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ABSTRACT: Today’s e-commerce is a great tool for online shopping and it is getting trendy day by day. We reveal a 

model how e-service characteristic dimension effect on customer perceived value and loyalty. For this, we classify 

twelve e-services characteristic dimension: reliability, product quality, marketing, third party seal, service quality, 

product price, popularity, security, privacy, perceived value, trust and loyalty. We used structural equation model (SEM) 

to analyze of the methodological way. All e-services characteristic dimension have a meaningful and positive impact on 

customer perceived value and loyalty in business to consumer (B2C). This work will be helpful to e-commerce business 

owner to make fabulous plan for marketing procedures and recommend future directions. 
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I. INTRODUCTION  

E-commerce business has become an important issue for both developed and developing countries. Today 

business to consumer (B-to-C) internet business is becoming trendy day by day and it is a casual method of shopping 

for many purchasers. Internet commerce has a regular growth rate about 19% per year. Many researchers have 

explained that trust is an essential for flourishing commerce because consumers are vacillating to make buying unless 

they trust the dealers. Recent activity explains that clients have frequently positive attitudes toward online purchasing 

[1]. Purchasing online is thus enriching more satisfactory to many people. Moreover, web shopping is effective and 

time-saving with rich and free information available and correlate with prices and product features across suppliers. 

The Internet has also increased consumers expectation of retailers. Customers now have more bargaining power, 

lowering switching cost and increased numbers of choice available. Perceived value has become an even more 

relevant issue in research attention. Perceived loyalty is also becoming a major indicator to the business owners. Since 

trust is likely to operate a fundamental role in the online transaction, so it is significant to perceived loyalty in e-

commerce through trust. Perceived value is also significant to perceived loyalty. 

 

Reliability is an important dimension for perceived value. Customers try to buy something they 1st want to 

find the reliability of the e-commerce. Product quality is also very significant for customers. Customers are willing to 

pay high prices, but in return, they suspect best-quality products. If they are not convinced of the quality of the 

products, then they will go to other sellers for purchasing products. Nowadays, very good quality universal products 

are available in the local market. So, if the companies do not improve their products quality, they must fight to endure 

in the market. Marketing is based on thinking about the business in terms of customer requirements and their 

happiness. It is an essential tool for product advertisement. If the advertisement of the product widely spread then 

obviously the product will be sold around the world. An important dimension is a third-party seal and it refers to a 

faith given by an important person such as a bank, company or accountant. Service quality is also an important 

dimension for quickly identify problems and to better assess client satisfaction. Product price is positively related to 

perceived value because customers who pay a higher price may suffer from the financial loss. So higher price is likely 

to create a risk for customers. A pricing strategy takes into account segments, ability to pay, market conditions, 

competitor actions, trade margins and input costs, amongst others. The popularity of e-commerce site is very 
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important. Popularity can be increased by giving advertisement through newspapers, television and other ways. If the 

e-commerce site once got its popularity then obviously customers can visit this website again and again and the 

trustworthy will be increased among customers. Security is an important dimension for e-commerce business. The 

customers give their personal information such as email id, credit card number, and others query during the auction. 

The data related to online auction can be easily stolen from their database. As a result, customers loss their personal 

information. If sellers cannot protect this kind of cybercrime then security must affect for perceived trust. Perceived 

Privacy is a conception that the Internet businessperson will try to preserve consumer's private information obtained 

during electronic auctions from illegal use. At the time of an auction, the online seller collects the names, e-mail 

addresses, phone numbers, and home addresses of buyers. Some sellers transfer the information on to spammers, 

telemarketers, and direct mailers. The unauthorized collection and sale of personal information could harm genuine 

customers in different ways. Perceived value is the worth that a product or service has in the mind of the consumer. 

They simply have an internal feeling for how much certain products are worth to them. Trust is an important 

dimension in e- commerce. If the trust is dismissed from the customers then the sellers cannot gain the loyalty. Trust 

dimension must be positive in e-commerce. Loyalty may be influenced by the positive level of satisfaction towards the 

service provider. The author in this work, considered above mentioned twelve parameters i.e., reliability, product 

quality, marketing, third party seal, service quality, product price, popularity, security, privacy, perceived value, trust 

and loyalty for framework model. 

