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Abstract. The quality level of integration between the channels is important 

and becomes one of the most significant innovations in fashion industry. Besides, 

the logistics service quality can also influence the e-customer satisfaction and get 

the e-customer loyalty. This study is conducted to indicate the relationship 

between those variables for apparel. The research data will be collected using 

online questionnaire with 303 e-customers with omnichannel experience in 

fashion during pandemic era. This quantitative research will be analyzed by using 

Structural Equation Model. The finding of this research is the logistic service 

quality and omnichannel customer experience significantly influence e-customer 

satisfaction and e-customer loyalty.  However, omnichannel integrated quality has 

no impact to e-customer satisfaction and e-customer loyalty, even moderated with 

guanxi. The novelty of this study is the use of guanxi as moderating. This 

research supports the fashion industry in e-commerce to get their customer 

satisfaction and customer loyalty. 

Keywords: e-customer satisfaction, e-customer loyalty, logistic service quality, 

omnichannel, fashion industry 

 

 

 

 

 

 

ISSN 1816-6075 (Print), 1818-0523 (Online) 

Journal of System and Management Sciences 

Vol. 12 (2022) No. 6, pp. 252-263 

DOI:10.33168/JSMS.2022.0616 

 

 



 
Hansopaheluwakan et al., Journal of System and Management Sciences, Vol. 12 (2022) No. 6, pp. 252-263 

253 

 

1. Introduction 

In the modern era like today, the internet is a medium that is used by the public in 

all fields, and the examples we most often encounter are the use of the internet in 

communication and business. Internet usage in each region around the world 

compared to the total population continues to multiply during this pandemic era. In 

South East Asia region, the number of active social media users increase 69% 

compared to total population based on (Hootsuite, 2021). Since Pandemic Covid-19 

in New Normal Era to Post Normal Era, mostly people doing online activities, 

increase 13.2% from January 2020 to January 2021.  In the past month, the online 

retail visitation become the most global e-commerce activity in any device, such as 

online searching for a product or service then purchase in any device. 

Digital customer as internet users and mobile phone users slightly increase since 

2020, as the pandemic situation has brought about digital adoption splatter. Users 

tried new digital services, more than 1 in every 3 customers started doing online 

transaction. Mostly the customer’s order are meals or groceries and electronics, 

however, fashion industry in e-commerce still stable even slightly increase. Most of 

the new digital consumers intend to continue their newfound post-pandemic ways. 

This condition is supported with data (Hootsuite, 2021), which 125.6% of the 

population have mobile connections, where 73.7% internet users and 61.8% active 

as social media users. This condition also found in report from e-Conomy SEA 

(2020). Indonesia’s new digital consumers, 9 in 10, is the fourth biggest population 

in Asia, after Philippines, Thailand, and Vietnam, who will continue to use online 

transaction for e-commerce and online media. 

Another point needs to be concerned by the digital business in this post normal 

era, not only being digital but also need to create strong connection with customer 

to get e-customer satisfaction. The company can use websites, social media, and 

mobile apps to grab their customer satisfaction. In mobile connectivity, with 345.3 

million number of mobile connections, 66.85% of the population in Indonesia ready 

to be digital consumers with 60.18% affordability of devices and services 

(Hootsuite, 2021). With this phenomenon, e-commerce needs omnichannel to 

support their activities.  After e-customer satisfied, mostly e-customer will be loyal. 

However, even the customer satisfied, they are not loyal in some cases. There is 

customer habit that can influence the e-customer loyalty. E-Customer Satisfaction 

not always linear or increase e-Customer Loyalty (Rodríguez-Torrico et al., 2020; 

Thakur, 2019). 

During the pandemic, changing of customer habits drastically. In this pandemic 

era, mostly service quality, especially logistic service quality increase and logistic 

service quality needs to be concerned. Other fact, logistic service quality influence 

e-customer satisfaction and e-customer loyalty. However, in some cases, logistic 

service quality not slightly influence e-customer satisfaction (Berlianto, 2017). 



