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 The purpose of this paper is to examine effects of hedonic and utilitarian aspects of consumer be-
haviour toward e-loyalty and how e-satisfaction plays a mediating role between them. A survey 
method was adopted to test the research model. The primary data for the survey was collected during 
January 2021, using the convenience sampling approach, from business school students. The struc-
tural equation modelling method was used to analyse the data with AMOS 22.0 software. The meas-
urement model was estimated through a confirmatory factor analysis before testing the structural 
model framework and hypotheses (response rate 94.3%, n=264). The results showed that hedonic 
and utilitarian shopping values have great influence in shaping e-satisfaction. The study also high-
lights the importance of mediating the role of e-satisfaction between shopping values and e-loyalty. 
This research highlights why and how ‘satisfaction with website’ matters in the contribution of shop-
ping values to behavioural outcomes by presenting its mediating role. The study offers implications 
and suggestions to e-retailers by specifying characteristics that should be given more consideration 
in order to increase online consumer e-satisfaction and e-loyalty. It also contributes to the present 
body of knowledge on shopping and buying behaviour in the online context, especially for those 
who have theoretical and managerial interests on the subject in emerging economies like Jordan. The 
novelty of the paper comes from the fact that it cumulatively captures the factors influencing online 
consumers’ loyalty in the Jordanian context, apart from validating the mediating role of e-satisfac-
tion. 
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1. Introduction 
 
The internet has caused a rapid shift in the marketing industry toward adopting multichannel retail strategies. Most consumers 
have transitioned from offline shopping to online shopping because of the convenience and ease offered by e-commerce 
websites. Businesses are expeditiously adapting to this change and are using the internet to connect and communicate with 
their customers, thereby reducing marketing costs and enabling customers to provide feedback regarding their products and 
services. The industry has seen exponential growth since the spread of the coronavirus, as shoppers are increasingly carrying 
out online transactions. The internet not only acts as a safe alternative but also offers many other services and benefits that 
are not available via traditional shopping methods. This has enabled firms to cater to their consumers’ needs effectively and 
to develop a distinguished relationship with them (Brakman et al., 2020). Consumers tend to perceive different levels of 
hedonic shopping value, utilitarian shopping value, and purchase intention across channels, as channels differ in their con-
straints and advantages (Nopnukulvised et al., 2019). During recent years, Jordan has witnessed advancements in its infor-
mation and communication infrastructure. However, Jordanians continue to face barriers regarding online shopping due to 
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harboured concerns that influence their attitude toward the technology (Ahmad, 2016). Alsoud and Ismail (2018) state that 
“online purchasing in Jordan faces many demanding situations, Jordanian clients are coin orientated, and using online pur-
chasing is lowering 12 months by way of year.” There are many factors linked to this problem. Misleading information, 
unavailability of merchandise, lengthy ordering processes, untrustworthy website content, and the unavailability of alternative 
delivery strategies, as well as inconsistent font sizing and language, have left Jordanians dissatisfied with online purchasing 
and e-trade websites (Hassan & Morris, 2017). Many researchers have tried to study the boundaries of Jordan’s e-trade to 
expand them. Despite this, the literature does not show a complete image of its e-trade adoption. The reason for this may be 
because there are limited sources of information available regarding e-commerce in Jordan. Despite the provision of e-com-
merce websites in Jordan, the Ministry of Information and Communications Technology (2016) stated that the purchases 
among Jordanians and Jordanian organizations online are very low compared to that among Jordan’s foreign suppliers. Thus, 
the question arises, why do Jordanians distance themselves from online purchasing when the spread of the internet in Jordan 
is extensive, particularly compared to other Middle Eastern nations? This can only be explored by gaining a deeper and 
strategic understanding of the determinants of online satisfaction and e-loyalty. To this end, online retailers must determine 
the factors affecting the satisfaction of customers and examine the relationship between satisfaction and e-loyalty. There are 
few studies available that identify these determinants, although Jordanian e-commerce is witnessing exponential growth. The 
reason is that most studies have been carried out in the context of developed Western economies (Ha & Stoel, 2012), and their 
findings are not applicable to the Jordanian context due to cultural differences (Albarq, 2014). Vijay et al. (2019) claim that 
the cultures adopted by shoppers in different national markets positively affect the selection and preference of portals; in other 
words, one’s culture can directly affect attitudes, beliefs, and online purchase intentions when selecting an online portal. 
Hence, this gap calls for a study tailored to the Jordanian context to determine the factors that affect the e-satisfaction and e-
loyalty of consumers. The first step toward comprehending the dynamics of the market involves in-depth research about 
consumer behaviour and patterns. The industry has continuously strived to fulfill and exceed all shopper expectations; thus, 
considering the influence of national culture on consumer behaviour is of paramount importance. The findings of previous 
studies conducted in this field fail to illustrate the situation in the context of the Jordanian market. This study aims to draw a 
connection by observing the effects of hedonic and utilitarian values on e-loyalty and the mediating role of e-satisfaction in 
the Jordanian setting. We believe that our study makes a significant contribution to the literature because despite the fact that 
many researchers have tried to study the boundaries of Jordan’s e-trade to expand them, the literature does not show a complete 
image of its etrade adoption. This study aims to fill that gap by providing new marketing insights on this emerging market. 
Therefore, this study aims to draw a connection by observing the effects of hedonic and utilitarian values on e-loyalty and the 
mediating role of e-satisfaction in the Jordanian setting. 

