevent hackers from invading the customer’s privacy” (Dixit & Datta, 2010). The most concerning privacy problems in e-services include the leakage of personal and private data of customers, and fraud and deception in transactions (Zeithaml, & Oliver, 1996). Privacy holds significant and universal importance in every area of life. However, it is paramount for both customers and businesses in the organizational or business context. (Zhao & Saha, 2005). One can find a profound association involving privacy and satisfied customers (Haque et al., 2009). The chances are higher that a customer will be more satisfied with the services of a business when he/she is given complete protection against privacy concerns (Ahmad & Al-Zu’ bi, 2011). Addressing the privacy concerns in e-services rather than products, the preference of customers is to get absolute security against their personal and credible information while making transactions (Zhao &Saha, 2005).
Pre-existing work has revealed that CS is highly conditional on the privacy given to them (Ling & Huat, 2015). The study addresses the issue of a decline in CS with internet services and the main reason behind it was the privacy concerns of customers (Boon, 2015). S/P shows itself as one of the five leading variables that trigger CS (Zeithaml, 2002). The privacy dimension strongly determines the decision of customers about a purchase or transaction using a website (Ross, 2005). 

The substandard system and tools of personal and financial security can be a leading cause of customer dissatisfaction (Meuter, 2000). Organizations must protect the data of customers which has been gathered electronically during the interaction with customers so that the established client base remains committed and loyal to the firm (Kassim & Abdullah, 2010; Ismail & Hussain, 2013). Whenever there is a use of electronic media or the Internet for purchase transactions, the privacy system is the focal point for customers to evaluate the R and trustworthiness of an e-business (Wang,1998).

H3: There is a significant and positive relationship between Security/Privacy and Customer Satisfaction.


2.5. [bookmark: _Toc134362799][bookmark: _Toc137729258]Customer Service and Customer Satisfaction:

The term "customer service" refers to a variety of service-related activities, such as salesperson assistance with product selection and support, problem-solving, responses to frequently asked questions via email and other channels, distribution of desired information, completion of credit and payment transactions, and logistical tasks (Zeithaml, 2002; Park & Kim, 2003). CSER excellence, according to Norizan and Abdullah (2010), significantly affects CS, which in turn influences the likelihood that they will make another purchase. 
Reibstein (2002) asserts that for a satisfied customer, post-purchase CSER plays a critical role. Several activities are associated with the success of an e-commerce business. These activities comprise responding quickly to the queries and concerns of consumers, making services available on time, and getting feedback on the quality of the services offered (Hsu, 2008; Liu, 2008). Following previous research, we anticipate a relationship between CSER and CS. CSER is a crucial aspect of the e-commerce purchasing process in the consumer’s mind (Zeithaml, 2002). Online transactions can be quite sensitive, and customers expect high-quality services including speedy and accurate transactions as well as individual attention for their emails and inquiries (Samar, 2017). Therefore, website developers must keep in mind that their work must satisfy customer expectations. 

Numerous researchers have supported and examined this aspect of the quality of e-services, including Liu and Arnett (2000); Wolfinbarger and Gilly (2003). Service dependability, personalized service, quick resolution of complaints, and customer sensitivity all contribute to CSER. 

H4: There is a significant and positive relationship between Customer Service and Customer Satisfaction.

	
2.6. [bookmark: _Toc134362800][bookmark: _Toc137729259]Customer Satisfaction and Customer E-Loyalty:

CS and CEL represent a favorable relationship. Loyalty seems to be an attitude that depicts the favorable perception of a brand leading to repeated buying behavior (Yuen & Chan, 2010). The significance of making R is permitting a client's maintenance in worthwhile ways while zeroing in on guaranteeing the fulfillment of the purchaser (Quach & Thaichon, 2016). Loyal customers invariably express appreciation and acclamation toward the brands that are fulfilling their needs and wants (Casaló, Flavián, & Guinalíu, 2008). Addressing the analysis of e-loyalty among customers falls under three main categories which include behavioral approach, attitudinal approach, and integrated approach (Oh, 1995). The buyer’s data about frequent transactions from one site, and re-visiting the same site is examined through a behavioral approach. The attitude approach induces client steadfastness from mental inclusion, and bias, with a feeling of generosity to a specific item or service provision. 
Anticipations require praise and recognition of the firm among the target audience. Lastly, the integrated approach involves the combination of behavioral and attitudinal variables, to design a paradigm of loyalty through electronic services. Anderson & Srinivasan (2003, p. 125) defined CEL as “the habitual purchasing arises from encouraging viewpoint and good opinion of buyers toward a digital business.” When a consumer’s perceived value is positive regarding, any commodity built by real-time experience, that state of feeling (behavior and attitude) let him purchase again from that brand, it highlights the satisfaction of a customer because of his frequent purchase from the same brand or company. 

The customer’s level of satisfaction defines his loyalty to that brand. As far as marketing is concerned, CS can be viewed as either joy or frustration of a client, originating by looking at the apparent outcomes of purchasing an item or service with the assumptions for that item and service (Zeithmal,2009).

H5: There is a positive and significant relationship between Customer Satisfaction and Customer E-Loyalty.
	
2.7. [bookmark: _Toc134362801][bookmark: _Toc137729260]Website Design and Customer E-Loyalty:

CEL is defined as ‘the intention of a customer to reuse the online services that are being provided by the brand’s website in the future’ (Amin & Fontaine, 2013). CEL is often times focused heavily on at times where the customer feels that the information displayed and taken is kept confidential and that the transactions that are made by the customers are safe (Thaichon, 2014). This analysis added the security factor inclusive of the trust level that the customers are able to achieve through the company websites; all in addition, to the quality of the information provided and measures adapted by the company in order to secure and maintain the privacy of consumers and their data during and after a transaction is made (Faraoni, 2018). The Web climate is generally impacted by framework assaults (Dhillon, 2006). Due to such reasons, consumers do not feel secure making an online transaction as there is a constant fear present of fraudulent activities and possible leakage of consumer sensitive data (Liang & Xue, 2007). Websites that secure the consumers' personal data, and provide security information gains customer trust (Galati, Crescimanno, Tinervia, & Fagnani, 2017).

H6a: There is a positive and significant relationship between Website Design and Customer E- Loyalty.





2.8. [bookmark: _Toc134362802][bookmark: _Toc137729261]Reliability and Customer E-Loyalty:

Customer loyalty is developed overtime, created through the firm staying persistent in its services and at times crossing customer expectations to create a circle of loyalty among customers (Teich, 1997). According to (Kotler, 1999) a new customer's acquisition costs are five times more than an existing one. Whereas (Bloemer, 1195) argues that loyalty in any manner is the actual re-purchase of an item from the brand repeatedly. Adebisi (2010) studied the positive attitude that a customer has towards this re-purchasing factor in a customer’s life cycle. Although literature (Ajzen, 1980) argues that loyalty cannot always be measured through re-purchase behavior where in fact re-purchase from a brand can be influenced by multiple moderating factors such as social norms. Where in the study of (Cronin, 1992) customer loyalty was not shown to be significantly impacted by service quality factors in the literature. Whereas literature such as, (Boulding, 1993) found a positive strong relationship between both. Hence, to make customer a loyal buyer it is important that the service provider should be reliable. 

H6b: Reliability has a positive and significant effect on Customer E-Loyalty.


2.9. [bookmark: _Toc134362803][bookmark: _Toc137729262]Security/privacy and Customer E-Loyalty:

Privacy implies a critical factor for sustaining the long-term trust and e-loyalty of customers (Zeithaml, 1998). The literature on marketing interprets CEL in terms of two perspectives: loyalty to the product/service and repurchase behavior (Lin, Feng, & W.Yuan, 2007).  Privacy of personal information is one of the top reasons that consumers avoid using services through the Internet, and this can also significantly hinder customer loyalty toward a brand (Wahab, Zahari, & Nor, 2011). The loyalty of customers is a major determinant of the competitive advantage of a business and it has also been observed that in the modern era of technology and electronic business, gaining customer loyalty has been a challenge for businesses (Peterson, 2002). Satisfied customers consequently bring increased revenue, steady market shares, and equity which helps to enhance customer loyalty (Capizzi & Fergusan,2005).