 
Hansopaheluwakan et al., Journal of System and Management Sciences, Vol. 12 (2022) No. 6, pp. 252-263 

254 

 

Other research findings reveal that the quality of electronic services partially affects 

customer satisfaction (Lynch & Barnes, 2020). 

2. Literature Review 

2.1. E-Customer Loyalty 

Loyalty is a huge researched construct in marketing literature. The continuity of 

customer usage becomes the ultimate goal of the company, even though initial 

product or service trials are critical steps in the adoption process. One of the key 

factors to a firm’s achievement (Senić & Marinković, 2014). Loyalty as a behaviour 

that refers to the individual’s overall enclosure to the brand or the company 

(Hallowell, 1996). Additionally, loyalty can also be defined as an attitude that 

reflects customers go over purchasing the same product or service from the same 

store, even there are other available alternatives in the market (Lenka et al., 2009). 

2.2. E-Customer Satisfaction 

The satisfaction of the customer is commonly illustrate as the discrepancy between 

the expectations before purchase and the judgements after purchase (Ghofar et al., 

1988). The customer’s appraisement of an e-retail’s service with their prior respect 

of the purchasing experience can be explained as e-customer satisfaction. Thus, has 

been found to be the most important element assigning e-customer loyalty in both 

online and offline contexts. (Sai Vijay et al., 2019). 

2.3. Logistic Service Quality 

Electronic service quality can be defined as the extent to which a site can facilitate 

effective and efficient shopping, purchasing and delivery. Privacy and security are 

important component as a concept in logistic service quality. Tangible components, 

Fulfilment method, Informative actions can be indicated as that important 

component. In direct to customer in e-commerce, the impact of Logistics Service 

Quality (LSQ) on customer satisfaction was shown by current research (Cao & Li, 

2018). These studies examined LSQ within company and customer context from a 

customer perspective. There are two LSQ factors: operational LSQ and relational 

LSQ. Operational LSQ is “the ability to perform the promised service dependably 

and accurately”, while relational LSQ is “the store’s (or service provider’s) ability 

to understand customer needs and expectations”.  

2.4. Omnichannel Customer Experience 

The findings discovered that these fashion consumers experience an emotional 

rollercoaster of positive and negative feelings throughout their omnichannel 

experience. The emotions identified in the data collection were classed as either 

positive or negative based upon the work of the channel. Customer Experience is 

explained as customers internal and subjective response to their interplay with a 

firm’s point of interaction directly and indirectly (Lemon & Verhoef, 2016). The 
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experience of customers with some channels takes place during customer 

interaction with a retailer’s various channels (Verhoef et al., 2015) 

2.5. Omnichannel Integrated Quality 

The physical and virtual channels integration through omnichannel service delivery 

is the point to the service quality enhancement (Hossain et al., 2020). The 

omnichannel integration quality services remain flaked and mostly conceptual. The 

integration and experience between channels are the focus of omnichannel business, 

where all customers freely choose the equal channels without any miss information 

or repetition. Channel integration quality is defined as the ability to provide 

customers with a seamless and unified service experience across different channels 

(Shen et al., 2018). As a result, we assure that channel integration quality is more 

aligned to address the concerns of omnichannel. 

2.6. Guanxi 

Guanxi (Nugroho et al., 2019) clarified as informal relationships between buyers 

and sellers that could form in a digital-based market environment, consisting of 

mutual understanding, reciprocity, and harmonious relationships. To achieve the 

business transaction, mutual understanding was defined as the basic of the guanxi 

created between the buyer and the seller with the fulfilment of several requirements 

by both parties. The second dimension is reciprocal favors were accounted as the 

exchanged of goodwill between parties, for creating a guanxi. A harmonious 

relationship was defined as the top raw material needed to obtain a guanxi 

relationship. Creating those relationship is the major focus of Chinese 

communications. Based on the previous studies, the concept of guanxi is defined as 

a kinship relationship based on mutual trust and harmony between two parties to 

achieve certain business benefits. 

