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Abstract. Competitiveness has intensified among online retailers, leading orga-
nizations to seek new ways to maintain competitive advantage in products and
services. The quality of customer service is considered a critical aspect for orga-
nizations, due to the impacts that have on the relationship with consumers, so it
is important to study the antecedents and consequences of customer service qual-
ity. Therefore, this study identified customer service customization and customer
service advertising as antecedents of customer service quality. As consequences
of customer service quality, this research identified satisfaction, trust and loy-
alty. In this sense, this research collected a sample of 176 consumers of online
shops of electronic products that sought to test the research hypotheses through
the methodology PLS-PM (partial least squares - path model). In this context, this
study identified that the quality of customer service promotes satisfaction and con-
finement of individuals leading them to have loyalty to the online shop. Moreover,
brands should customize the service according to customer preferences and also
advertisement.

Keywords: Customer Service quality · Customization · Satisfaction · Trust ·
Loyalty

1 Introduction

Consumers are increasingly more mature, aware and demanding, when it comes to
searching and giving up their personal information to organizations. Thus, it is created a
greater competitiveness of online retail organizations in the dispute for consumers. This
scenario is the result of organisations wanting to develop a product and service adapted
to consumer needs, directing the organisation to a more individualised marketing in its
offer, to retain and build loyalty [1, 2]. Thus, it is considered necessary to investigate
service quality in retail companies and its impact on customer satisfaction and loyalty.

It is necessary to adapt the organization in receiving, storing and disseminating
information from/to consumers, to adapt the offer to consumers’ needs and change the
organization’s culture and focus, turning to the relationship with the consumer [3].
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Thus, it is crucial for any organisation to continuously offer to its consumers a good
customer service to increase sales, as well as to attract and retain consumers, ensuring
their satisfaction, trust and loyalty [4, 5].

Currently, newways to reach the consumer are necessary and organizations in recent
years, have sought to collectmore andmore information about their customers and poten-
tial customers to characterize and better understand their profile or type of customer
and nowadays, so that it is possible to offer a differentiating service [6, 7]. Anshari
[8] consider that the new trends in marketing, allow a customization of communica-
tion to improve the customer service. The customization of the support service and
communication becomes key in the relationship with the customer.

Therefore, it is important to understand the role of service quality in the business
context, in order to create a greater competitiveness of organizations in winning their
consumers [9]. In this sense, this study aims to seek answers about the effects of the
support service quality in the relationship between consumers and organizations and in
addition, analyse the customization as a determinant of the support service quality.

2 Theoretical Framework

2.1 Customer Service

Quality in customer service has become a critical service for organizations [10] and
it is the consumer’s subjective evaluation of the interaction quality with a website and
how well the service needs have been met [11]. A consumer not only wants a high-
quality product, but also high quality services. In addition, organizations are determined
to provide consumers with more valuable and competitive offerings [12]. Improving the
quality of a service is now possible through the evolution of collecting and analysing
consumer data, such as their personal interests, experiences, and other information about
their daily lives [13].

2.2 Customization of Customer Service Advertising Messages

Manyorganizations customize advertisingmessages [14] throughmarketing-mix actions
and by collecting information about consumers [15]. The customization of advertising
messages is related to the individual preferences of each consumer and [16, 17] believe
that organizations can use multiple channels to convey their advertising messages, and
this shows dedication to the relationship with the consumer.

Barreto et al. [3] comment that advertising messages are part of a marketing process,
understood between a social process, a management of the exchange of information, of
stimuli between an organization and its consumers. This process aims to promote both
the organization and the consumer, the consumer being the target of all the efforts of the
advertising messages by the organization.

In this sense, customization of advertising messages serves to create value for the
consumer, leading the consumer to modify the perception about the company’s services
[18]. Thus, this study will test the following research hypothesis:

H1: Customization of advertising messages has a positive impact on customer service
quality.
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2.3 Customized Customer Service

Looking at the competition in a general way and through the strategic opportunities that
exist in customer service, organizations are challenged to find themost effectivemethod-
ology to improve their customer service, but also in delivering value that differentiates
from other providers of the same service [10].

Roy, Shekhar, Lassar and Chen [19] state that customer service customization is
defined by the time and effort saved by consumers: in seeking the service, during the
use of the service, and post-sale of the service (if any). Customized customer service,
according to Roberts, Varki and Brodie [20], is an adaptation that tends to improve the
consumer’s perceived relationship with the organization, leading them to speak well of
it and recommend it to their friends and family and in this sense, Bordewich, Semple,
and Steel [21] believe that it is important to assign a profile to each consumer, where
each of them should be taken into account. This, we postulate the following:

H2: Customized customer service has a positive impact on customer service quality.

2.4 Satisfaction

Consumer satisfaction is a goal in marketing-oriented businesses, and satisfaction can
arise from various perceptions and expectations [22]. Thus, any organization should aim
for consumer satisfaction to survive by having their business and marketing activities
directed towards it.

Consumer satisfaction is defined as feelings of pleasure or dissatisfaction, which
result from comparing the performance of a purchased product under the expectations
initially set [23].