 

Today’s in an e-commerce business transaction is administered through the Internet. All service quality 

dimensions do not have equal influence on customer perceived value and loyalty. We reveal various possibly 

predictive service quality dimensions, the appropriate dimension that is most important in improving customer 

perceived value and loyalty. The present study investigate to (1) identify the important e-service quality dimension (2) 

examine the relationship between e-service quality dimension and perceived value (3) examine the relationship 

between service quality dimension and trust (4) investigate the association between perceived value and trust (5) 

determine if each key e-service quality dimension direct or indirect effect on their loyalty. 

 

II. Literature Review 

E-commerce is one kind of business or business activity that includes buying or selling products over the 

Internet. It classifies different types of businesses, from customer based local sites, through sale, business transactions 

trading goods and services between businesses. It is currently one of the most significant features of the Internet to 

rise. E-commerce can permit customer to transfer goods electronically without limitations and cost. E-commerce has 

developed quickly over the last five years and is prophesied to keep this rate. In the coming decays, the borders 

between traditional and electronic commerce will become generally clouded as more and more businesses move 

parts of their achievements onto the Internet [2]. 

 

Today business has affected numerously by the increase of the internet. In particular, the transaction of E-

commerce can be managed smoothly by elaborating unique business activities through consumer and business. The 

transactions of E-commerce are mainly controlled in various ways such as telecommunications and the internet. The 

transactions cover not only selling and buying products but also various activities to attain their goals. In other words, 

we get data, goods, and service by using the telecommunication and Internet or other systems of e-commerce. E-

commerce is an automated technology that performs all the activities automatically through the internet and 

telecommunication system. It is also a good arrangement of the modern world that reduces transaction charge 

between consumer and business [3]. 

 

2.1 Classification of E-Commerce 

E-commerce encompasses all commercial operations based on processing, carrying and saving information’s 

in different forms of individuals and societies in open or closed network areas, which can be reached by limited users 

and it aims at creating a value. E-commerce is composed of three main categories, (i) Consumer-oriented activity, (ii) 

Business-oriented activity and (iii) Government-oriented activity (Govt.-oriented activity). Electronic commerce 
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structure is shown in Figure 1 below. 

 
Figure 1. E-commerce structure 

 

A trade that offers a company and a customer is called a B2C transaction. Amazon and Dell are the example of business to the 

customer on the web. Govt. to the customer is the online uncommercial interaction between regional and central Govt. and private 

individuals. For example, Govt. sectors become visibly open to the public domain via a web gateway, thus making public service and 

news accessible to all. On the other hand, a business that offers between customers is called a C2C transaction. eBay is an example 

of C2C on the web. A trade that happens between a company and another company is called a B2B transaction. GM and Ford are 

example of B2B on the web. Govt. to business is the online non-commercial interaction between regional and central Govt. website 

where the businessman can get data and information on e-business. Intra-business a network construction design to assist interior 

informational requirements of a company using web ideas and tools. Combination of two or more internets via the internet is 

called extranet. In extranet gives only sufficient information with associated intranets. Business to Government e-commerce 

network provides business to respond to Government RFPs in a reverse disposal fashion. A trade occurs between customers and 

the Government such as tax agreement [4]. 

 

2.2 Structural Equation of Modeling 

SEM is a very good statistical modeling technique that is used in behavioral sciences. It can interpret the 

result in two ways one is factor analysis and another is regression or path analysis. Mainly SEM is built on the basis of 

the theoretical construct which represents observe variable. The SEM refers to a structure for the covariance among 

the observed variables, which presents the alternative name covariance structure modeling. SEM presents an awfully 

general and helpful framework for statistical analysis that comes with many common variable procedures, for 

example, correlation analysis, multivariate analysis, discriminate analysis, and canonical correlation, as special cases. 

Structural equation models are often imagined by a graphical path layout. The statistical model is often selected during a 

set of matrix equations. Researchers use it because a complex model solved it accurately [5]. 