3. Hypothesis Development 

As previous description, this research is started with finding some phenomenon 

around e-commerce in pandemic era with omnichannel experience, then 

investigating the factors that can influence E-Customer Satisfaction and get the 

loyalty from E-Customer. Specifically, the variables that influence the E-Customer 

Satisfaction and E-Customer Loyalty directly and indirectly in this research are 

Logistics Service Quality, Omnichannel Customer Experience, and Omnichannel 

Integrated Quality. With some gap founded while early exploring, Guanxi become 

moderating variable in this research.  

3.1. The Relationship between Logistics Service Quality and E-
Customer Satisfaction for Fashion Industry in Pandemic Era 

The result from previous study that there are relationship between Logistics Service 

Quality and E-Customer Satisfaction in omnichannel capability, without providing 
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good services such as logistic service quality, it is not possible to achieve customer 

satisfaction. (Sorkun et al., 2020) 

Hypothesis 1: Logistics Service Quality is positively associated with E-

Customer Satisfaction. 

3.2. The Relationship between Omnichannel Customer Experience and 
E-Customer Satisfaction for Fashion Industry in Pandemic Era 

Consistency, freedom in channel selection, and synchronization as the indicator of 

Omnichannel Customer Experience has the big effect on customer satisfaction with 

omnichannel interaction as studied in Journal of Marketing Management by 

Rodrigues et.al, 2020. 

Hypothesis 2: Omnichannel Customer Experience is positively associated with 

E-Customer Satisfaction 

3.3. The Relationship between Omnichannel Integrated Quality and E-
Customer Satisfaction for Fashion Industry in Pandemic Era 

In omnichannel banking studied, found there is strong relationship between 

Omnichannel Integrated Quality and E-Customer Satisfaction. It explained that 

customer is looking to use the channel according to their convenience. (Manel 

Hamouda, 2019) 

Hypothesis 3: Omnichannel Integrated Quality is positively associated with E-

Customer Satisfaction. 

3.4. The Relationship between E-Customer Satisfaction and E-
Customer Loyalty for Fashion Industry in Pandemic Era 

The case study for online shopping in Vietnam (Giao et al., 2020), has shown that 

there is relation between E-Customer Satisfaction and E-Customer Loyalty. 

Hypothesis 4: E-Customer Satisfaction is positively associated with E-Customer 

Loyalty 

3.5. The Relationship between E-Customer Satisfaction and E-
Customer Loyalty with Guanxi as Moderating for Fashion 
Industry in Pandemic Era 

Most of the research have approved there are strong relationship between E-

Customer Satisfaction and E-Customer Loyalty. One of the result of the case study 

from online shopping in Vietnam (Giao et al., 2020) and also fashion e-retailers in 

Spain (Rodríguez et al., 2020). Recent research on the satisfaction–loyalty 

relationship in the mobile commerce environment identifies varying relationship 

strengths across countries. (Aksoy et al., 2013) 

Hypothesis 5: E-Customer Satisfaction is positively associated with E-Customer 

Loyalty moderated with Guanxi. 
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3.6. The Relationship between Logistics Service Quality and E-
Customer Loyalty for Fashion Industry in Pandemic Era. 

Further research would like to know the direct effect relationship between Logistics 

Service Quality to get E-Customer Loyalty. In this case during Pandemic era and 

through Omnichannel Customer Experience. 

Hypothesis 6: Logistics Service Quality is positively associated with E-

Customer Loyalty 

 

3.7. The Relationship between Omnichannel Customer Experience and 
E-Customer Loyalty for Fashion Industry in Pandemic Era. 

In Omnichannel baking integration quality, there found the positive relationship 

between Omnichannel Customer Experience and E-Customer Loyalty. As mention 

earlier, customer enjoy doing the transaction by choosing any channel by 

themselves. (Manel Hamouda, 2019) 

Hypothesis 7: Omnichannel Customer Experience is positively associated with 

E-Customer Loyalty 

3.8. The Relationship between Omnichannel Integrated Quality and E-
Customer Loyalty for Fashion Industry in Pandemic Era 

Further research would like to know the relationship between Omnichannel 

Integrated Quality and E-Customer Loyalty directly in Pandemic Era. 

Hypothesis 3: Omnichannel Integrated Quality is positively associated with E-

Customer Loyalty. 