 
2. Literature Review 
 
2.1     Shopping Values 

 
Babin et al. (1994) define shopping values as the outcome of a shopping experience. They propose two characteristics of 
consumer behaviour that constitute shopping values: hedonic and utilitarian benefits. Purchase intention and shopping expe-
riences are modelled by these values depending on the shopper, product, shopping condition, and interaction (Chung, 2015). 
Babin et al. (1994) also point out that both hedonic and utilitarian values can come into play simultaneously in one purchase 
experience. Utilitarian values are characterized by practical applications and the needs of consumers whereas hedonic values 
are characterized by pleasure, fun, and enjoyment. Based on the analyses of researchers who have strived to define shopping 
values accurately (Choi, 2017; Nopnukulvised et al., 2019; Vijay et al., 2019), the concept has many aspects and varies de-
pending on the state of affairs. An interesting claim is put forward by Fischer and Arnold (1990), who state that consumers 
shop like they work, and they enjoy the experience of shopping. This highlights the distinctive and assorted aspects of con-
sumer behaviour regarding shopping ventures. However, only considering the apparent benefits obtained upon receiving a 
product or service is not sufficient (Overby & Lee, 2006; Vijay et al., 2019). Hence, the instrumental result (utilitarian) should 
be examined along with the experiential result (hedonic). In their study, Batra and Ahtola (1991) identify utilitarian and 
hedonic benefits and develop a measurement scale to classify buyer intentions and attitudes. Their work is based on the 
concept of experiential consumption reported by Hirschman and Holbrook (1982), who suggest that consumer behavior rep-
resents personalized states through various symbolic meanings, hedonic responses, and esthetic variables. Hedonic consump-
tion is a novel perspective that challenges the traditional use of logical processing. When making a purchase, consumers tend 
to assess both types of shopping values. For some consumers, the practical use value outweighs the hedonic aspect, whereas 
others may be moved by the emotional pleasure that the purchase offers.   