 

III. Hypotheses Development 

3.1 Reliability and Perceived Value 

Reliability is an important observation for perceiving value. Customers when trying to buy something they 

first find that how the e-commerce site is reliable. If customer finds that this website is reliable then they are trying to 

buy something. So Reliability is an important dimension in e-commerce site. If the owners of business want to success 

in this site they must confirmed that their website is reliable. A reliable website can operate a successful business. 

Hence, we posit the hypothesis as below: 

Hypothesis H1: Perceived Reliability is positively associated with perceived customer value. 
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3.2 Product Quality and Perceived Value 

A customers understanding of quality is separate from actual quality. The recent represents the genuine 

professional perfection or superiority of the product that is assessable or provable according to some decided 

standards, as estimated from essential ideas. Conversely, perceived product quality is rather a higher-level thought, a 

global evaluation, and highly subjective owing to the particular consumption setting. This is especially valid in the 

online purchasing environment, where customers generally have no essential product attributes to create a fair 

decision about the product quality in the pre-purchase step. E- commerce provides customers with only an obvious 

example of goods and services. As such, customers perceive a lower level of tangibility because of the lack of 

ascertainable test about the review of a product. In this condition, external characteristics are demanded to have a 

powerful influence on perceived quality. Previous research proposes that perceived product quality works as a 

negotiator in the linkage between external ideas and perceived customer value. Based on a combination of prior 

work, there conceivably are three major external leads connected with perceived product quality in a B-to-C business 

environment: on-line shoppers’ valence of experience, e-retailer reputation, and product price. Therefore, the 

following hypothesis is proposed as: 

Hypothesis H2: Perceived product quality is positively associated with perceived customer value. 

 

3.3 Marketing and Perceived Value 

In order to maximize customers, awareness with marketing sponsors regularly uses repeated promotion 

policies. Repetition is an essential part of marketing because it is one of the effective ways of establishing credibility, 

brand familiarity, and making the product or service. One of the main goals of marketing is to establish credibility 

through repetition since repetition in marketing can highly enhance credibility. When a potential customer sees and 

hears a brand frequently and on a regular basis, its credibility increases. Brand familiarity is much the same as 

credibility. However, the importance of repetition in marketing product is familiarizing people with products or 

services. Repetition is a common way for effective learning. Repetition in marketing causes potential customers to 

learn that the product or service exists. After several exposures, what is offered is better than that of the marketers. 

The more a brand is seen (because of repetition), the more marketing it can gain. When a product or service is 

offered, the main effort is to become the first thought of customers. Repetition in marketing makes the brand the first 

thought and increases sales. The theoretical background of repetition in marketing is suggestive of the relationship 

between familiarity and customer’s satisfaction. In the experiment, a series of photographs were shown to customers 

and they were asked to estimate their marketing and satisfaction with the images. Based on subsequent data analysis, 

it was found that the level of consumer’s familiarity with an image is significantly related to their satisfaction. 

Similarly, Macinnis and Park (1991) conducted a research with consumers to investigate the effects of familiar songs in 

advertising and consumers satisfaction. In their research, consumers demonstrated satisfaction for products with 

familiar songs, and a significant relationship was confirmed between the level of marketing of the songs in the 

advertising and its likability [6]. Therefore, this study is proposed the hypothesis as: 

Hypothesis H3: Marketing is positively related to perceived customer value. 

 

3.4 Third-Party Seal and Perceived Value 

The Behavior of a Third-Party Seal refers to a promise of an Internet businessperson given by a third-party 

certifying body such as a bank, accountant, consumer union, or computer company. Recently, a wide category of 

trusted third-party seals has been added to help lessen customer risk in electronic commerce. The goal of trusted 

third-party seals is to help reduce customers perceived risk in e-commerce, give self-confidence to customers that a 

website publishes and reflects its working systems, that it handles payments in a protected and secure way, that it has 

special return systems, and or that it complies with a privacy policy that says what it can and cannot do with personal 

data it has collected online. Third-parties associated with some online activities such as web trust, a nonprofit general 

assurance program that describes customers’ affairs. Web trust tells a customer that the owners freely allowed 

publishing their information collection and distribution practices and that their disclosure is reversed by trustworthy 

third- party assurance. Since trusted third party have important power on the web business person through the 
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specific rules [7]. Third-party seals published by license specialists may help reduce the risk that customers perceive in 

an auction even if the customer doesn't have prior direct experience with the Website [8]. The appearance of a third-

party seal such as web trust means to customers that the businessperson will make a sincere effort to support its 

transactional responsibilities, which should develop the customer's perceived value in the businessperson [9]. 