4. Methodology 

This research adopts quantitative method research, which is an interconnected set of 

variables formed into propositions, or hypotheses, that designate the relationship 

among variables, usually in terms of magnitude or direction. A theory might be 

shown in a research study as an argument, discussion, figure, rationale, or 

conceptual framework, and it provides assistance in explaining phenomena that 

occur in the world (Cresswell & Cresswell, 2018).  

The method of analysis in this study uses the multivariate statistical analysis 

method. Multivariate method refers to all statistical techniques that simultaneously 

analyze several measurements on the individual or object under study, analyze 

several variables representing measurements related to individuals, companies, 

events, activities, situations, and so on. The application of multivariate statistical 

techniques must be done first by dividing the data variables into independent and 

dependent classifications, and then indicating the dependence or interdependence 

techniques that need to be applied. (Hair et al., 2014) 

The multi-variate statistic used in this study is the Structural Equation Model 

(SEM). SEM is a technique that allows separate relationships for each of a set of 
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dependent variables, providing a precise and most efficient estimation technique for 

a series of several separate regression equations estimated simultaneously. The 

analysis in this study uses SEM with the Partial Least Squares (PLS) application. 

5. Results and Discussion 

The sample for this study is the Indonesian e-commerce customers who have 

omnichannel experience in fashion during this pandemic era. The analytical tool 

that will be used in taking the number of samples is using the theory according to 

Hair Jr et.al (2014), using the Structural Equation Model (SEM) that the number of 

samples must be more than the number of indicators to be analyzed and the 

determination of the number of samples refers to the number of indicators 

multiplied by 5. Number of Samples: Number of Indicators (n) x 5. According to 

the formula, with 6 variables there are 43 indicators, then the minimum number of 

respondents to be studied is 215 respondents. Most of the sample of this study is 

female with 55% respondents and 45% male respondents.  
 

 

Fig. 5.1: Structure model 

From Figure 5.1 found that Logistics Service Quality (LSQ) construct is 

measured by 10 indicators. The Omnichannel Customer Experience (OCE) 

construct is measured by 8 indicators. The Omnichannel Integrated Quality (OIQ) 

construct is also measured by 8 indicators. Guanxi (GX) is measured by 7 indicators.  

The E-Customer Satisfaction (ECS) construct is measured by 4 indicators, and last 

construct, E-Customer Loyalty (ELS), is measured by 6 indicators.  

The direction of the arrow between the indicator and the latent construct is 

towards the indicators which indicate that the study uses relatively appropriate 
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reflective indicators to measure perception.  The relationship to be studied 

(hypothesis) is denoted by an arrow between the constructs. 

 

Fig. 5.2: Research result 

From Figure 5.2, there are two hypotheses which is not supported, H3 and H5. 

For hypothesis 3, the value t-statistic is 0,114 < 1,96 and P-Value is 0,909 > 0,05, 

which means that the influence of OIQ on ECS is not significant. The coefficient 

value shows a positive number, namely 0.009, which means that OIQ has a positive 

effect on ECS. So that the results of testing hypotheses-3 cannot be accepted or 

reject because OIQ has no significant effect on ECS.  It means that Omnichannel 

Integrated Quality does not influence E-Customer Satisfaction in Pandemic era for 

fashion industry. For hypothesis 5, the value t-statistic is 0,019 < 1,96 and P-Value 

is 0,985 > 0,05, which means that influence of ECS on ECL with GX as a 

moderating is not significant. 

The coefficient value shows a positive number, namely 0.001, which means that 

ECS has a positive effect on ECL with GX as a moderating. So that the results of 

testing hypotheses-5 cannot be accepted/reject because the influence ECS on ECL 

with GX as a moderating is not significant.  It means Guanxi cannot moderating 

variable to increase effect of E-Customer Satisfaction on E-Customer Loyalty.   