 
2.2     Hedonic and Utilitarian Values 

 
Irani and Hanzaee (2011, p. 92) stated that ‘utilitarian value is task oriented and cognitive in nature, consumers perceive 
utilitarian value by acquiring the product that necessitated the shopping trip’. Hamzah (2013) also claimed that utilitarian 
shoppers are motivated based on cognitive activities and goal-oriented tasks. Thus, utilitarian purchasing behavior is more 
logical, rational, planned, part of daily routine and always included in purchases. This sentiment has also been expressed by 
Sangkoy and Tielung (2015) stating that ‘a consumer receives utilitarian shopping value when he or she obtains the needed 
product, and this value increases as the consumer obtains the product more effortlessly’. The hedonic value of a shopping 
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experience evokes feelings of cheerfulness and excitement. It triggers the perception that shopping is emotionally useful 
(Hirschman and Holbrook, 1982), and the purchased product or service not only serves a purpose but also takes care of 
emotional needs. Thus, this value is more subjective than the utilitarian value. Compared to utilitarian value, hedonic shop-
ping value is more subjective and individualistic. Vijay et al. (2019) assert that the hedonic value may provide consumers 
the benefit of a product without even having to purchase it. Conversely, the utilitarian value denotes the essential purpose 
of making a purchase. It highlights the obligatory aspect of the shopping venture. Yuksel (2007) states that the utilitarian 
value satisfies desire in its actual state. In other words, the desire satisfied through utilitarian utility is generated by the 
consumption desire that promotes the shopping experience or the product. Its value is perceived through fun and pleasure 
as opposed to goal achievement (Hirschman & Holbrook, 1982). Bakirtas and Divanoglu (2013) state that Hedonic con-
sumption signifies the joy and pleasure the consumer expects from shopping. As the expectation from shopping is different 
for each consumer, so is the feeling experienced during shopping. Some of the consumers are affected by various motiva-
tional aspects in order to get joy and pleasure from shopping. In a similar context, Babin et al. (1994) defined hedonic 
shopping value as perceived entertainment and emotional worth provided through shopping activities. Hedonic shopping 
value reflects the pleasure, joy and emotional worth of shopping. Hedonic consumption is based on hedonism. 
Previous studies have asserted that consumer behaviour is a union of hedonic and utilitarian values (Liu and Forsythe, 2010; 
Choi, 2017; Vijay et al., 2019). The hedonic value is experimental and involves feelings of excitement, delight, and fun 
when making a purchase.  Choi (2017) discusses the role of the two shopping values in shaping consumer behaviour. Also, 
many studies have explored the stimulation of shoppers’ purchase intention based on these two values (Sorce et al., 2005; 
Kim and Eastin, 2011). The influence of the hedonic and utilitarian values can vary shoppers’ expectations of their online 
shopping experiences. Consumers that are oriented toward utilitarian values tend to inspect the practical and essential fea-
tures of products, such as their price, quality, usability, and associated tasks (Sorce et al., 2005). However, consumers that 
are oriented toward hedonic values tend to explore e-commerce sites and products that make them feel elated. Vijay et al. 
(2019) and Sirakaya-Turk et al. (2015) state that the purchase of products that fulfil the hedonic expectations of a buyer 
increases the consumer’s motivation and focus during that time. It is also linked to an increase in the frequency of a con-
sumer’s online business transactions regarding goods and services (Bui and Kemp, 2013). In addition, it is suggested that 
an e-commerce website’s user interface and clarity play significant roles in regulating the utilitarian aspect of consumer 
behaviour and impact the satisfaction of the buyers (Hausman and Siekpe, 2009). In consideration of these findings, the 
following hypotheses are proposed:  

 
H1: The hedonic shopping value positively influences e-satisfaction.  
H2: The utilitarian shopping value positively influences e-satisfaction. 