Privacy protection ensures a reliable and communal relationship between a business and its consumers (Yang & Peterson, 2004). This relationship can further lead to attaining and preserving CEL (Yang, & Peterson, 2004). When customers are facilitated with the best quality services along with privacy protection using the internet, the business can eventually start securing the trust and loyalty of customers (Taylor & Hunter, 2002). Privacy concerns are not a problem in the present day, but it has been seemingly addressed because of the trend of the internet and online service surroundings (Shalhoub, 2006). The earlier studies discovered that customers are firmly concerned about their privacy protection requirements; therefore, it is the duty of public relations managers to develop strategies to protect the privacy and security of buyers (Attaranm, & Vanlaar, 1999). Databases and search engines being extensively used are making it effortless to get access to personal and private information (Goldberg, Wegner, &Brewer, 1997). In comparison with traditional marketing services and communication, online services or e-services finds privacy issues a more critical and complex challenge (Shalhoub, 2006). Being a critical determinant of customer loyalty, it is extremely important that privacy issues of consumers are secured with well-planned strategies (Miyazaki & Fernandez,2001).

H6c: There is a significant and positive relationship between Security/Privacy and Customer E- Loyalty.

2.10. [bookmark: _Toc134362804][bookmark: _Toc137729263]Customer Service and Customer E-Loyalty:

As per past marketing literature, interactions of consumers with a product or service have been proven a crucial factor in shaping their perceptions and attitudes towards a brand (Zeithaml, 2000). Customers are more likely to have an optimistic approach towards the service provider only when their experience of availing services is smooth. These customers are referred to be loyal and intend to repurchase, spread positive word of mouth, and pay higher prices (Fatima, Malik, & Shabbir, 2018). Positive experience with a brand provides the basis for customers to create brand awareness by recommending it to others who can become customers shortly (Buttle, 1998). As per the above association presumed, loyalty and a positive attitude are built in customers when they receive top-notch services. Consequently, efficient CSER will develop a loyalty pattern in the customers.

H6d: Customer Service has a positive and significant effect on Customer E-Loyalty.

2.11. [bookmark: _Toc134362805][bookmark: _Toc137729264]Website Design, Customer Satisfaction and Customer E-Loyalty:

The success of a transactional experience for a consumer is affected by problem solving (Mangunyi, 2018) along with easy use of website (Kassim, 2010). The consumer perception of e-dealing with the brand can be positively influenced by these elements which can turn into CEL (Manunyi, 2018). The enhancement of the quality of a website being provided by a service retailer is an important factor that determines the customer’s satisfaction and e-loyalty (Thaichon, 2014). Good purchasing experience is provided by the easy exploration. The proficiency of a site permits clients to give orders rapidly, prompting higher fulfillment levels (Faraoni, 2018). Therefore, a well- designed website has a positive impact on CS (Cyr, Kindra, & Dash, 2009). 
The relationship of WD with CEL while being effected by the mediator CS can be explained through various means. Although the theory of planned behavior (TPB) that was introduced by the researcher Ajzen in 1991 explains this relationship in a much more defined and clear manner (Ajzen, 1991; Ajzen & Fishbein, 1980). TPB explains how human behavior towards a certain purchase relies on factors that include their intentions, attitudes, and behavioral perceptions. The WD creates a perception of ease of use and design that appeals to eyes through which consumers are able to navigate through. This brings a change in how consumers are able to perceive the factors of convenience, ease and creativity in execution of product display. Consumers who are more intrigued by the website layout and design are satisfied by their visit on the online platform tend to spread a much more positive word of mouth to encourage revisit and repurchase of services/products. This creates a long-term plan for CS that leads to CEL. (Zeithaml; Parasuraman, & Malhotra, 2002). The studies conducted by Dolly and Pruthi, 2014 had concluded the existence of a significant relationship which was surrounded around the idea of WD and its plausible impact on e-loyalty of customers (Bezhovski, 2016).  




In particular, the convenience of website incorporates components that add to keeping a decent connection with online consumers (Clifford, 2012; Rosário, 2015). A consumer who perceives a positive interaction with the site, feels ease to use, gets updates and security will be satisfied, and based on that satisfaction level the consumer’s e-loyalty can emerge. 

H7a: CS mediates the positive and significant relationship between Website Design and Customer E-Loyalty.

2.12. [bookmark: _Toc134362806][bookmark: _Toc137729265]Reliability, Customer Satisfaction, and Customer E-Loyalty:

The literature review suggests that to retain customers in internet banking, it is crucial to continuously enhance the ESQ and its related factors such as e-CS and e-loyalty. This can be achieved by consistently improving the services offered to customers (Mdariff, 2012). Boulding et al. (1993) had suggested the firms who provide good service quality are the ones who build customers for long term. Zeithaml et al. (2002) proved in his research to measure ESQ directly has become difficult. Multiple studies have also found out how there is a significant impact on e-loyalty of customers through the mediating effect satisfaction of customer (Treiblmaier, 2006). The theory of planned behavior suggests that a person's intentions are the key determinant of their behavior. Some literature argues that ESQ has a direct impact on loyalty through its variables such as R and willingness to purchase; there have been many studies that also proved the mediation effect of CS on the relationship between R and CEL (Caruana, 2002). The theory states that attitudes, subjective norms, and perceived behavioral control all contribute to a person's intentions. According to (Szymanski, 2000) the certain aspects which are associated with product information and WD are important determinants that influence and form CS. R is a critical factor that influences CS. If a product or service is reliable, it is more likely to meet customer expectations and lead to higher levels of satisfaction. 
This satisfaction can then lead to positive attitudes towards the brand and the intention to remain loyal. Where CS is an important determinant but is not sufficient that it impacts CEL on its own leading to repurchasing (Bloemer, 1995). Herington and Weaven (2007), Chang and Wang (2011) and Kumar and Shenbagaraman (2017) concluded CEL is a direct consequence of ESQ.

H7b: CS mediates the positive and significant relationship between Reliability and Customer E-Loyalty.
	
2.13. [bookmark: _Toc134362807][bookmark: _Toc137729266]Security/privacy, Customer Satisfaction, and Customer E-Loyalty:

S/P concerns are a source to gain the e-loyalty of the customers with an impact on CS (Novak & Peralta, 1999). When evaluating the worth of online services, privacy and security are the key factors (Culnan & Armstrong, 1999). Customer loyalty in e-services is primarily gained through satisfying all requirements of customers, therefore securing interaction and communication is one way to achieve this purpose (Weiss, 2000). Academic research evaluated that CS is an intermediate agency that connects S/P with CEL (Oliver, 1997). A diverse number of researches show that there is a great contribution of privacy protection toward CEL with the impacts on CS, particularly in internet-based businesses (Bolton & Drew, 1991) (Saxen&Iyer,2009).
The use of the Planned Behavior Theory (PBT) (Ajzen & Fishbein, 1991) is considered a conceptual basis for better explaining the relationship of S/P with CEL via CS. The theory suggests that a person’s behavior towards a purchase is based on intentions, attitudes, norms, and behavioral perceptions. In terms of the S/P of the website, the customer’s intentions to shop are built on his/her attitude and understanding of security concerns. For instance, if a person has a strong attitude and concerns towards security measures and has perceived vulnerability to online threats, he/she is more likely to engage in the purchase process (Mahadin et al., 2020b). Consumers with nil S/P problems are prone to spread favorable opinions and adapt constant buy-back behavior, which shows their loyalty towards the brand. This loyalty and long-term trust is the result of satisfaction that customers get through the services of a brand in all respects (Zeithaml; Parasuraman, & Malhotra, 2002). It has been demonstrated that ESQ is directly connected with CEL and affected by CS. Being a considerable feature of ESQ privacy causes a substantial contribution to the trust and repurchases behavior of consumers (Zeithaml, 1996) (Boulding, 1993). 


Many e-service marketers are being subjected to penetrating the customer’s personal and credible information. Due to this action, customers of these businesses became highly dissatisfied and lost their trust in their respective brands (Culnan & Armstrong, 1999). This raised an important issue to be addressed for online marketers, as they must have to adapt marketing strategies that ensure the protection of the personal confidential data of customers because it largely contributes to building CEL towards a brand (Brounen 2001; Evans, &Wurster,1999).

H7c: CS mediates the positive and significant relationship between Security/Privacy and Customer E-Loyalty.	