The hypotheses test is using the output of path coefficients (Mean, STDEV, T-

Values).  It provided that if the t-statistics value obtained from the table is greater 

than 1.96 and the p-value < 0.05, the hypotheses between the existing variable is 

accepted.  O the other hand, if the t-statistic value is less than 1.96 and the p-value > 

0.05, then the hypotheses is rejected.  Meanwhile, to find out the magnitude of the 

influence of each independent variable on the dependent variable, it can be seen 

from the path coefficient value.  
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Table 5.1: Path coefficients (Mean, STDEV, T-Values) 

 

6. Conclusion 

There are some points to be considered as the priority for e-commerce player 

especially in fashion industry to get their e-Customer Satisfaction and furthermore 

to get the e-Customer Loyalty. Based on the analysis from the online questionnaire 

and running with SEM-PLS application, Logistics Service Quality is one of the 

factors that assessed as the service excellent be the important factor that can 

influence customer get satisfaction in online shopping for fashion products during 

pandemic era. The effective and efficient logistics service quality is also another 

factor that can influence customers keep from switching to other vendors then 

become loyal. The kinship relationship between customer and vendor as one of the 

points from Guanxi, as moderating variable and novelty in this research, is also 

another important factor that significantly influence customer to be loyal in online 

shopping. The vendors need to build the strong relationship in advance for their 

long-term strategy.  

This study is the first study to place Guanxi as a moderating between 

Satisfaction and Loyalty in some vendors for fashion industry during pandemic era. 

Further study can be done in the same industry with specific criteria of the 

respondents, such as non-metro only, which have limited internet connection. The 

other option for future research is from different industry, such as electronics 

devices. 

 

 

 



 
Hansopaheluwakan et al., Journal of System and Management Sciences, Vol. 12 (2022) No. 6, pp. 252-263 

261 

 

References 

Berlianto, M. P. (2017). Pengaruh Kualitas Layanan-E, Kepuasan-E, Dan 
Kepercayaan-E Terhadap Kesetiaan-E Pada Gojek. Business Management Journal, 
13(1), 1–28. DOI:10.30813/bmj.v13i1.247 

Berlianto, M. P. (2017). Pengaruh Kualitas Layanan-E, Kepuasan-E, Dan 
Kepercayaan-E Terhadap Kesetiaan-E Pada Gojek. Business Management Journal, 
13(1), 1–28. DOI:10.30813/bmj.v13i1.247 

Cao, L. & Li, L. (2018). Determinants of retailers’ cross-channel integration: An 
innovation diffusion perspective on omni-channel retailing. Journal of Interactive 
Marketing, 44, 1–16. DOI:10.1016/j.intmar.2018.04.003 

Cresswell, J. W. & Cresswell, J. D. (2018). Research Design: Qualitative, 
Quantitative, and Mixed Methods Approaches (5th ed.). SAGE Publications, Inc 

Ghofar, A., Islam, S. M. N., Yoo, W. S., Lee, Y., Park, J. K., Zeithaml, Berry, & 
Parasunaman. (1988). The nature and determinants of costumer expectations of 
services.pdf. Contributions to Management Science, 17(2), 1–12. 
DOI:10.1016/j.jretconser.2009.10.003 

Giao, H. N. K., Vuong, B. N., & Quan, T. N. (2020). The influence of website 
quality on consumer’s e-loyalty through the mediating role of e-trust and e-
satisfaction: An evidence from online shopping in Vietnam. Uncertain Supply 
Chain Management, 8(2), 351–370. DOI:10.5267/j.uscm.2019.11.004 

Hallowell, R. (1996). The relationships of customer satisfaction, customer loyalty, 
and profitability: An empirical study. International Journal of Service Industry 
Management, 7(4), 27–42. DOI:10.1108/09564239610129931 

Hamouda, M. (2019). Omni-channel banking integration quality and perceived 
value as drivers of consumers’ satisfaction and loyalty. Journal of Enterprise 
Information Management, 32(4), 608–625. DOI:10.1108/JEIM-12-2018-0279 

Hootsuite. (2021). DIGITAL 2021: INDONESIA. 
https://www.slideshare.net/DataReportal/digital-2021-indonesia-january-2021-v01 

Hossain, T. M. T., Akter, S., Kattiyapornpong, U., & Dwivedi, Y. (2020). 
Reconceptualizing integration quality dynamics for omnichannel marketing. 
Industrial Marketing Management, May. DOI:10.1016/j.indmarman.2019.12.006 