Satisfaction is important to business success [24]. Therefore, satisfaction is the accu-
mulation of a series of experienceswith the product or service of a particular organisation,
resulting from the consumer-organisation connection over time.

The organizations that deliver greater value to the consumer, more will satisfy them,
as well as will be perceived as more reliable by them [25].

Customer service quality will facilitate consumer satisfaction [26]. Moreover, an
organisation that in the long term improves the quality of the service provided in a
continuous and incremental way [20], Thus, we will teste the following hypothesis:

H3: Customer service quality has positive impacts on satisfaction

2.5 Trust

Trust is about a sense of security, based on an individual consumer’s behaviourwhen they
are motivated and guided by the optimistic and encouraging actions of the organisation
[7].

Agustin and Singh [27] define trust as a belief by consumers between the perceived
benefits versus the cost of maintaining the relationship with the organisation.

An organization becomes reliable, when consequently it keeps its promise of value
to its consumers [28], through the way the product is developed, how it is produced, how
it is advertised, how it is sold, the service provided in shop and the after-sales service.
In this study, we propose to study the following research hypotheses:
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H4: Customer service quality has positive impacts on trust
H5: Satisfaction has positive effects on trust

2.6 Loyalty

The central role ofmarketing strategies is the development andmaintenance of consumer
loyalty, especially in markets with strong competition, unpredictable and diminishing
product differentiation factors [29], focusing on developing long-term relationships with
consumers, giving rise to a very robust organisations and brands [7].

Consumers have changed theway they interactwith brands and organisations. Online
consumer loyalty is influenced by a variety of factors, such as consumer satisfaction,
trust and the level of engagement of the relationship with the organisation [1].

Thus, one determinant and outcome factor of loyalty is satisfaction. Additionally,
trust is very important for loyalty, because [24] states that it establishes an important bond
between the organization-consumer relationship (products and/or services provided and
high involvement). In this sense, this study proposes to study the following research
hypotheses:

H6: Satisfaction has a positive impact on loyalty.
H7: Trust has a positive impact on loyalty.

3 Methodology

To achieve the research objectives and evaluate the proposed model, we conducted a
study in the context retail online. Therefore, to test the proposed research hypotheses
throughout a theoretical framework, we chose the quantitative methodology, through a
cross-sectional study, given that quantitative methodologies are based on a clearer and
more objective data analysis, especially when it comes to testing research models and
hypotheses.Data collectionwasmade through anonline self-completion and respondents
were contacted through social networks.

Data collection was based on an online questionnaire designed for this purpose, in
order to obtain a larger sample. Therefore, a questionnaire was designed through the
google forms platform with items adapted from other studies. Consequently, for the
customization of customer service advertising, we adapted 3 items from Shanahan et al.
[21], for the customized support service, we used the 3 items from Bock, Mangus, and
Folse [30]. In the measurement of customer service quality we used the 4 items from
Shanahan et al. [21]. From Song, Wang and Han’s [7] study we used the 5 items for
trust, the 3 items for satisfaction and the 3 items for loyalty.

3.1 Sample

The sample consists on 176 customers of online specialized retail shops (electronic
devices) from Portugal. The sample is composed of 56.3% female consumers, aged
under 30 years old in most cases (in 61.4% of cases). The educational level of the
respondents is mainly secondary school (48.9%) and university (49.4%).
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4 Results

Previously, we assessed multicollinearity through the analysis of the Variance Inflation
Factor (VIF) coefficient and we verified that VIF value is less than 5 and it avoid biasing
the results obtained [31]. To validate and test the model proposed in this research,
the software SMARTPLS version 3 was used. Therefore, the analysis through PLS
estimation is divided into two steps: the analysis to the measurement model and the
analysis to the structural model.

4.1 Measurement Model

The first step in the analysis through PLS is the analysis of the measurement model,
which seeks to assess the ability of the items to measure the constructs, namely in terms
of reliability and validity.

Table 1. Measurement model

Items λ t values α ρA CR AVE

Customized
customer
service

CCS1 0,846 26,884 0,77 0,78 0,87 0,69

CCS2 0,841 22,696

CCS3 0,804 16,827

Trust TRT1 0,796 18,646 0,88 0,88 0,91 0,67

TRT2 0,852 19,255

TRT3 0,778 21,998

TRT4 0,795 18,053

TRT5 0,868 32,481

Satisfaction SAT1 0,744 13,927 0,73 0,78 0,84 0,64

SAT2 0,789 20,717

SAT3 0,859 46,527

Loyalty LOY1 0,805 22,927 0,81 0,81 0,89 0,73

LOY2 0,887 40,926

LOY3 0,863 27,263

Customer
Service
Advertising

CSA1 0,792 11,620 0,76 0,79 0,86 0,67

CSA2 0,875 20,667

CSA3 0,783 12,024

Customer
Service Quality

CSQ1 0,860 29,423 0,88 0,89 0,92 0,73

CSQ2 0,796 18,004

CSQ3 0,908 43,785

CSQ4 0,855 28,921
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Convergent validity and reliability were analysed through the Average Variance
Extracted (AVE) andCompositeReliability (CR). Thus, Table 1 shows thatAVE (ranging
from 0.64 to 0.73) and CR (ranging from 0.84 to 0.92) are above the threshold values
(AVE> 0.5; CR> 0.7). Additionally, we analysed the reliability through the Cronbach’s
α and ρA and all values are above the recommended values (α > 0.5; ρA > 0.7). In
addition, we examined the standardized loadings (λ) and all of them are above the
recommended value (λ > 0.7).