 
2.3     E-Satisfaction and E-Loyalty 

 
Godefroit-Winkel et al. (2019) define satisfaction as a psychological state of mind that is activated in response to a positive 
experience. Retailers aim to fulfil the needs and wants of their customers to achieve their satisfaction. Business organizations 
are advised to have personal interactions with their clients for the same purpose (Cui et al., 2017). “E-satisfaction or elec-
tronic satisfaction is a consumer’s feeling of contentment regarding a shopping experience with an e-commerce website” 
(Anderson and Srinivasan, 2003, p. 125). E-satisfaction leads to purchases and repurchases, thus ensuring e-loyalty toward 
a specific website. Oliver (1999, p. 233) defines customer loyalty as “a deeply held commitment to rebuy or re-patronize a 
preferred product/service consistently in the future, thereby causing repetitive same-brand or same brand-set purchasing, 
despite situational influences and marketing efforts having the potential to cause switching behaviour”. Against the same 
backdrop, e-loyalty is defined as “the customer's favourable attitude toward an electronic business resulting in repeat buying 
behaviour” (Anderson and Srinivasan, 2003). It is also emphasized that satisfaction is a great instigator of loyalty. Many 
factors determine the e-loyalty of a consumer. For example, the user interface or the data displayed on a website plays a 
significant role in whether or not a consumer will revisit (Cui et al., 2017). A website’s design, reliability, shopping values, 
and customer service also contribute to consumer e-satisfaction (Godefroit et al., 2019).  To investigate the motivation 
behind e-loyalty, Chiu et al. (2009) utilize the technology acceptance model and find that justice-related elements have a 
strong impact on the loyalty and satisfaction of consumers. Luo and Ye (2019) establish that satisfaction derived from a 
firm’s online store results in consumers’ repeat and regular return purchases. Shankar et al. (2003) illustrate that e-loyalty 
toward any online retailer is the consequence of an amalgamation of numerous service encounters, website portal experi-
ence, and e-satisfaction. Godefroit et al. (2019) confirm the association between e-satisfaction and purchase intentions. 
Vijay et al. (2019) find this relationship to be positive. Thus, based on this discussion, the following is hypothesized: 

  
H3: E-satisfaction positively influences consumer e-loyalty. 

 
Fig. 1 reports the conceptual framework and hypotheses. Accordingly, it has been proposed that the two independent vari-
ables—hedonic shopping value (HSV) and utilitarian shopping value (USV)—have a direct significant positive influence 
on the dependent (mediating) variable e-satisfaction. E-satisfaction further influences the final dependent variable e-loyalty. 
It is proposed that these two independent variables do not have any direct significant influence on e-loyalty but rather have 
an indirect influence (through e-satisfaction) on e-loyalty. 
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Fig. 1. Conceptual framework and hypotheses 

3. Methodology 
 

3.1     Survey Instruments 
 

The survey instruments were generated using verified items developed by previous studies to measure the identified con-
structs. A review of the appropriateness of the constructs and respective items was conducted and 18 statements were se-
lected to test all constructs. The hedonic shopping value was assessed using a scale developed by Babin et al. (1994) that 
consists of four evaluation items: excitement to shop online, pleasure gained from shopping, comparison with other activi-
ties, and need verses want. The utilitarian shopping value was measured using a scale developed by Babin et al. (1994) that 
consists of five evaluation items: optimal price and quality of purchase, success of purchase, specific searching, essential 
shopping, and sense of accomplishment. To compute e-satisfaction, a modified three-item scale developed by Bhattacherjee 
(2001) was employed for the following: performance of the website, experience with the website, and overall satisfaction 
with the purchase experience. Finally, to assess e-loyalty, a six-item scale that evaluated the consumer’s first choice, fa-
vouritism, best experience, probability of switching, frequency, and service opinion was adapted from Anderson and Srini-
vasan (2003). A 7-point Likert scale with (1) representing strongly disagree and (7) representing strongly agree was used to 
measure each of the items. The instrument was tested with the help of 24 consumers who had experience with at least four 
online shopping stores. The items were checked for propriety and were refined accordingly. The questionnaire was then 
translated to Arabic and thereby made available in two languages (English and Arabic) for administering in Jordan. The 
dimensions of each construct were recognized and shared with a two-member panel of control specialists from Jordan uni-
versities, as well as marketing consulting companies, to ensure the validity of the questionnaire. Necessary changes were 
made according to their suggestions. 