2.14. [bookmark: _Toc134362808][bookmark: _Toc137729267]Customer Service, Customer Satisfaction, and Customer E-Loyalty:

The relationship between CSER and CS can be direct or indirect according to the earlier research done on these two variables. CS intervenes in the indirect effect (Zornozaand & Tena, 2001). However, the focus of prior research has been mainly on the direct relations between CSER, CS, and CEL. The indirect relation between these variables remained understudied. CS has a major impact on how consumers perceive things and how they behave (Shemwell; Yavas, & Bilgin, 1998). The efforts and investments of businesses in proving quality services may go in vain if the expectations of customers fall short and may leave them dissatisfied (Kotler & Keller, 2009). This mainly occurs due to the significant discrepancy found between the quality of service claimed and provided. 
The relationship between CSER, CS, and CEL can be explained with the help of the theory of planned behavior. If a customer observes that the quality of CSER is as per the brand’s claim and efficient, it will positively influence their attitude towards the business. This positive attitude will, in turn, increase their intention to continue doing business with the company, which will lead to CEL (Viswanathan et al., 2020). Additionally, consumer satisfaction is dependent on a variety of assessments and expectations; therefore, quality does not necessarily translate to satisfaction. As a result, gaining clients' loyalty solely through CSER is difficult (Fatima; Malik & Shabbir, 2018). 	
By the above, it can be anticipated that CS will have a mediating effect between CSER and CEL

H7d: CS mediates the relationship between Customer Service and Customer E-Loyalty.

2.15. [bookmark: _Toc134362809][bookmark: _Toc137729268]Conceptual Framework:

[bookmark: _Toc137730167]Figure 1: Conceptual Framework
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3. [bookmark: _Toc134362810][bookmark: _Toc137729269]RESEARCH METHODOLOGY
3.1. [bookmark: _Toc134362811][bookmark: _Toc137729270] Target Population:

We have selected the customers of organic skincare brands in Pakistan for our target population. The study focuses on the skincare industry of Pakistan as a target population to gain insights into customer e-loyalty and its relationship with e-service quality. With the industry's growing market and increasing reliance on digital platforms, examining customer loyalty within this context provides valuable understanding for businesses operating in the online skincare marketplace. The specific dynamics and competitive nature of the skincare industry make it an ideal setting to explore the factors influencing customer e-loyalty and contribute to the understanding of e-service quality in a niche industry context. The data is collected from the customers of skin care brands used in Lahore city, as Lahore is considered to be the largest city in Pakistan in terms of population. There are total 5 organic skincare brands selected as mentioned in Table 2 below. Therefore, our data for the proposed study is collected from the customers of selected skincare brands. The following Table 3.1 highlights the listing of all selected skincare brands in Pakistan.

[bookmark: _Toc137730196]Table 2: List of Organic Skincare Brands of Pakistan
	Sr. #
	Active Organic Skincare Brands

	1
	Conatural

	2
	Saeed Ghani

	3
	Skin Deep International

	4
	WB Hemani

	5
	Organic Traveller

	6
	Other





3.2. [bookmark: _Toc134362812][bookmark: _Toc137729271] Sampling Design and Selection: 

Non-random convenience sampling is used for the selection of the desired sample. Convenience sampling allows the selection of samples from the easily accessible part of the target population. It is a non-probability sampling method which is majorly based on two factors which include the willingness of the participants and their availability to respond. Therefore, we have selected participants using a few methods such as distributing the questionnaire online through social media platforms and emails, communicating with the participants personally, and using referrals from existing customers. 

3.3. [bookmark: _Toc134362813][bookmark: _Toc137729272] Sample Size: 

For selecting the sample size, the suggestions of Kline (2015) & Field (2013) are followed, which says that against each item in the questionnaire, there must be a maximum of 10 responses. There are a total of 19 items in our survey questionnaire, therefore, (10 × 19=190). The sample size of 190 for the current study will be sufficient to achieve generalized results. A total of 300 questionnaires were distributed among customers to get the desired number with accurate and reliable data so that the responses with missing information or non-reliable results will be excluded. Therefore, we have collected 250 sample data that are completely useful and accurate out of 300 responses and are used for further analysis. 

3.4. [bookmark: _Toc134362814][bookmark: _Toc137729273] Measurements and Scales:

The variables in this study are measured using methods that have been proven effective. All of the variable items are inspected using a five-point Likert scale. 
Each participant will rate their opinion on a five-point Likert scale ranging from 1 to 5, as to Strongly Disagree to Strongly Agree. 


3.4.1. [bookmark: _Toc134362815][bookmark: _Toc137729274]E-Service Quality:
ESQ is defined as the measure to which a company’s website features the purchasing, and delivery of product experience to the customers (Zeithaml,2001). The quality of electronic services of a website is measured by using the comQ scale generated by Wolfinbarger & Gilly, (2001) which comprises the measures of WD, R, S/P, and CSER.

3.4.1.1. [bookmark: _Toc127309959] Web Design:
WD will be measured by using a scale generated by Wolfinbarger & Gilly, (2001) called the comQ containing WD which consists of 4 items. The sample item for WD is “It is quick and easy to complete a transaction at this website”
3.4.1.2. [bookmark: _Toc127309960] Reliability:
A 3-item scale developed by Wolfinbarger & Gilly, (2001) called the comQ is used to quantify the R.  The sample item for this variable is “The product is delivered by the time promised by the website”.

3.4.1.3. [bookmark: _Toc127309961] Security/Privacy:
S/P is measured by Wolfinbarger & Gilly’s (2001) proposed scale called the comQ scale containing a privacy/ security scale consisting of 3 items. The sample item for security is “I feel that my privacy is protected at this site”.

3.4.1.4. [bookmark: _Toc127309962] Customer Service:
CSER will be measured by using a scale generated by Wolfinbarger & Gilly, (2001) which consists of 3 items. The sample item for WD is “I can always enquire online about the product update”.

3.4.2. [bookmark: _Toc134362816][bookmark: _Toc137729275]Customer Satisfaction:
CS is assessed by using a scale developed by Chang, Wang, and Yang (2009). It includes 3 items. The sample item for CS is “Based on all of my experience with this brand, I feel very satisfied”.

3.4.3. [bookmark: _Toc127309964][bookmark: _Toc134362817][bookmark: _Toc137729276]Customer E-Loyalty:
Chang, Wang Yang’s (2009) scale was employed for measuring CEL. The scale consists of 3 items. Repurchase intention and word of mouth are the sub-dimensions of CEL. The sample item for repurchase intention is “When I need to make a purchase, this website is my first choice”. For word of mouth, the sample item is “I would encourage friends and relatives to use the website”.






















[bookmark: _Toc137730197]Table 3: Measurements and Scales
	
Sr.#
	Variables
	Items
	Sample
	References

	1
	Website Design
	
4
	“This brand has a good website selection.”
	Wolfinbarger & Gilly, (2001)

	2
	Reliability
	
3
	
“The service is delivered by the time promised by the brand.”
	Wolfinbarger & Gilly, (2001)

	
3
	
Security/Privacy
	

3
	
“I feel that my privacy is protected at this site.”
	
Wolfinbarger & Gilly, (2001)

	4
	Customer service
	

3
	
“I can always enquire online about the product update.”
	
Wolfinbarger & Gilly, (2001)

	6
	Customer Satisfaction
	
3
	“Based on all of my experience with this brand, I feel very satisfied.”
	
Chang, Wang & Yang, (2009)

	7
	Customer E-loyalty
	
3
	
“When I need to purchase organic skincare, this website is my first choice.”
	
Chang, Wang & Yang, (2009)










4. [bookmark: _Toc134362818][bookmark: _Toc137729277]DATA ANALYSIS

Data analysis is an important component of any research as it plays a crucial role in interpreting the findings and conclusions from the collected data for our variables. In this chapter, the data collected from our study has been transformed and presented through both statistical and inferential techniques. 

4.1. [bookmark: _Toc134362819][bookmark: _Toc137729278] Descriptive Statistics
4.1.1. [bookmark: _Toc134362820][bookmark: _Toc137729279]Frequency Analysis

Table 3 provides a frequency, analysis of research respondents by their gender, Employment Status, Industry, and Purchase Frequency. The results disclosed that most of the respondents were female (203, 81.20%) while the rest of the respondents were male (47, 18.80%). Out of 250 respondents, 173 belonged to the services industry (173, 69.20%) and 77 were working in the manufacturing industry (77, 30.80 %). 


[bookmark: _Toc137730198]Table 4:  Frequency Analysis of Respondents' Gender, Purchase Frequency and Method
	
	Frequency
	Percentage

	Gender

	Female
	203
	81.20

	Male
	47
	18.80

	Purchase Frequency

	Never
	10
	4.00

	Rarely
	61
	24.40

	Sometimes
	93
	37.20

	Often
	67
	26.80

	Always
	19
	7.60

	Payment Method

	Credit Card
	20
	8.00

	Debit Card
	20
	8.00

	Cash on delivery
	210
	84.00


	
The number of respondents that said they purchased organic skincare products sometimes was 93(93, 37.20%). 67 respondents often purchased the products (67, 28.70%), and 61 participants rarely purchased organic skin care products (61, 24.40%), 19 respondents always purchased the organic skincare product (19, 7.60%). Only 10 participants never purchased any organic skin care product (10, 4.00%). For purchasing skincare products online 84% of the participants used the Cash on the Delivery method (210, 84%).  The number of respondents that used the ‘debit card’ and ‘credit card’ for payment was 20 (20, 8.00%).