Therefore, when Internet customers see the seals on a given site, it helps to increase the degree of perceived value 

and decrease the actual level of risk they perceive. On the basis of specified theoretical and observed background, the 

proposed hypothesis is: 

Hypothesis H4: Third-party seal is positively related to perceived customer value. 

 

3.5 Service Quality and Perceived Value 

How consumers can be attracted by e-commerce depends on its ability to avoid time wasting and cost. 

Consumers are allowed to view, compare, search, and ask the question by e-commerce. Besides, there are some 

useful and accelerated functions of e-commerce site such as hyperlinks which give the customer more valuable value 

without geological or time limits. Hence more useful services the website grants the greater value it will have for the 

customer [10]. Based on these, the following hypothesis is proposed as: 

Hypothesis H5: The service quality provided by this website will increase the customer’s perceived value of the 

website.  

 

3.6 Product Price and Perceived Value 

Price has been determined to have a definite influence on perceived product quality but a negative influence 

on a product’s value for the money. As an economic offering, price gives negatively to value. Economical customers 

habitually see the price as a significant cost element and compare prices between different options. Obtaining price 

control has been proposed as an efficient way to intensify customer value. Selling online can be up to 15% less costly 

than selling through usual channels. Early research points that trying the best price is a primary motivation of online 

shoppers. Surely, transaction prices and sales tax typically are lower in e-commerce than in conventional business 

environments. Thus, to the price-sensitive part of the market, the price is an important test for value determination. 

On the basis of summary, the following hypothesis is stated as: 

Hypothesis H6: Product price is positively related to perceived customer value. 

 

3.7 Popularity and Trust 

The popularity of e-commerce site is very important. Popularity can be increased by giving advertisement 

through newspapers, television and other ways. If the e-commerce site once got its popularity then obviously 

customers can visit this website again and again and the trustworthy will be increased among customers. As a result 

the web site gain popularity and obviously it influence on trust. One of the main goals of marketing is to establish 

credibility through repetition since repetition in marketing can highly enhance credibility. When a potential customer 

sees and hears a brand frequently and on a regular basis, its credibility increases. Brand familiarity is much the same 

as credibility. Hence, we propose hypothesis as bellow: 

Hypothesis H7: Popularity is positively related to perceived customer value. 

 

3.8 Security and Trust 

In the internet ecosystem, there are some determinations such as the integrity of electronic money, 

cybercrime, reliable payment, and the lack of clear rules, transaction security makes e-commerce complex to develop 

and strengthen. The information about the online auction can easily be stolen, and today it is a very easy task to stole 

data from the internet. Here the privacy of customers personal information included such as MasterCard, address etc. 

In today's world users are very concerned about their privacy protection. Many times customers are unwilling to buy 

the product from online e-commerce system because they have fear about privacy concern. In the previous system of 

the internet ecosystem, the transaction and security protection problems of the internet were not investigated. 

Nevertheless, the frequent improvement of commercial and internet issue has grown rapidly and the ownership of 
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particular assets right and auction security appeared. [11]. The security of the transaction can be easily stolen. The 

transaction security is not pleasing the consumers. However, it is a piece of great news for both consumers and 

business owners that these problems are tried to be solved and a hacker can't steal it easily. For example, secure 

electronic transactions (SET), encryption technologies, and setting up third-party certification groups can all make 

Internet transactions more secure. Hence, when the security of transactions on website updates, customer’s level of 

trust in the website will as well. We hereby propose the following hypothesis: 

Hypothesis H8: Higher transaction security of a website will increase the level of trust customers have in the website. 