 
3.2     Data Collection/Sample 

 
Primary data was collected during January 2021 from students of a premier business school of Jordan University, located 
in central Jordan. The survey instrument (questionnaire) was administered to 280 respondents who were selected using the 
convenience sampling approach. The respondents were first asked about their shopping experience on popular e-retailers 
such as Opensooq.com, Amazon, and eBay. The prerequisite condition for participating in the online survey was that the 
respondents must have shopped through the online medium at least twice in the last three months. Upon confirmation of 
this, they were asked for their consent to take part in the survey. The respondents were requested to complete the instrument 
keeping their experience with their specific and preferred online retailer in mind. In all, 264 usable questionnaires were 
received from the respondents. The demographic profile of the sample is shown in Table 1. Of the 264 respondents, 55% 
were females and nearly 85% of the respondents were between 21 to 30 years old. Approximately 78% of the respondents 
had a monthly family income of more than JOD 600 (USD 850). With respect to shopping frequency, 59% of the respondents 
visited an online retailer 1–5 times on average in a month, and 20% of the respondents frequented sites 6–10 times in the 
same period. 
 
Table 1 
Scales used 

Construct Studies 
Hedonic Shopping Value Babin et al. (1994) 
Utilitarian Shopping Value Babin et al. (1994) 
E-Satisfaction Bhattarcherjee (2001) 
E-Loyalty Anderson and Srinivasan (2003) 

 
3.3    Analysis 
The Structural Equation Modeling (SEM) method was used to analyze the data using AMOS 22.0 software. As suggested 
by Hair et al. (2006), the measurement model was estimated through a confirmatory factor analysis (CFA) before testing 
the structural model framework and hypotheses. 
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4. Results 
 
As previously mentioned, the model consisted of two extrinsic variables—the hedonic shopping value (HSV) and the utilitar-
ian shopping value (USV)—and two intrinsic variables—e-satisfaction and e-loyalty. The three hypotheses proposed in the 
model (as shown in Fig. 1) were tested. The measurement model consisted of four constructs and illustrated the relationship 
between observed and unobserved variables, and the validity and prominence of the characteristics of the constructs were 
tested using the CFA (See Fig. 2).  
 

  
Gender Frequency of visit to an online retailer (average/month) 

  
Monthly Income of the Family of the Respondent (JOD) Age 

Fig. 2. Personal characteristics of the participants 
 
In compliance with the results obtained, the item “I am able to buy what I really need” was removed from the utilitarian 
shopping value construct (refer to Table 2) because the factor loading for this variable was below 0.50. As shown in Table 3, 
other fit indices were also used because the size of the sample was sensitive with regards to chi-square statistics (Hair et al., 
2006). A goodness of fit of the model with the data was observed in accordance with various fit indices. The ratio of the chi-
square minimum to the degree of freedom (CMIN/df) was below the cut-off criterion of 3.00 (Hair et al., 2006), indicating a 
good fit between the hypothesized model and the data. Hair et al. (2006) also suggest that the goodness-of-fit index (GFI), 
adjusted goodness-of-fit index (AGFI), Bentler’s comparative fit index (CFI), Bentler-Bonett normed fit index (NFI), and 
Tucker-Lewis index (TLI) should all be greater than 0.9. The root mean square error of approximation (RMSEA) value, which 
should be less than 0.1, is also utilized. 
 
The t-test or critical ratio was used to determine the statistical significance of the variables. Factor loadings of all items from 
all four constructs were found to be greater than 0.60 and, hence, notable enough to indicate convergent validity as shown in 
Table 4. The average variance extracted (AVE) was calculated to further validate the constructs. AVE reflects “the amount of 
variance that is captured by the construct in relation to the amount of variance due to measurement error” (Hair et al., 2006, 
p. 45). For the construct to have a reliable structure, its minimum AVE value should be 0.50. In the case of the present study, 
the values for all four constructs ranged from 0.55 to 0.75. From this, it can be concluded that the four variables have good 
reliability in estimating the latent constructs.  