[bookmark: _Toc137730199]Table 5: Participant’s Purchase Frequency and Method by Gender

	Gender

	
	Female
	Male
	Total

	
	Frequency

	Purchase Frequency

	Always
	17
	2
	19

	Often
	55
	12
	67

	Sometimes
	78
	15
	93

	Rarely
	46
	15
	61

	Never
	7
	3
	10

	Payment Method

	Credit Card
	13
	7
	20

	Debit Card
	10
	10
	20

	Cash
	180
	30
	210






The distribution of research participants’ purchase frequency by gender is presented in Table (5) Out of 250 participants, 180 females and only 30 males used the cash-on-delivery method. The debit card facility was used by both 10 females and males. Lastly, the number of females that used credit cards for online purchase of organic skincare products were 13, and only 7 males paid for the products using a credit card.

4.1.2. [bookmark: _Toc134362821][bookmark: _Toc137729280]Descriptive Analysis: 

Descriptive analysis is a descriptive statistical method that shows the number of occurrences of each response chosen by respondents. It determines the mean, median, mode, standard deviation, minimum and maximum values of control variables. The frequency analysis of the current study is presented in the Table below.


[bookmark: _Toc137730200]Table 6: Descriptive Statistics of Respondent’s Education and Age
	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	Education
	250
	10
	23
	15.57
	1.886

	Age
	250
	15
	60
	24.26
	6.032




The table provides a summary of the descriptive statistics of respondents. All the variables were assessed using a five-point Likert scale. The results of descriptive statistics anticipate that the minimum range of education is 10 and the maximum range is 23. The array of mean values ranged from 15.57 to 24.26 while the standard deviation of responses lies between 1.886 and 6.032. The mean score for items of education and age shows that the mean of education is 15.57 and age is 24.26. The standard deviation is 1.886 for education and 6.032 for age. The maximum range of education is 23 and for age is 60.


4.2. [bookmark: _Toc137729281][bookmark: _Toc134362822] Assumptions:

SPSS, as a statistical software, assumes certain conditions for accurate analysis. These assumptions include multicollinearity, autocorrelation, and data normality. Multicollinearity refers to the absence of high correlations among predictor variables in regression analysis, as it can lead to unstable estimates. Autocorrelation relates to the independence of observations in time series or panel data, where consecutive observations should be unrelated. Lastly, data normality assumes that the data follow a normal distribution, which is important for conducting parametric tests accurately. Assessing and addressing these assumptions in SPSS can ensure the validity and reliability of statistical analyses and interpretations. These assumptions are discussed below of this research’s data set. 

4.2.1. [bookmark: _Toc137729282]Multicollinearity Statistics:

Multi-collinearity is a condition in the multiple regression model when more than one independent variables appear to be closely associated with each other. It can result in the unreliability and instability of the analysis because its existence means similar effects of each predictor variable on the dependent variable. Therefore, multi-collinearity statistics are used to determine whether predictor variables are highly interdependent. Multi-collinearity among the predictors in this study is analyzed with the help of variance inflation factor (VIF), tolerance, and condition index. The VIF ought to be less than 10, the tolerance value should be greater than 0.1, and the condition index must be less than 15. The analysis of this study detected the tolerance for all study variables above 0.1, such as WD (0.880), R (0.638), CSER (0.643), S/P (0.666), and CS (0.533).  Furthermore, the VIF values for all the variables are below 10 as WD (1.137), R (1.567), CSER (1.556), S/P (1.500), and CS (1.875). In addition to this, the condition index is also a determinant of multi-collinearity recorded as less than 15 for all the study predictor variables. So, the results show that multi-collinearity does not exist among variables as all the values of VIF, tolerance, and condition index are supporting the results.

4.2.2. [bookmark: _Toc134362823][bookmark: _Toc137729283]Autocorrelation Statistics:

Auto-correlation refers to the degree of correlation between the values of the same variables across different observations in the data. The level of resemblance among variables over time is identified through this statistical method. The existence of auto-correlation shows a pattern in the data indicating the absence of normally distributed data. Auto-correlation is the major cause of biased and inefficient estimates of regression coefficients, hence errors can occur in determining the significance of variables. Therefore, the Durbin-Watson (DW) statistic is accustomed to measuring the auto-correlation in the regression model. The value of Durbin Watson ranges from 1.5 to 2.5. If the statistical value falls under the given range, it indicates that no autocorrelation exists. If the value is above 2.5, it shows positive autocorrelation, and below 1.5 shows a negative correlation. The regression results show that autocorrelation does not exist among the current study variables as DW is computed as 2.189. 
4.2.3. [bookmark: _Toc134362824][bookmark: _Toc137729284]Data Normality:

The normal distribution of data is defined as the condition where data is symmetrically distributed around the mean, normally considered as the midpoint. The normal distribution of data is ensured by the descriptive analysis of data along with the coefficients of Skewness and Kurtosis. It measures how dispersed or closely related is the distribution of the data. The value range for skewness is -1 to +1, whereas the favorable value of kurtosis lies between -3 to +3. The normality results for the current data show that the data for all variables is normally distributed and supported by the values of Skewness and Kurtosis. All the resulting values fall under the given range of both coefficients. 

4.3. [bookmark: _Toc134362825][bookmark: _Toc137729285] Correlation Matrix:

A quantitative technique that is often useful for determining the orientation of covariance and dependency among study variables is called correlation analysis. The extent to which two variables are related to each other is determined by the bivariate correlation analysis. Concerning the preliminary support of the hypothesis, bivariate correlation analysis is performed among study variables. It helps to identify significant connections, patterns, or trends among variables. 

The results of the correlation matrix identify the relationship in three forms: positive correlation, negative correlation, and no correlation. The relation is identified with the help of the Correlation Coefficient called Pearson Correlation. Table 6 illuminates the resulting correlation values of study variables.

[bookmark: _Toc137730201]Table 7: Correlation Matrix
	Variables
	Mean
	SD
	1
	2
	3
	4
	5
	6

	1.Website Design
	2.312
	0.724
	1
	
	
	
	
	

	2.Reliability
	2.321
	0.736
	0.255**
	1
	
	
	
	

	3.Security/Privacy
	2.365
	0.718
	0.235**
	0.448**
	1
	
	
	

	4.Customer
Service
	2.417
	0.685
	0.224**
	0.461**
	0.455**
	1
	
	

	5.Customer
Satisfaction
	2.497
	0.848
	0.330**
	0.544**
	0.515**
	0.541**
	1
	

	6. Customer	E-
Loyalty
	2.572
	0.766
	0.176**
	0.442**
	0.508**
	0.453**
	0.598**
	1


     ** Correlation is significant at the 0.01 level (2-tailed). 

For initial support to our proposed hypothesis, the bivariate correlation analysis is performed among study variables as presented in Table 6 with the calculated values of mean, standard deviation (SD), and Pearson coefficient. All the correlation coefficients are positive as revealed in Table 6 earlier, which indicates that there exists a positive relationship among all variables. However, the strength of the alliance varies accordingly. Statistical values of the correlation coefficient provide evidence that the WD and R, are positively and significantly related to each other (r = 0.255, p<0.01).  Whereas we can predict a strong positive relationship between CS and CEL as r = 0.598, the proximity of the coefficient value to 1 declares this relationship comparatively stronger. 




The relationship of CSER with all other variables appears to be strongly positive (0.461, 0.455) except for the variable WD since it is identified in the Table 6 above that there is a weakly positive correlation betweeb WD & CSER. However, WD has a weak positive correlation with other variables (0.176 – 0.330). The above-presented correlation matrix provides the initial support to our proposed hypothesis as there is a positive relationship among all variables with a significance level of 0.01. However, the strength of all relationships differs.

4.4. [bookmark: _Toc134362826][bookmark: _Toc137729286]  Reliability:

We computed the Cronbach alphas values which determine two factors which include the reliability of the variables and the internal consistency between the items of a variable. The threshold of Cronbach alphas value should be greater or equal to 0.7 (kline;1998) dictated that a value higher than 0.9 is Excellent; near 0.8 is very good and a value of 0.7 is adequate.