In Table 2, we present the Fornell and Larcker [32] criterion to examine discriminant
validity. We found that all AVE values (on the diagonal of the table) are higher than the
squared interconstruct correlation estimates. Additionally, we analyse the HTMT ratio
of correlations follow the suggestion of Henseler et al. [33] and the results are in table 3.

Table 2. Discriminant Validity – Fornell and Larcker criterion

TRT CSA CCS LOY CSQ SAT

Trust (TRT) 0,82

Customer Service Advertising (CSA) 0,36* 0,82

Customized Customer Service (CCS) 0,48* 0,40* 0,83

Loyalty (LOY) 0,68* 0,29* 0,36* 0,85

Customer Service Quality (CSQ) 0,62* 0,30* 0,46* 0,62* 0,86

Satisfaction (SAT) 0,76* 0,25* 0,45* 0,64* 0,56* 0,80

Table 3. Discriminant Validity –HTMT ratio

TRT CSA CCS LOY CSQ SAT

Trust (TRT)

Customer Service Advertising (CSA) 0,43

Customized customer service (CCS) 0,58 0,53

Loyalty (LOY) 0,80 0,36 0,45

Customer Service Quality (CSQ) 0,70 0,35 0,55 0,72

Satisfaction (SAT) 0,90 0,32 0,60 0,78 0,65

4.2 Structural Model

The second step is the analysis of the structural model, which aims to test the hypotheses
under study by analysing the path coefficients and their significance. To obtain the
statistical significance of each coefficient, the bootstrapping sampling technique was
used. This technique according consists of a non-parametric procedure that creates new
subsamples. In this sense, for this study it was used the bootstrapping technique with
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5,000 samples, as suggested by the software, in order to estimate more consistent and
also more stable results [31]. In table 4 we present the hypothesis test.

Table 4. Hypothesis Test

Hypothesis β t values 95% Confidence
interval

p values Result

2.5% 97.5%

H1 CSA → CSQ 0,140 1,976 0,009 0,287 0,048 Supported

H2 CCS → CSQ 0,405 4,512 0,223 0,574 0,000 Supported

H3 CSQ → SAT 0,558 11,372 0,463 0,654 0,000 Supported

H4 CSQ → TRT 0,293 3,945 0,143 0,430 0,000 Supported

H5 SAT →TRT 0,591 11,129 0,489 0,696 0,000 Supported

H6 SAT→ LOY 0,297 2,740 0,078 0,503 0,006 Supported

H7 TRT → LOY 0,454 3,944 0,227 0,678 0,000 Supported

Notes: CSQ-Customer Service Quality; TRT = Trust; SAT = Satisfaction; LOY = Loyalty; CCS
= Customized customer service; CSA = Customer Service Advertising.

5 Discussion and Conclusions

The results show that customer service quality is encouraged by service customisation
(βCCS→ CSQ = 0.405; p< 0.01) and also through customer service advertising (βCSA→
CSQ = 0.140; p < 0.05). In this sense, following the literature reviewed, customization
and advertising create value for the consumer and modify the consumer’s perception
towards the online shop. Thus, as a practical suggestion, we suggest that online shops
create options so that the consumer’s profile is customized according to his/her needs.
Furthermore, it is also suggested that online shops effectively communicate their value
so that it is possible to improve the quality of customer service [19, 34].

Quality customer service has valuable consequences for online shops, in particular
improving satisfaction (βCSQ→ SAT = 0.558; p< 0.01) and improving trust in the online
shop (βCSQ→ TRT = 0.293; p< 0.01). Therefore, our study suggests that strong customer
service improves satisfaction [26] and facilitates trust in the online shop [28]. Thus, we
consider that it is essential for online shops to focus on the quality of service to their
customers. Additionally, this research considers that satisfaction is the basis of trust
(βSAT→ TRT = 0.591; p < 0.01) so online shops must focus on customer satisfaction.

Loyalty appears as a determining variable in our study and has a direct influence on
satisfaction (βSAT→ LOY = 0.297; p < 0.01) and trust (βTRT→ LOY = 0.454; p < 0.01).

In summary, this research is based on the premise that customer service quality
is central to the customer relationship for online shops to acquire loyalty. This study
explores the concepts customer service advertising and personalised customer service
along with customer service quality and evaluates their effects on customer loyalty and
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satisfaction in online specialty retail shops. However, this study did not consider the e-
marketing characteristics of online shops as antecedents, nor did it examine the consumer
experience in online shops. We consider that this could provide useful information in
relation to customer service quality. Furthermore, this research analysed data from a
sample of mostly young online shoppers. We believe that there should be further studies
with more diverse samples.
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