 
To determine if any two constructs are dissimilar, Hair et al. (2006) suggest testing the discriminant validity. The square root 
average variance was calculated for every construct and was compared with the factors’ correlation coefficients of other 
factors. Table 3 presents the results of the discriminant validity test. 
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145, 55%

Male Female

28, 11%

157, 59%
53, 20%

26, 10%

<1 1--5 6--10 >10
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Table 2 
Measurement model (CFA) 

Factor and Items Factor Loading Critical 
Ratio (CR) 

α AVE Construct 
Reliability 

Hedonic Value   0.89 0.64 0.89 
Online shopping is always exciting for me 0.813 11.981    
Online shopping gives me more pleasure than what I get 
from the products purchased 

0.788 11.647    

Compared to other things I could do, the time spent 
online shopping is/are truly enjoyable 

0.843 12.359    

I continue to shop not because I have to, but because I 
want to 

0.753 Fixed    

Utilitarian Value   0.86 0.57 0.85 
The products and services I purchase online are always 
right priced and are of good quality 

0.638 Fixed    

I am successful in my online shopping 0.669 11.501    
While shopping online, I search just the items I am look-
ing for 

0.857 10.044    

I am able to buy what I really need 0.207 Deleted    
I am able to accomplish just what I want on the online 
shopping trip 

0.823 9.943    

E-Satisfaction   0.94 0.76 0.94 
I am satisfied with the performance of the website(s) 0.817 14.688    
I am pleased with the experience of using online shop-
ping website(s) 

0.917 17.464    

I am satisfied with the purchase experience at this online 
retailer 

0.906 Fixed    

E-Loyalty   0.90 0.60 0.89 
When I need to make a purchase, this website is my first 
choice 

0.844 12.978    

I believe this is my favourite website to buy the same 
kind of product 

0.794 Fixed    

To me, this website is the best retail website to do busi-
ness with 

0.760 11.990    

I seldom consider switching to another online retailer 0.301 Deleted    
I try to purchase at this online retailer whenever I need to 
make a purchase 

0.730 11.669    

As long as the present service continues, I doubt that 
would switch to another website 

0.845 13.922    

 
Table 3 
Confirmatory factor analysis of all measurement models 

CFA Model Items CMIN/df TLI NFI GFI AGFI CFI 
Hedonic Value 3 1.465 0.999 0.999 0.997 0.981 0.999 
Utilitarian Value 4 1.435 0.997 0.997 0.996 0.957 0.999 
E-Satisfaction 4 1.332 0.999 0.998 0.997 0.986 0.999 
E-Loyalty 5 1.040 0.999 0.999 0.997 0.978 0.999 

 

The SEM method was then used to analyse the research model in conjunction with the maximum likelihood estimation 
method. The intrinsic and extrinsic variables were tested to discover the strength of the proposed model and the stated hy-
potheses. The results shown in Table 4 illustrate a good fit of the hypothesized model. The indices demonstrate the goodness 
of fit of the model, which makes them an authentic factor for evaluating the hypothesized paths. The values of all the fit 
indices demonstrate a good fit between the hypothesized model and data. 

 

Table 4 
Test of discriminant validity 

Construct HSV USV ES EL 
Hedonic Shopping Value (HSV) 0.781*    
Utilitarian Shopping Value (USV) 0.362 0.768*   
E-Satisfaction (ES) 0.551 0.56 0.728*  
E-Loyalty (EL) 0.667 0.347 0.585 0.793* 

* Diagonal values represent square root of AVE, all the other values denote the correlation coefficients. 
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It is clear from the results shown in Table 5 that the structural model supports the study’s hypotheses. 
 