[bookmark: _Toc137730202]Table 8: Reliability Analysis
	Variable
	No. of Items
	Cronbach’s Alpha Value
	Level of Reliability

	Website Design
	4
	0.908
	Excellent

	Reliability
	3
	0.841
	Very good

	Security/Privacy
	3
	0.760
	Adequate

	Customer Service
	3
	0.716
	Adequate

	Customer Satisfaction
	3
	0.822
	Very good

	Customer E-Loyalty
	3
	0.831
	Very good



Reliability analysis was run on the data set that was collected for this study. The value of WD was found to be excellent; The values of R of the ESQ, CEL and CS were found to be very good; S/P and CSER of the ESQ were found to be of adequate values. 


4.5. [bookmark: _Toc134362827][bookmark: _Toc137729287] Hypothesis Testing:

We tested all hypotheses through regression; we utilized SPSS Process macro (model 4, Preacher and Hades, 2008). A 1000 bootstrap sampling was performed on the data set for all Hypotheses. The results are described as below.

[bookmark: _Toc129020169][bookmark: _Toc137730168]Figure 2: Mediation Model 1 (Website Design as the Independent Variable)
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Customer Satisfaction mediated the impact of independent variable on Customer E-Loyalty using SPSS process macro. a, b, c and cʹ are unstandardized regression coefficients



	Direct Effect 

	Predictor
	 (Customer Satisfaction)

	
	β
	SE
	T
	P
	LLCI
	ULCI

	Constant
	1.605
	0.170
	9.429
	0.000
	1.163
	2.046

	X1 (WD)
	0.386
	0.070
	5.497
	0.000
	0.204
	0.569

	Direct effect 

	Predictor
	 (Customer E-Loyalty)

	
	β
	SE
	T
	P
	LLCI
	ULCI

	Constant
	1.264
	0.152
	8.309
	0.000
	0.869
	1.659

	M (CS)
	0.547
	0.049
	11.235
	0.000
	0.421
	0.674

	X1(WD)
	-0.025
	0.057
	-0.444
	0.658
	-0.174
	0.123

	Total Effect 

	Predictor
	 (Customer E-Loyalty)

	
	β
	SE
	T
	p
	LLCI
	ULCI

	Constant
	2.142
	0.160
	13.378
	0.000
	1.726
	2.558

	X1(WD)
	0.186
	0.066
	2.814
	0.005
	0.014
	0.358

	Indirect Effect and Significance Using the Normal Distribution

	
	Value
	SE
	LLCI
	ULCI
	Z
	P

	Sobel
	0.211
	0.090
	0.079
	0.347
	4.922
	0.000

	Bootstrap Results for Indirect Effect of X on Y

	
	
	
	M
	SE
	LLCI
	ULCI

	Effect
	
	
	0.211
	0.051
	0.079
	0.347


[bookmark: _Toc137730203]Table 9: Results of Simple Mediation Model Regressing Customer Satisfaction as a Mediator

Note: n = 250; β = Unstandardized Regression Coefficient; SE = Standard Error; Bootstrap Sample Size = 1000; LL = Lower Limit; CI = Confidence Interval; UL = Upper Limit









We analyzed the effect of ESQ (WD, S/P, R, and CSER) through the mediating effect of CS on CEL. We utilized SPSS Process macro (model 4, Preacher and Hades, 2008). A 1000 bootstrap sampling was performed on the data set. The outcome of SPSS Process shows the effect of WD on CS (H1) was found to be positive and significant. (β = 0.386, t = 5.497, p < 0.000). This value of beta suggests that an increased level of WD positively influences CS, supporting the H1 Furthermore, the effect of WD on CEL (H6a) was found as negative and insignificant. (β = -0.025, t = -0.444, p = 0.658). Although the direct effect of CS on CEL was found as positive and significant. (β = 0.547, t = 11.235, p < 0.000). The total effect model shows that the effect of WD on CEL is found to be positive and significant. (β = 0.186, t = 2.814, p < 0.005). Whereas the effect of mediation is seen in the Process (Macro) through the Sobel test (Sobel,1998). This test is used to determine the significance of mediating variable. The Sobel test (Sobel, 1982) is also used to assess whether the mediator explains the relationship between the independent (WD) and dependent variable (CEL) in a significant and statistical way. The results show that the two-tailed significance Sobel test assuming a normal distribution established that the indirect effect (0.21s) is significantly positive supporting the H1 (z = 4.922, p < 0.000). 


















[bookmark: _Toc137730169]Figure 3: Mediation Model 2 (Reliability as the Independent Variable)
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Customer Satisfaction mediated the impact of independent variable on Customer E-Loyalty using SPSS process macro. a, b, c and cʹ are unstandardized regression coefficients











[bookmark: _Toc137730204]Table 10: Results of Simple Mediation Model Regressing Customer Satisfaction as a Mediator 

	Direct Effect 

	Predictor
	 (Customer Satisfaction)

	
	Β
	SE
	T
	p
	LLCI
	ULCI

	Constant
	1.039
	0.149
	6.947
	0.000
	0.651
	1.428

	X2(R)
	0.627
	0.061
	10.214
	0.000
	0.468
	0.787

	Direct effect 

	Predictor
	 (Customer E-Loyalty)

	
	Β
	SE
	T
	p
	LLCI
	ULCI

	Constant
	1.026
	0.139
	7.375
	0.000
	0.664
	1.387

	M (CS)
	0.458
	0.054
	8.494
	0.000
	0.318
	0.598

	X2(R)
	0.172
	0.062
	[bookmark: _Hlk121313006]2.768
	0.016
	0.010
	0.334

	Total Effect 

	Predictor
	(Customer E-Loyalty)

	
	Β
	SE
	T
	p
	LLCI
	ULCI

	Constant
	1.503
	0.144
	10.409
	0.000
	1.128
	1.877

	X2(R)
	0.460
	0.059
	7.765
	0.000
	0.306
	0.614

	Indirect Effect and Significance Using the Normal Distribution

	
	Value
	SE
	LLCI
	ULCI
	Z
	P

	Sobel
	0.288
	0.525
	0.169
	0.484
	6.512
	0.000

	Bootstrap Results for Indirect Effect of X on Y

	
	
	
	M
	SE
	LLCI
	ULCI

	Effect
	
	
	0.288
	0.525
	0.169
	0.484


Note: n = 250; β = Unstandardized Regression Coefficient; SE = Standard Error; Bootstrap Sample Size = 1000; LL = Lower Limit; CI = Confidence Interval; UL = Upper Limit




The outcome obtained from SPSS Process Regression Model in table 9 shows the results for the impact of R as an independent variable on custom E-loyalty, as a dependent variable and CS as a mediator. Bootstrap resampling of 1000 was performed. For Hypothesis 2 the initial support of SPSS process was taken for the outcomes (table 9). The results of the direct effect model discover a positive and significant association between R and CS with a beta coefficient of β = 0.460, (t = 7.765, p < 0.000). This value of beta suggests that an increased level of R positively influences CS, supporting the H2. Furthermore, the effect of R on the outcome variable (CEL) is also ensuring the authorization of H7 (β = 0.627, t = 10.214, p < 0.000) considering the substantial correspondence.
The direct effect of CS on CEL is found as positive and significant (β = 0.458, t = 8.494, p < 0.000) (approving the H6b) indicating that when consumers are completely satisfied and fulfilled, they are more likely to be loyal to the firm and vice versa. In the total effect model, both the direct and indirect effects of independent variables are considered. It reveals that R has a significant and positive effect on CEL (β = 0.172, t = 2.768, p = 0.016). These provide support for Hypothesis 6b and Hypothesis 7b.  To examine the results of the mediation model, the Sobel test was used. This test helps in determining whether a variable act as a mediator and carries the impact of an independent variable to the dependent variable. Indirect effect (0.288) is significant with Sobel z = 4.369, p< 0.000 which is demonstrated by using the two- tailed significance test. The support of Hypothesis 11 was taken from Sobel test results (Table 10). The indirect effect value for this was 0.288, with 99% bootstrap confidence intervals (0. 169, 0.484). 