 

3.9 Privacy and Trust 

Perceived Privacy points to a consumer's opinion of the likelihood that the Internet businessperson will try to 

preserve consumer's private information obtained during electronic auctions from illegal use or confession. At the 

time of an auction, the online seller collects the names, e-mail addresses, phone numbers, and home addresses of 

buyers. Some sellers transfer the information on to spammers, telemarketers, and direct mailers. The unauthorized 

collection and sale of personal information could harm genuine customers in a diversity of ways, extending from 

simple spamming to fraudulent credit card charges and identity theft. Therefore, for many online customers, loss of 

privacy is the main attention, and the security of transaction information is important. In a recent survey, 92% of 

survey respondents indicated that they do not trust companies to keep their information private even when the 

companies promise to do so [12]. These growing customer concerns are forcing sellers to adopt privacy assurance 

measures to increase their perceived trustworthiness and thereby to encourage online auctions. Similarly, customers 

often perceive that one of the responsibilities of a seller is that the seller should not share or distribute the buyer's 

private information. Consequently, if buyers perceive that the seller is unpropitious to protect their privacy, they will 

perceive greater risk concerning the transaction with the seller. According to the description of theoretical 

background, the following hypothesis is proposed as bellow: 

Hypothesis H9: A consumer's perceived privacy positively affects the consumer's trust. 

 

3.10 Perceived Value and Trust 

There are a lot of different explanations of perceived trust. Some scholar define trust as "a kind of belief in 

others good plans", while others debate that trust means the expectation that the other agent is reliable to take 

"vulnerability" for their efforts, regardless of their capabilities to manage or regulate their activities [13]. Generally, a 

broadly accepted interpretation of trust is "a psychological state of compliance to take vulnerability, explained by a 

positive expectation based on the plans and reactions of others". “Trust” is based on the origin of being voluntary, and 

is linked to assigned values. When behaviors cannot be predicted or newcomers join intercommunications, "trust" is 

needed because expected things, such as a sense of personality or the power of acquiescence’s, do not exist *14+. 

Growing customers' level of trust can enhance the interactivity and lessen the uncertainty of transactions, thereby 

enhancing the cognitive value of customers. Therefore, the following hypothesis is inferred as bellow: 

Hypothesis H10: A consumer's perceived value positively affects the consumer's trust. 

 

3.11 Perceived Value and Loyalty 

Basically, customer value is the difference between efficiency and quality or profits and cost for the customer 

when they buy goods and services from e-commerce. Some scholars describe customer value as the level of 

preferences of products. Customers mainly improve their level of choice by evaluating product and service qualities. 

Customer value indicates the separation between the total customer value and total customer cost, while total 

customer value means to a collection of profits that customers suspect to gain from appropriate products or services. 

The overall value of the company is enhanced by customer value. Basically in this present situation what customer 

wants from their prospect and that basically represents a customer value. In other words the clear concept about 

customer value is that customer what gained from buying and utilizing products. The customer value defined Based 

on the three classes of technology (long-linked, intensive, and mediating). There are three kinds of value form models 

on corporate levels: “value chain,” “value shop,” and “value network” that increased customer value for maintaining 
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customer loyalty. E-commerce performs a vital roles in value determination in 21st century. The United States is the 

first country that improves e-commerce trade which followed European countries and Japan. Therefore if the 

customer perceived value is higher than the perceived loyalty to the website will be higher. [15]. Considering all these 

measurement the eleven hypotheses is stated as: 

Hypothesis H11: Higher customer’s perceived value of a website will enhance their loyalty to the website. 

 

3.12 Trust and Loyalty 

From the model inquiries, Customer loyalty may effect because of verbal impact and rehash dries, which 

enhances the client level of trust. Moreover, a higher degree of loyalty may have impact on customer to trustworthy 

service providers. Therefore, loyalty to the website will be increased when customers play a higher level of trust. So 

the twelve hypotheses can be stated as below: 

Hypothesis H12: So the loyalty to the website will be increased because of a higher level of trust of customers. 

 

IV. Research Model 

A conceptual framework model can be established according to the hypothesis H1to hypothesis H12, which 

is given in Figure 2. Here perceived value is directly affected by reliability, product quality, marketing, third party seal, 

and service quality and product price. Trust is directly affected by popularity, security and privacy. Also loyalty is 

directly affected by perceived value and trust. Loyalty is indirectly affected by nine exogenous variables. 