Lemon, K. N. & Verhoef, P. C. (2016). Understanding customer experience 
throughout the customer journey. Journal of Marketing, 80(6), 69–96. 
DOI:10.1509/jm.15.0420 

Lenka, U., Suar, D. & Mohapatra, P. K. J. (2009). Service quality, customer 
satisfaction, and customer loyalty in Indian commercial banks. Journal of 



 
Hansopaheluwakan et al., Journal of System and Management Sciences, Vol. 12 (2022) No. 6, pp. 252-263 

262 

 

Entrepreneurship, 18(1), 47–64. DOI:10.1177/097135570801800103 

Lynch, S. & Barnes, L. (2020). Omnichannel fashion retailing: Examining the 
customer decision-making journey. In Journal of Fashion Marketing and 
Management, 24(3), 471–493. DOI:10.1108/JFMM-09-2019-0192 

Nugroho, R., Atmojo, P., Budiastuti, D., Abbas, B. S., & Kosala, R. (2019). social 
sciences & humanities the effect of e-wom and structural assurances mediated by 
guanxi towards customer behavioral loyalty. Pertanika J. Soc. Sci. & Hum, 27(3), 
1593–1607 

Riding The Digital Wave. (n.d.). https://economysea.withgoogle.com/ 

Rodríguez-Torrico, P., Trabold Apadula, L., San-Martín, S., & San José Cabezudo, 
R. (2020). Have an omnichannel seamless interaction experience! Dimensions and 
effect on consumer satisfaction. Journal of Marketing Management. 
DOI:10.1080/0267257X.2020.1801798 

Rodríguez, P. G., Villarreal, R., Valiño, P. C., & Blozis, S. (2020). A PLS-SEM 
approach to understanding e-SQ, e-satisfaction and e-loyalty for fashion e-retailers 
in Spain. Journal of Retailing and Consumer Services, 57(June). 
DOI:10.1016/j.jretconser.2020.102201 

Sai Vijay, T., Prashar, S., & Sahay, V. (2019). The influence of online shopping 
values and web atmospheric cues on e-loyalty: Mediating role of e-satisfaction. 
Journal of Theoretical and Applied Electronic Commerce Research, 14(1), 1–15. 
DOI:10.4067/S0718-18762019000100102 

Senić, V. & Marinković, V. (2014). Examining the effect of different components 
of customer value on attitudinal loyalty and behavioral intentions. International 
Journal of Quality and Service Sciences, 6(2–3), 134–142. DOI:10.1108/IJQSS-02-
2014-0010 

Shen, X. L., Li, Y. J., Sun, Y., & Wang, N. (2018). Channel integration quality, 
perceived fluency and omnichannel service usage: The moderating roles of internal 
and external usage experience. Decision Support Systems, 109, 61–73. 
DOI:10.1016/j.dss.2018.01.006 

Sorkun, M. F., Yumurtacı Hüseyinoğlu, I. Ö., & Börühan, G. (2020). Omni-channel 
capability and customer satisfaction: Mediating roles of flexibility and operational 
logistics service quality. International Journal of Retail and Distribution 
Management, 48(6), 629–648. DOI:10.1108/IJRDM-07-2019-0235 

Thakur, R. (2019). The moderating role of customer engagement experiences in 
customer satisfaction–loyalty relationship. European Journal of Marketing, 53(7), 
1278–1310. DOI:10.1108/EJM-11-2017-0895 

Verhoef, P. C., Kannan, P. K., & Inman, J. J. (2015). From multi-channel retailing 



 
Hansopaheluwakan et al., Journal of System and Management Sciences, Vol. 12 (2022) No. 6, pp. 252-263 

263 

 

to omni-channel retailing. Introduction to the special issue on multi-channel 
retailing. Journal of Retailing, 91(2), 174–181. DOI:10.1016/j.jretai.2015.02.005 

Wan Ju, S (2022). An empirical study on the influence of service quality of 
association on customer satisfaction: the moderating effect of willingness to 
participate. Journal of System and Management Sciences, 12(4), 39-56 