[bookmark: _Toc137730170][bookmark: _Toc129020171]Figure 4: Mediation Model 3 (Security/Privacy as the independent variable)
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Customer Satisfaction mediated the impact of independent variable on Customer E-Loyalty using SPSS process macro. a, b, c and cʹ are unstandardized regression coefficients











[bookmark: _Toc137730205]Table 11: Results of Simple Mediation Model Regressing Customer Satisfaction as a Mediator

	Direct Effect 

	Predictor
	                                       (Customer Satisfaction)

	
	β
	SE
	T
	p
	LLCI
	ULCI

	Constant
	1.058
	0.159
	6.644
	0.000
	0.644
	1.471

	X3(S/P)
	0.609
	0.064
	9.449
	0.000
	0.441
	0.776

	Direct effect 

	Predictor
	       (Customer E-Loyalty)

	
	β
	SE
	T
	P
	LLCI
	ULCI

	Constant
	0.851
	0.140
	6.098
	0.000
	0.489
	1.214

	M (Customer
Satisfaction)
	0.414
	0.051
	8.060
	0.000
	0.280
	0.546

	X3(S/P)
	0.291
	0.061
	4.788
	0.000
	0.133
	0.448

	Total Effect 

	Predictor
	       (Customer E-Loyalty)

	
	β
	SE
	T
	P
	LLCI
	ULCI

	Constant
	1.289
	0.144
	8.933
	0.000
	0.914
	1.663

	X3(S/P)
	0.542
	0.058
	9.291
	0.000
	0.391
	0.694

	                               Indirect Effect and Significance Using the Normal Distribution

	
	Value
	SE
	LLCI
	ULCI
	Z
	P

	Sobel
	0.252
	0.041
	0.150
	0.383
	6.112
	0.000

	Bootstrap Results for Indirect Effect of X on Y

	
	
	
	M
	SE
	LLCI
	ULCI

	Effect
	
	
	0.252
	0.045
	0.150
	0.383



Note: n = 250; β = Unstandardized Regression Coefficient; SE = Standard Error; Bootstrap Sample Size = 1000; LL = Lower Limit; CI = Confidence Interval; UL = Upper Limit
	




The outcome obtained from SPSS Process Regression Model in Table 10 shows the results for predicting CS and CEL in relation to predictor variables of S/P and CS. The results of the direct effect model discover a positive and significant association between S/P and CS with a beta coefficient of β = 0.609, (t = 9.449, p < 0.000). This value of beta suggests that an increased level of S/P positively influences CS, supporting the H3. Furthermore, the effect of S/P on the outcome variable (CEL) is also ensuring the authorization of H8 (β = 0.291, t = 4.788, p < 0.000) considering the substantial correspondence. The direct effect of CS on CEL is found as positive and significant (β = 0.414, t = 8.060, p < 0.000) (approving the H6c) indicating that when consumers are completely satisfied and fulfilled, they are more likely to be loyal to the firm and vice versa. 
The total effect model includes the direct and indirect effect of independent variables, which shows that the effect of S/P on CEL is positive and significant (β = 0.542, t = 9.291, p < 0.000). It signifies that increased S/P leads to increased CEL.  Whereas the effect of mediation is seen in the Process (Macro) through the Sobel test (Sobel,1998). This test is used to determine the significance of mediating variable. The Sobel test (Sobel, 1982) is also implemented to assess if the facilitator (CS) clarifies the relationship between the independent (S/P) and dependent variable (CEL) in a significant and statistical way. The results show according to the bilateral significance sobel analysis that the indirect effect (0.252) is significantly positive supporting the H7c (z = 6.112, p =0.000). 














[bookmark: _Toc137730171]Figure 5: Mediation Model 4 (Customer Service as the Independent Variable)
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Customer Satisfaction mediated the impact of independent variable on Customer E-Loyalty using SPSS process macro. a, b, c and cʹ are unstandardized regression coefficients










[bookmark: _Toc137730206]Table 12: Results of Simple Mediation Model Regressing Customer Service as a Mediator
	Direct Effect 

	Predictor
	                                    (Customer Satisfaction) 

	
	Β
	SE
	T
	P
	LLCI
	ULCI

	Constant
	0.878
	0.166
	5.280
	0.000
	0.446
	1.310

	X4(CSER)
	0.670
	0.066
	10.114
	0.000
	0.498
	0.842

	Direct effect 

	Predictor
	                                      (Customer E-Loyalty)

	
	Β
	SE
	T
	P
	LLCI
	ULCI

	Constant
	0.945
	0.148
	5.383
	0.000
	0.560
	1.330

	M (CS)
	0.448
	0.054
	8.372
	0.000
	0.309
	0.588

	X4(CSER)
	0.209
	0.066
	3.148
	0.018
	0.036
	0.381

	Total Effect 

	Predictor
	                                     (Customer E-Loyalty)

	
	Β
	SE
	T
	P
	LLCI
	ULCI

	Constant
	1.339
	0.158
	8.435
	0.000
	0.927
	1.751

	X4(CSER)
	0.509
	0.062
	8.065
	0.000
	0.345
	0.674

	Indirect Effect and Significance Using the Normal Distribution

	
	Value
	SE
	LLCI
	ULCI
	Z
	P

	Sobel
	0.165
	0.046
	0.190
	0.429
	6.431
	0.000

	Bootstrap Results for Indirect Effect of X on Y

	
	
	
	M
	SE
	LLCI
	ULCI

	Effect
	
	
	0.165
	0.047
	0.190
	0.429



	

Note: n = 250; β = Unstandardized Regression Coefficient; SE = Standard Error; Bootstrap Sample Size = 1000; LL = Lower Limit; CI = Confidence Interval; UL = Upper Limit







To assess the impact of CSER (independent variable) on CEL (dependent variable) through the influence of CS (mediator) SPSS Process macro model 4 (Preacher and Hayes, 2008) was used. Bootstrap resampling of 1000 was performed. Table 11 shows that the total effect of CSER on customer loyalty was found to be positive and significant (β = 0.509, t = 8.065, p < 0.000) as per the results of the SPSS Process. Hypothesis 7d was also supported as CSER positively affected CS (β = 0.670, t = 10.114, p < 0.000).The Sobel test is used to analyze the effects of the mediation model. To provide support for any mediating relationship and investigate the link between predictor and criterion, the Sobel test is implemented (Sobel, 1982). According to the two-tailed significance test, the indirect effect (0.670) was significant with Sobel z = 6.431, p < 0.000. Results for the Sobel test results (Table 11) with an identical indirect effect value of 0.670, as a 95% bootstrap confidence interval for this indirect effect with LLCI 0.190 and ULCI 0.429 provided the support for Hypothesis 4. Whereas the effect of mediation is seen in the Process (Macro) through the Sobel test (Sobel,1998). The Sobel test (Sobel, 1982) is also used to assess whether the mediator explains the relationship between the independent (CSER) and dependent variable (CEL) in a significant and statistical way.
















[bookmark: _Toc137730207]Table 13: Summary of Results

	
Hypotheses

	Description of Hypotheses
	Results

	
H1
	There is a significant and positive relationship between Website Design and Customer Satisfaction.

	
Supported

	
H2

	There is a significant and positive relationship between Reliability and Customer Satisfaction.
	
Supported


	
H3

	There is a significant and positive relationship between Security/Privacy and Customer Satisfaction.
	
Supported

	
H4

	There is a significant and positive relationship between Customer Service and Customer satisfaction.
	
Supported 

	
H5

	There is a positive and significant relationship between Customer Satisfaction and Customer E-Loyalty.
	
Supported

	
H6a

	There is a positive and significant relationship between Website Design and Customer E-Loyalty.

	
Rejected

	
H6b

	Reliability has a positive and significant effect on Customer E-Loyalty.
	
Supported


	
H6c

	There is a significant and positive relationship between Security/Privacy and Customer E-loyalty.

	
Supported

	
H6d

	Customer Service has a positive and significant effect on Customer E-Loyalty.

	
Supported

	
H7a

	Customer Satisfaction mediates the positive and significant relationship between Website Design and Customer E-Loyalty.
	
Supported

	
H7b
	Customer Satisfaction mediates the positive and significant relationship between Reliability and Customer E-Loyalty.
	
Supported

	
H7c

	Customer Satisfaction mediates the positive and significant relationship between Security/Privacy and Customer E-Loyalty.	
	
Supported

	
H7d

	Customer Satisfaction mediates the relationship between Customer Service and Customer E-Loyalty.
	