                    
Figure 2. Basic theoretical model of B2C 

 

4.1 Structural Model and Mathematical Formulation of B2C 

 

We can estimate this model in three ways: 

 

1. Parameter estimation 

2. Model identification 

3. Model adequacy test 
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Here  is the latent exogenous variable ( 9n ) 

And   is the latent endogenous variables ( 3m ) 

 is something which denotes that exogenous variable is effecting endogenous variable that is   :  


 is something that where some endogenous variable effecting  endogenous variable that is  :  

 is correlation matrix among 1  to 9 . 

The Figure 3 shows the structural model of B2C.          

                 

Figure 3. Considered model Structure of B2C 

In the above Considered model Structure of B2C which is represented by Figure 3, 1 is affected by  1  to 9  and 

path relation are 11  to 16 . Similarly 2  is affected by 7  to 9  and path relation are 27 to 29 . Also 3  is 

affected by 1 , 2  and path relation are 31 , 32 .Finally 2  is affected by 1  and path relation is 21 . 1 , 2 and 

3  are indicate error term that is given bellow in Table 1. 
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Table 1. Interpretation of a model equation 

 

Here is the matrix formulation of the structural model from the Table 1 
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So the structural equation or path equation of our model can be expressed as:  

 

33 , 93 , )( TE   and )( TE     Parameter to be required to be estimated. 

1111   mnnmmmmm   

131993139313     

  )(I  

 11 )()(   II ……………………………..(1) 

 

4.2 Covariance Structure of Model 

Covariance is a measure of how changes in one variable are associated with changes in a second variable. Specifically, 

covariance measures the degree to which two variables are linearly associated. However, it is also often used 

informally as a general measure of how monotonically related two variables are. Table 2 shows the covariance 

relation of two exogenous or endogenous variables. 
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Table 2. Covariance formulation of the structure model 

 

Where, 

)( TT E    

)( TT E    

)( TT E    

)( TT E    

 11 )()(   II  

 DD   

Again 

1)(  ID  

])()[()( TT DDDDEE    

         = ][ TTTTTTTTTT DDDDDDDDE  
 

TTTTTTTTTT DDEDDEDEDDED )()()()(    

TTT DDDD  00   

TT DD ) (    

TT II   ))( ()( 1   

Again,  DD   

TTT DD    

)()()( TTT DEEDE    

TIDD  1)(0   



American Journal of Sciences and Engineering Research www.iarjournals.com 

 

54 www.iarjournals.com 

 

Again, 

TTTTTT DD    
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So covariance structure will be 
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4.3 Model Identification 
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If kt   then it is not identified. 

If  kt    then it is uniquely identified. 

If   kt  then it is over identified. 

Here kt  , hence our model is over identified. So we can go for next estimations. 

4.4 Model Adequacy Test 

      Absolute fit index are given bellow: 

 

 Chi-Square value and probability value p > 0.05 
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 Root Mean Square Error of Approximation (RMSEA) < 0.08 

 Goodness of Fit Index (GFI) > 0.9 

 Chi-Square/Degrees of Freedom <3 

 

If the model is not fit enough then the correlation matrix are not good also. The result of the fit index is given in 

the data analysis portion. 

 

V. Methodology 

5.1 Sample and Data Collection 

The questionnaire design of this study was revised based on relevant literature. All items were measured on 

a Likers Five-point Scale, where 1 represents “strongly disagree”, 2 represent “disagree”, 3 represent “neutral”, 4 

represent “agree” and 5 represents “strongly agree”. The measurements of variables in each dimension are explained 

in Table 3. 

 

Here the research object in this study is mainly user that associates with business experience and e- 

commerce related web. The random variable sampling was representing by simple Questionnaires, in the form of 

postal letters and e-mails. Total of 220 questionnaires was made and issued and returned 200 questionnaires. There 

were 200 valid questionnaires excluding 20 invalid questionnaires. So here the rate of valid questionnaires was 83.3%. 

We are trying to make questionnaires 100% unique which is mainly associated with e-commerce. 