Table 5 
Good of Fit of the Hypothesized Model (GOF) 

Measures Fit Indices Value accepted 

Absolute Level 
RMSEA 0.027 Less than 0.08 
GFI 0.927 0.90 and Above 
P- Value 0.000 P- Value ≥0.05 

Incremental Level 

AGFI 0.912 ≤ 0.90 
CFI 0.999 ≤ 0.90 
TLI 0.992 ≤ 0.90 
NFI 0.969 ≤ 0.90 

Parsimonious Level 
CMIN/df 1.139 ≥ 2.0 
(R²) 0.719 High is better 

 
The extrinsic variables, which were hedonic and utilitarian shopping values, demonstrated a strong and favourable influence 
on e-satisfaction. Furthermore, the total, direct, and indirect effects of the variables on the latent constructs were deconstructed 
and analysed to explore the effects of hedonic and utilitarian shopping values and e-satisfaction on e-loyalty. In the case of 
the proposed research model, the extrinsic variables were responsible for 57% of the total variation in e-satisfaction. The same 
model allowed 49% variation in e-loyalty caused by e-satisfaction. Hence, all the determinant variables established a signifi-
cant direct and/or indirect effect on the latent constructs. Thus, e-satisfaction was found to exhibit a robust direct effect on e-
loyalty (β = 0.37). This implies that e-satisfaction plays both direct and indirect roles in building e-loyalty. The effect of the 
mediating variable, e-satisfaction, on online shopping values and e-loyalty was tested in accordance with the method proposed 
by Hair et al. (2006). The results are presented in Table 6. 
 
 
Table 6 
Structural model results 

Hypothesis Estimate β t-value p ≤ Result 
H1: Hedonic shopping value e-satisfaction 0.23 4.61 0.001 Accepted 
H2: Utilitarian shopping value e-satisfaction 0.32 5.36 0.001 Accepted 
H3: e-satisfaction e-loyalty 0.37 5.25 0.001 Accepted 

 
Table 7 presents the mediation effect of e-satisfaction in comparing the relationship between known variables and e-loyalty, 
directly without a mediator, directly with a mediator, and indirectly. The direct effects with and without the mediator are 
observed to be nearly the same. The indirect column displays a significant effect on e-loyalty. This illustrates that e-satis-
faction enhances the significance of all the effects, thereby proving its mediating role. This also confirms that the hedonic 
and utilitarian shopping values influence an online buyer’s e-loyalty via e-satisfaction. The shopper uses those variables to 
achieve satisfaction with a purchase and, in the process, develops loyalty toward the e-commerce firm. Therefore, the role 
of the mediator among the online shopping values and e-loyalty is fulfilled by e-satisfaction. 
 
Table 7 
Direct, indirect and total effects 

Predictor variables E-satisfaction (Effect) E-loyalty (Effect) 
 Indirect Direct Total Indirect Direct Total 

HV 0.00 0.157 0.157 0.061 -0.015 0.046 
UV 0.00 0.218 0.218 0.090 -0.058 0.032 
E-satisfaction - - - 0.00 0.419 0.419 

R2     57%  49% 
 
Table 8 presents the mediating effect of e-satisfaction between the predictor variables and e-loyalty. The significance of direct 
effect of the variables (both with and without the mediator) are nearly the same. But when we look at the indirect effect all of 
the variables, they show significant influence on e-loyalty. Directly they are not significant but indirectly (through e-satisfac-
tion all of them are significant). This clearly explains the mediating role of e-satisfaction. The predictor variables do influence 
online shoppers’ e-loyalty through e-satisfaction. It elucidates the fact that an online shopper uses the predictor variables to 
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gain satisfaction with the websites and thereby developing loyalty towards the website. Thus, e-satisfaction acts as a mediator 
among the variables online shopping values and e-loyalty. 
 