Supported



5. [bookmark: _Toc134362828][bookmark: _Toc137729288]FINDINGS AND DISCUSSION

5.1. [bookmark: _Toc134362829][bookmark: _Toc137729289] Discussion of Results:

The aim of this study is to investigate the impact of ESQ on consumer e-loyalty through the mediation of customer satisfaction. The research focused on evaluating specific factors of ESQ such as WD, R, S/P, and CSER. Specifically, we examined the influence of WD on CEL, with the goal of gaining insight into how WD affects CEL through the mediating effect of CS. The findings of this study supported hypothesis 1, indicating a positive and significant correlation between WD and CS. However, when directly analyzing the impact of WD on CEL (H6a), the relationship was found to be negative and insignificant. Nonetheless, when examining the total effect of WD on CEL through the mediating variable of CS, a positive and significant relationship was observed. The main objective of this study is to determine the relationship between CS and the impact of ESQ on consumer e-loyalty. Specifically, we focused on examining the influence of R on customer loyalty in order to gain insight into the relationship between these two variables.The results of this study provide support for hypothesis 2 (H2), demonstrating a direct and positive relationship between R and CS. This finding is consistent with the research conducted by Chen and Chang (2008), who observed that perceived R has a significant positive impact on CS, which ultimately influences customer loyalty. 
When skin care brands are deemed reliable, it enhances consumer trust and satisfaction. Establishing trust with consumers leads to sustained positive CS. Additionally, R has a positive effect on CEL, as demonstrated in hypothesis 6 (H6b). This finding is supported by Shahin, Mahadi, and Ismail's (2015) research, which found that R has a positive impact on CS and subsequently, customer loyalty. Loyal customers are typically highly satisfied and profitable for a brand, as they are less likely to switch to competitors. Hence, serving loyal customers is a priority for brands seeking to maintain customer loyalty.Previous research supports the notion that R plays a crucial role in facilitating the relationship between CS and loyalty. Hypothesis (H7b) suggests that when a product or service is perceived as reliable, it enhances CS, leading to greater customer loyalty. The focus of this study is to investigate the influence of ESQ on CEL, as it relates to CS. 
A hypothesized model consisting of 13 relationships was developed, and the findings of the study support this model. The performed analysis corroborates the hypothesized relationships. The results of this study support hypothesis (H3), indicating a direct relationship between the S/P policies of an online business and CS. Specifically, when customers receive assurance and protection for their personal and financial data, they are more likely to be satisfied with the company's services. The findings of this study support hypothesis (H6c), demonstrating a positive linear relationship between S/P and CEL. This relationship suggests that when a company's website provides increased S/P regulations, it encourages customers to make repeat purchases, leading to greater CEL. Additionally, hypothesis (H7c) is supported by the results, revealing a positive and significant association between S/P and CEL, which is greatly influenced by the mediating role of CS. It is reasonable to conclude that offering increased S/P during purchases leads to high CS and, when consistently provided, results in CEL.
Finally, the results of this study support the hypothesized relationship between CSER, CS, and CEL. Specifically, the level of CSER provided by skincare brands in Pakistan was found to impact CS and e-loyalty. The findings support hypothesis (H4), which suggests a positive and significant relationship between CSER and CS. Providing enhanced S/P during purchases can lead to high levels of CS, ultimately resulting in consistent CEL. Furthermore, the study results support the proposed connection between CSER, CS, and CEL. The study found that the quality of CSER offered by skincare brands in Pakistan had an impact on CS and e-loyalty. These results confirm hypothesis (H4), which posits that there is a positive and significant association between CSER and CS. Consistent and reliable assistance from an e-service provider can enhance customer trust in their ability to provide high-quality service. As a result, customers are more likely to develop a long-term relationship with the service provider (supporting hypothesis H7d).




5.2. [bookmark: _Toc134362830][bookmark: _Toc137729290] Theoretical Contribution:

The existing literature that is found on the variable of CEL has been revolving around the different factors of the variable of ESQ this includes; fulfilment, the system availability and efficiency (Shamaila Gull, 2020). Another study by Chang, Wang, and Yang (2009) analyzed the impact of the dimensions of the ESQ which include; WD, R, S/P and CSER on CEL. Although this study had the focus of this relationship with the moderating effect of customer perceived value. There exists only a limited amount of literature that explores the above-mentioned relationship with the mediator as CS. This proposed piece of literature has aimed to provide a contribution to the literature that already exists that investigates the different role factors of ESQ that play a role in promoting CEL through the intervening effect of customer-satisfaction in the organic aspect of the skincare industry of Pakistan. Our research seeks to extend the literature and study the relationship that exists between the variables of CEL, ESQ, and CS by exploring the specific factors that influence these constructs in the context of the organic skincare industry. This will help to identify the key drivers of CEL and provide insights for skincare companies to enhance their ESQ to better meet customer expectations (Parasuraman et al., 2005). 
The results of our literature reveal that ESQ has a significant impact on CEL in the skincare industry of Pakistan. Our findings have been proven to be consistent with the literature that already puts a contribution to this relationship, which suggests that ESQ plays an important part in creating CEL with respect to the digital community and e-commerce platforms (Chang, Wang & Yang, 2009). We used the theory of Planned Behavior to help identify the attitudes, subjective norms, and perceived behavioral control that influence CS and CEL (Ajzen, 1991). This approach allowed for a comprehensive understanding of the factors that motivate customers to continue using e-services in the skincare industry. Overall, this study has the potential to be able to provide a valuable theoretical contribution for the existing research and literature based on the relationship of CEL, CS and ESQ. It will also provide practical insights for skincare companies in Pakistan to enhance CEL by improving their ESQ factors as proposed in this research.


5.3. [bookmark: _Toc134362831][bookmark: _Toc137729291] Practical Implications:

The issue of CEL is significant as it leads to a decline in CS related to ESQ. In the skincare industry, where there are numerous brands and products, CEL can be particularly valuable. By building a loyal customer base, skincare brands can differentiate themselves from their competitors, establish a strong brand reputation, and secure a long-term competitive advantage. Skin care brands are offering adequate features on their websites but majorly they are facing costumer e-loyalty and satisfaction problems. They are primarily focusing on their wide range of products which affects their ESQ. To satisfy consumers, it is important for brands to enhance their ESQ. The design of the website should prioritize ease of use and comprehensive product information to ensure CS. Similar products should be categorized into one category so they can be easy to find. Secondly, it should be reliable that the offered and uploaded products should be delivered as shown. 
The brand should deliver the promised product to the consumers so they can feel their purchase is worth it. S/P is one of the important concerns of the consumers. Brands who do not offer cash on delivery options on their website are not considered to be secure by the consumers. While purchasing any item for the first-time consumer face difficulty to make online payment due to scams and frauds. It is important to add S/P updates on the websites so consumers can feel free to make online transactions. Their personal data should be secured. Brands should deliver qualitative CSER to the consumers if while purchasing they face any difficulty there should be an e-assistant who can help them to proceed in their checkouts. Pre-purchases and post-purchase feedback should be taken from the consumers in the form of rating so a brand can know where it stands. If consumers face a post-purchase issue, there should be an exchange or refund policy. 
The independent variables of the study are positively associated with CS. If a customer is satisfied there are high number of chances, he/she will re-purchase from the same brand and satisfied customer turns out to be the loyal ones. Loyal customers can be very profitable for skincare brands, they tend to make repeat purchases, which means they generate consistent revenue for the brand. This reduces the cost of customer acquisition for the brand, as loyal customers do not require as much advertising and promotional effort as new customers. By improving ESQ brands can satisfy the needs of their consumers which helps to build loyal customers. 
5.4. [bookmark: _Toc137729292][bookmark: _Toc134362832] Limitations:

Our study has a number of limitations which include; the use of Convenience sampling which may result in a sample that is not representative of the entire population of skincare industry consumers in Pakistan. This could lead to biased findings and hinder the generalizability of the results to the broader population. Since convenience samples are not representative, it becomes challenging to generalize the findings to the larger population, reducing the study's external validity. Another limitation observed is that a cross-sectional study design cannot establish causal relationships between e-service quality and customer e-loyalty. It only captures data at a specific point in time, making it challenging to determine the direction of causality or identify the temporal sequence of events. 
Furthermore, Cross-sectional designs do not provide information about changes in customer e-loyalty or e-service quality over time. In our data set, females dominated in responding to the questionnaires. Therefore, the study may not adequately capture the perspectives and experiences of male skincare industry consumers in Pakistan. This can limit the generalizability of the findings and lead to an incomplete understanding of customer e-loyalty. Respondents who are more willing to participate in the study may have different preferences, values, attitudes, or levels of loyalty compared to those who decline to participate. This self-selection bias can impact the internal and external validity of the study's findings. The willingness and availability of respondents can affect the sample size, potentially leading to a smaller and less representative sample. This can result in limiting the study's ability to detect meaningful relationships, and may also hinder the generalizability of the findings to a broader population.