 

Table 3.Measurements of research dimensions 

Research Dimensions Measured variable in dimensions 

Reliability The online source is reliable. 

Product Quality The product quality of this website is unique. 

Marketing  The advertisement of this website is constructive. 

Third Party Seal  Comment section of product of this website is positive. 

Service Quality  You believe that the service offered of this site is good quality. 

Product Price The products offered by this website fulfill your expectation. 

Popularity The popularity of this website is increasing day by day. 

Security You are assured about the payment methods on this website. 

Privacy The personal data and transaction related information of this 

website will not be leaked. 

Perceived Value Shopping on this website is a pleasant experience. 

Trust This website is trustworthy over the long run. 

Loyalty You visit this website first when you shopping online. 

 

5.2 Structural Equation Modeling (SEM) 

Structural equation modeling is a statistical technique that is utilized for interpreting structural relationships. 

This procedure is the mixture of factor analysis and multiple regression analysis, and it is used to interpret the 

structural relation between measured variables and latent constructs. This approach is favored by the researcher 

because it determines the multiple and interrelated dependence in a single analysis. In this interpretation there are 

two types of variables are used here one is endogenous variables and another is exogenous variables. Endogenous 

variables are similar to dependent variables and exogenous are similar to the independent variable [16]. The flow 

chart of the modeling stage of SEM shown in Figure 4. Firstly we have to specify a problem then according to the 

problem we have to build up a model. After building up a model we should identify the model. There are three types 

of identification of SEM: first not identified, second just identified and finally over identified. If the model is just 

identified or over-identified then we go for data collection and if the model is not identified then we cannot go for 
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data collection and estimation. Following data collection, we can go for estimation. After estimation, we go for fit 

diagnostics. If the model is fit enough then we utilize this model and if the model is not fit enough then we can go for 

modification of the model [17]. 

 
Figure 4. The flow chart of the modeling stages in SEM 

 

5.3 AMOS 

AMOS is software and its full meaning is an analysis of a moment structure. AMOS is particularly used for 

Structural Equation Modeling, path analysis, and confirmatory factor analysis. It is also recognized as analysis of 

covariance or causal modeling software. AMOS is a visual program for structural equation modeling. We can easily 

draw our models graphically using AMOS drawing tools. AMOS executes the computations for SEM and illustrates the 

results easily [18]. Figure 5 shows the user interface of software AMOS. 

 

 
Figure 5.  AMOS user interface 
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VI. Analysis and Results 

6.1 Analysis of the Structural Model 

From the research framework model, A model was built whose name is the structural equation model based on 

the above mentioned latent variable. This model was used for confirmed the fit of the model adequacy test. The 

amount 2  that is statistical often used as one of the measurement ratios, but the value of 2  is easily affected by 

the size of the sample. The issue of sample size should be considered to remove the interference of SEM. [19]. The 

ratio of the degree of freedom (DOF) and the value of 2  are generally used to measure model fit. For an accurate 

result, it asked that the level should not exceed 3. The structural equation modeling includes the fitness test of the 

model analyses the overall character of the model. Moreover, another significantly related index that is statistical 

should be taken into account. In this study, eleven indices were selected for conducting an overall evaluation of model 

fit. As shown in Table 2, among the auxiliary indices, only the adjusted goodness of fit index (AGFI) was lower than the 

ideal suggested value (0.7). Hair, et al. [20] believe that the goodness of fit index (GFI) and AGFI values are better if 

close to 1, but there is no single and absolute standard value in determining the goodness of fit between 

observational data and models. Nevertheless, Baumgartner and Homburg [21] used SEM to analyze 184 documents of 

study in the fields of marketing and consumers between 1977 and 1994 and found the ratio of documents in which 

AGFI were lower than the suggested value was 48%, still within the acceptable range. Therefore, there is a good level 

of fit in the models and observational data of this study and the Table 4 shown the accuracy fitness result of the 

model. 

 

Table 4. Analysis of fitness in the comprehensive research model. 