Table 8 
Mediation effect 

Relationship Direct without Mediator Direct with Mediator Indirect 
HV ES EL 0.045 (p ≤.481) -0.015 (p ≤.761) 0.061 (p ≤.001) 
UV ES EL 0.011 (p ≤.791) -0.058 (p ≤.422) 0.90  ≤.001) 

 
5. Discussion and Conclusion 

 
There are only a handful of studies available that examine the effects of various constructs on consumer behaviour and pur-
chase intention in the context of developing world economies like Jordan. To address the existing gaps and shortcomings, this 
study investigated the factors that impact, directly or indirectly, the satisfaction with and, ultimately, the loyalty to different 
Jordanian e-commerce firms. The primary goal of the study was to gain insight into the extrinsic and intrinsic factors that 
influence e-satisfaction and e-loyalty. The findings established a significant relationship between e-satisfaction and e-loyalty. 
The originality of the study lies in capturing the factors influencing e-loyalty and analysing the strategies that help build this 
loyalty in an emerging economy like Jordan. The conclusions drawn from the results support the suggested framework and 
three hypotheses. 
 
The user interface and features offered by a website play a notable role in providing consumers with a hedonic benefit. These 
factors also facilitate ease of use, as well as contribute to a joyful shopping venture for the consumer. It has been established 
through this study that hedonic and utilitarian shopping values greatly influence e-satisfaction. Hence, e-retailers are advised 
to maintain an accurate, up-to-date, complete, and relevant website to ensure consumer loyalty. Today’s competition and 
advancements make it necessary for firms to study the factors that influence the satisfaction and loyalty of their clientele. In 
agreement with previous studies that examined the same theme (Sirakaya et al., 2015; Cui et al., 2017; Vijay et al., 2019), this 
study established that hedonic and utilitarian shopping values have a significant positive impact on shoppers’ e-satisfaction, 
which in turn influence e-loyalty. 
 
Furthermore, the present work elucidated the impact of e-satisfaction on e-loyalty, supporting the conclusions drawn by pre-
vious studies such as those of Godefroit et al. (2019), Choi (2017), Bakirtas et al. (2015), and Vijay et al. (2019). In contrast 
to popular belief, it was observed that the utilitarian shopping value was given more importance than the hedonic shopping 
value in the online context. Hence, retailers must shift their focus to comprehensively providing consumers both benefit types 
through their website and services. The present study strived to gain loyalty and satisfaction from consumers by studying their 
behaviour with respect to different facets like online shopping values to provide retailers with implications to enhance their 
businesses. 
 
Retailers or firms must endeavour to provide both hedonic and utilitarian benefits to consumers, as the study suggests that 
both constructs have a significant role. Implementing visualization techniques such as 3D models and videos in a website 
would offer both hedonic and utilitarian values to online shoppers. This can impart a novel and attractive look to the website, 
providing hedonic value in terms of entertainment, which was found to have the highest influence on shoppers’ e-satisfaction. 
Retailers must also focus on offering goods and services of top-notch quality to offer utilitarian value, which has a great 
influence on the e-satisfaction and e-loyalty of consumers. By ensuring the information on their websites is truthful, precise, 
and impartial, e-retailers can significantly increase the length and frequency of their customers’ online visits, ultimately in-
creasing their satisfaction and loyalty. 
 
The future scope of this study lies in overcoming its limitations. Because this study was based only in the Jordanian context, 
it validates the response of only a small fraction of shoppers. Cross-cultural research would be more effective to expand the 
results of this study. Further limitations can be addressed by incorporating economic environments, markets, or different 
demographics. Future studies can also explore shopper reactions in the context of different product collections. A two-group 
analysis can be conducted using SEM to see if the web retailer can act as a moderator of the model. Gender, income, and 
frequency can also be studied as moderators. To gain a better understanding of online consumer behaviour, the instigation of 
loyalty with respect to the experience of shopping rather than a specific retailer or firm can be examined in future studies. 
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