5.5. [bookmark: _Toc137729293] Future Directions: 

Our research collected primary data; we distributed around 300 questionnaires’ and received only 250 useable responses which limit our ability to predict what the wider audience believes. This also included the lack of resources and financial restraints. CS is an intermediary holding substantial importance. Contented and fulfilled consumers are susceptible to exhibiting brand loyalty and repurchase intentions (Liu and Huang, 2015). Therefore, service providers must focus on enhancing CS levels by providing high-quality services/products and meeting customer needs and expectations that can be developed over time.  In conclusion, while ESQ is a crucial factor in CEL in the Pakistan skincare industry, several limitations may impact this relationship. These limitations can be mitigated by focusing on enhancing CS levels through high-quality services and addressing technological barriers. Although we have recognized some limitations of our study, we also propose some recommendations that raise significant questions for future research. First of all, our theoretical framework does not explore other variables that potentially impact CEL to online operating businesses. For example, future studies can target the element of personalization. 
Personalization has been widely used by e-commerce businesses to maintain a relationship with customers based on trust and loyalty. Therefore, the trend of personalized content, offers, and recommendations can be explored by researchers in the future. Furthermore, there is room for examining the impacts of post-purchase behavior of businesses such as CSER and interactions, as these factors also significantly affect the CEL toward brands. Another area that would be beneficial to explore in terms of determining CEL is the presence of cross-cultural differences. CS and loyalty significantly depend on differentiated social norms, attributes, values, and preferences. 






5.6. [bookmark: _Toc137729294]  Recommendations:

Based on the findings of our study on the effect of e-service quality factors on customer e-loyalty in the organic skincare industry of Pakistan, we offer the following key recommendations: 
1. Further research on the areas that can contribute to a deeper understanding of customer e-loyalty in the skincare industry can be conducted. This may include investigating the impact of other factors such as brand reputation, product quality, pricing, and social media engagement on customer e-loyalty. Additionally, exploring the role of evolving technologies such as virtual reality, artificial intelligence, or augmented reality in enhancing e-service quality and customer e-loyalty can be valuable for future research.
2. Consider conducting longitudinal studies to analyze the long-term effects of e-service quality on customer e-loyalty. Additionally, comparative studies across different industries or sectors can provide valuable insights into the unique aspects of the skincare industry and help benchmark e-service quality practices against other industries.
3. Skincare brands should prioritize improving the e-service quality factors identified in the study, namely reliability, customer service, and security/privacy. This can be achieved by investing in robust technological infrastructure, ensuring prompt and effective customer support, and implementing secure payment systems and data protection measures. Regular monitoring and evaluation of these factors can help maintain high customer satisfaction and e-loyalty levels.









5.7. [bookmark: _Toc134362833][bookmark: _Toc137729295] Conclusion:

This study sheds light on important aspects of e-commerce business and contributes to the understanding of several significant components that promotes the quality of virtual businesses. A hypothesized model was presented in the study that described the quality of the relationship between buyers and sellers in digital transactions. To be more precise, the model described the relationship between ESQ and CEL with the mediation role of CS. The findings of this study provide alignment with the predictions of planned behavior theory.  The results came up with the fact that ESQ had a direct impact on CS and CEL and that both the predictor and dependent variables are interrelated by CS. The literature on determining CEL is enhanced by our research project in a way that aids digital businesses to improve their CEL with the help of explained direct and indirect structures strengthening the association between ESQ and CEL. We believe that our study contributes to future research in this field to the extent that it will allow digital businesses to get a deeper understanding of how to enhance and promote CEL through different dimensions of ESQ. 
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[bookmark: _Toc137730208]Table 14: List of Abbreviations
	Name of Variable
	Abbreviation

	E-Service Quality
	ESQ

	Website Design
	WD

	Reliability
	R

	Security/Privacy
	S/P

	Customer Service
	CSER

	Customer Satisfaction
	CS

	Customer E-Loyalty
	CEL

	Theory of Planned Behavior
	TPB





Questionnaire
Thank you for taking the time to participate in this important research project. We are Business Studies students from the Business department of Kinnaird College for Women. This questionnaire is designed to capture how you feel about the online services of the organic skin care industry of Pakistan. Your response is highly valued and appreciated; the response provided will remain completely confidential and anonymous. There is no right or wrong answer to any question provided below. Kindly respond to all questions as honestly as possible; It is also important that you answer all questions below.

Last two alphabets of your first name:  	
Year of Birth: _______
First two alphabets of your mother’s first name 	 

Please place a cross or tick, or circle on the appropriate option.

	
A. Gender:
· Male	☐Female

B. Education (in years): _______

C.  Age (in years): _______

D. Employment Status:
· Not employed ☐Self-employed
· Private-sector ☐Government sector

E. Designation: _________ 

F. Industry:
· Manufacturing	☐Service

G. What method you have been using for purchasing organic products?
· Instagram
· Facebook
· Website

	
H. Which company do you purchase organic products from frequently?
· Conatural
· Saeed Ghani
· WB by Hemani
· Organic Traveller
· Skin Depp International
· Nirvana Botanics

I. What has your method of payment been for these purchases??
· Credit card
· Debit card
· Cash

J. How frequently do you purchase these organic products online?
· Never
· Rarely
· Sometimes
· Often
· Always

















	Website Design Website is defined as the availability of the information on the website. The information’s availability is important as it plays the role of a salesperson (Samar et al., 2017b; Zeithaml, 2002)
	
Strongly Disagree
	

Disagree
	

Neutral
	

Agree
	
Strongly Agree

	

1.
	
This company has a good website selection
	
1
	
2
	
3
	
4
	
5

	

2.
	
The site of this company doesn’t waste my time
	
1
	
2
	
3
	
4
	
5

	

3.
	
The level of personalization at this company's’ site is, not too much or too little
	
1
	
2
	
3
	
4
	
5

	  
  4.
	
It is quick and easy to purchase a product       at website of this company
	
1
	
2
	
3
	
4
	
5





	Reliability is defined as “the ability to perform the promised service accurately and consistently, including frequency of updating the web site, promptly reply to customer inquiries, and accuracy of online purchasing and
billing” (Santos, 2003).
	
Strongly Disagree
	

Disagree
	

Neutral
	

Agree
	
Strongly Agree

	

1.
	
The service is delivered by the time promised by the company’s site.
	
1
	
2
	
3
	
4
	
5

	

2.
	
The service that product provides is
represented accurately by the site of company.
	
1
	
2
	
3
	
4
	
5

	

3.
	
I experienced what I was offered by this company’s site.
	
1
	
2
	
3
	
4
	
5




	Security/Privacy is a form of protection to ensure the customer’s safety and to prevent hackers from invading the customer’s privacy” (Dixit and Datta, 2010).
	
Very unlikely
	
Unlikely
	
Neutral
	
Likely
	
Likely

	

1.
	
I feel that my privacy is protected at this company while making an online ordering.
	
1
	
2
	
3
	
4
	
5

	

2.
	
I feel safe in my pre-transactions with this company.
	
1
	
2
	
3
	
4
	
5

	

3.
	
This company’s site offers adequate security features.
	
1
	
2
	
3
	
4
	
5




	Customer Service involves assisting a customer with questions, concerns, or complaints that the customer may before, during and after a product or service has been purchased. Outstanding customer service enables a company to retain and create loyal customers. (Diona
Rodgers,2021)
	

Strongly Disagree
	

Disagree
	

Neutral
	

Agree
	

Strongly Agree

	
1.
	This company’s site offers diversiform contact channels (FAQ, email, toll-free number, etc.)
	
1
	
2
	
3
	
4
	
5

	
2.
	This company’s site offers the information about customers’ policies (privacy and dispute details)
	
1
	
2
	
3
	
4
	
5

	
3.
	I can always enquire online about the product delivery update
	
1
	
2
	
3
	
4
	
5







	Customer Satisfaction is considered as the pleasure or disappointment of a customer, stemming from comparing the perceived results from buying a product or service with the expectations for that product or service
(Zeithaml, 2009)
	

Not at all satisfied
	

Slightly satisfied
	

Moderately satisfied
	

Very satisfied
	

Completely satisfied

	

1.
	I am satisfied with my decision to purchase product(s) from this company’s website.
	
1
	
2
	
3
	
4
	
5

	

2.
	If I had to purchase organic product again, I would feel differently about booking from this company.
	
1
	
2
	
3
	
4
	
5

	
3.
	My choice to order and use this company site was a wise one.
	
1
	
2
	
3
	
4
	
5





	Customer E-loyalty is defined as intention of customer to reuse the banking services provided by the bank's website in the future (Amin and Fontaine, 2013)
	
Strongly Disagree
	
Disagree
	
Neutral
	
Agree
	
Strongly Agree

	
1.
	
When I need to buy organic products for my skin, this company’s website is my first choice.
	
1
	
2
	
3
	
4
	
5

	
2.
	
To me this company is the best service providing website.
	
1
	
2
	
3
	
4
	
5

	
3.
	
I believe that this is my favorite company website.
	
1
	
2
	
3
	
4
	
5
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