Fit indices Suggested level Results 

2  The smaller, the better 85.284 (p=0.000) 

DOF < 3 1.895 (df=45) 

GFI > 0.9 0.926 

AGFI > 0.9 0.91 

RMSEA < 0.08 0.070 

NFI > 0.9 0.92 

 

6.2 Empirical Findings 

Using SEM, the path relations of each variable was estimated the standardized coefficient was estimating the 

path value of the twelve hypotheses for validating the research model, a total of four reached the significance level of 

α=0.01, and one hypothesis reached the significance level of α=0.05. Eight hypotheses, (H1), (H2), (H5), (H6), (H8), 

(H9), (H10) and (H12) were determined invalid. The path analysis coefficients values between different dimensions of 

the structural model are as follows:  

Between reliability and perceived value: 086.011   (H1).Between product quality and perceived value : 

045.012   (H2).Between marketing and perceived value: 177.013   (H3).Between third party seal and perceived 

value: 125.014   (H4). Between service quality and perceived value: 080.015   (H5). Between product price and 

perceived value: 014.016   (H6). Between popularity and trust: 137.027   (H7). Between security and trust:

065.028   (H8). Between privacy and trust: 083.029   (H9).Between perceived value and trust: 050.021   

(H10). Between perceived value and loyalty: 158.031   (H11). Between Trust and loyalty: 106.032   (H12).The 

following Figure 6 shows that the path coefficients values of different dimensions. Relevant empirical data indicated 

that H1, H2, H5, H6, H8, H9, H10 and H12 are not supported because the cut of significant value of path analysis 

coefficient are greater than 0.05. So these dimensions have no effect on perceived value, trust and loyalty, while all 

other hypotheses are all supported. 
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Figure 6.The mediating effect of structural model. 

 

VII. Conclusions 

Though e-commerce management has improved enough but in the internet world, borders are a big problem 

in the globalization world for e-commerce today. In today's present situation broadband WAN connects all the 

computer for permitting business to mix production value and provide the consumer with different kinds of Value-

added service. As a result, E-commerce can generate a virtual society of a public service commission and built 

marketing channel in e-generation for presenting the customer with proper information or commodities and service 

through the use of high-speed communication system and interactive distribution. Even in that case, If the business 

owner and e-commerce directors are not aware of the feature of e-business, if they lack of  proper significant 

education about competitive edge or their internet-based transaction system is not totally shielded then the 

customers may not be interested to buy their product from their e-commerce site and customers can lose their 

interest in online shopping. At present condition of e-commerce, Customers’ demands are an important issue and it is 

a great challenge to fill up the customer requirements along with the gradual opening of information on the e-

commerce site. If someone wants to get profit from this e-business, then he/she has to give importance to obtain the 

value created by loyal customers for businesses and also to increase a wide range of online visitors. 

 

The values of e-commerce were being compared to product marketing with online communities. When the 

customers repeatedly visit a website through marketing, then we have to realize that the website has a fabulous value 

for the customer and the accord could be made through customer by revisiting and purchasing online. So, in that case, 

the hypothesis (H3) is valid. Another important fact is that perceived values is being compared to a third-party seal. If 

the comment section is being seen positive then customers are more attracted to buy this product. So, in that case, 

the hypothesis (H4) is valid. Another important dimension is popularity which is compared with perceived trust. If the 

popularity is increasing day by day then the customers will repeatedly visit this website and gradually increasing their 

trust. So the hypothesis (H7) is valid and a positive and significant relationship between popularity and trust has been 

made up. Therefore, (H11) is also valid. There is a positive and significant Relationship between the value of websites 

perceived by customers and customer loyalty to websites, meaning customers with higher perceived value of a 

website will trust the website more. Furthermore, there is a positive and significant relationship between customer’s 

sense of trust in a website and their perceived value. 
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The business possibilities of e-commerce have been extended by the flourishing advancement of the 

Internet. The business owner can also invest in the borderless market and hire a significant number of technological 

expertise to establish Internet companies great. The virtual market for businesses has been opened by the endless 

business possibilities of the Internet. However, it doesn't mean that every investor can be successful. In the e-

commerce market share is remarkable, the satisfaction of purchasers is necessary for the endurance of e-commerce 

administrators. Hence, the factors affecting the decision making of consumers to choose e-commerce shopping should 

be counted by the businesses operating websites. 
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