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« Using structural equations modeling to measure the impact of
service quality on customer loyalty, with satisfaction as a

mediating variable »
Résumé :

L'étude visait a identifier I'impact de la qualité des services électroniques
fournis par JUMIA pour les services de commerce électronique sur la
fidélisation de la clientéle de I'utilisateur algérien. L'échelle proposée
dans cette étude a été construite a partir de trois modeéles largement
reconnus pour mesurer la qualité du service électronique : E-S-QUAL :
WebQual et eTailQ a travers... Les dimensions les plus courantes dans

la littérature antérieure liees au sujet de I'étude sont (efficacité, contenu,



respect des promesses, réactivité, communication, sécurité et
confidentialite)., et pour atteindre les objectifs de I'é¢tude. Un
qguestionnaire électronique a été congu et un échantillon approprié
d'utilisateurs des services électroniques fournis par JUMIA a été
sélectionné. Le nombre a atteint 150 utilisateurs réels. Un ensemble de
méthodes statistiques ont été utilisées pour analyser les données de
I'étude .Apres l'utilisation du programme de modélisation par équations
structurelles SmartPLS, une relation positive a été trouvée entre la
qualité de service et la fidélité. Le client, avec la présence de la
satisfaction client comme variable intermédiaire au sein de cette relation,
On est également parvenu a agencer l'importance relative des
dimensions constituant la qualité du service électronique a travers la

carte importance—performance IPMA

Mots clés : qualité de service, satisfaction client, fidélisation client,

modeélisation par équations structurelles, Jumia.

« Using structural equations modeling to measure the impact of
service quality on customer loyalty, with satisfaction as a

mediating variabley
Abstract :

The study aimed to identify the impact of the quality of electronic
services provided by JUMIA for electronic commerce services on the
customer loyalty of the Algerian user. The scale proposed in this study
was built using three widely recognized models for measuring the quality
of electronic service: E-S-QUAL: WebQual and eTailQ through The
most common dimensions in previous literature related to the subject of
the study are (ef‘ficiency, content, fulfillment, responsiveness, contact,
security and privacy)., and to achieve the objectives of the study. An

electronic questionnaire was designed and an appropriate sample of



users of the electronic services provided by JUMIA was selected. The
number reached 150 actual users. A set of statistical methods were
used to analyze the study data. After using the SmartPLS structural
equations modeling program, a positive relationship was found between
service quality and loyalty. The customer, with the presence of customer
satisfaction as an intermediate variable within this relationship, has also
been reached to arrange the relative importance of the dimensions
constituting the quality of electronic service through the importance—

performance map IPMA

Keywords: service quality, customer satisfaction, customer loyalty,

structural equations modeling, Jumia
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’Seth, N., Deshmukh, S. G., & Vrat, P. (2005). Service quality models: a review. International journal of quality & reliability

management,
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'Haywood-Farmer, J, (1988) , A conceptual model of service quality, International journal of
operations & production management, 8(6), 19-29.
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Brady, M. K., & Cronin Jr, J. J. (2001). Some new _le slie¥h : jaadll
thoughts on conceptualizing perceived service quality: a hierarchical

approach

'Dabholkar, P. A, Thorpe, D. |., & Rentz, J. O. (1996). A measure of service quality for retail
stores: scale development and validation. Journal of the Academy of marketing Sci-
ence, 24(1), 3-16.
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! Brady, M. K., & Cronin Jr, J. J. (2001). Some new thoughts on conceptualizing perceived
service quality: a hierarchical approach. Journal of marketing, 65(3), 34-49.P 38- 40
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Statistic Exploring the Casual Relationships between Service : ;s
Quality, Brand Image, Customer Satisfaction and Customer Loyalty on

the Leisure Resort Industry
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'Liao, K. H., & Hsieh, M. F. (2011, July). Statistic exploring the casual relationships between

service quality, brand image, customer satisfaction and customer loyalty on the leisure resort
industry. In Service Management (IRSSM-2) in 2011 proceedings of the 2nd International
Research Symposium (pp. 506-515).
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'Kuo, N. T., Chang, K. C., Cheng, Y. S., & Lai, C. H. (2013). How service quality affects cus-
tomer loyalty in the travel agency: The effects of customer satisfaction, service recovery, and
perceived value. Asia Pacific Journal of Tourism Research, 18(7), 803-822.
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Ghosh, M. (2018). Measuring electronic service quality in India : (s
using ES-QUAL.
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" Ahmad, A., Rahman, O., & Khan, M. N. (2017). Exploring the role of website quality and

hedonism in the formation of e-satisfaction and e-loyalty: Evidence from internet users in In-
dia. Journal of Research in Interactive Marketing, 11(3), 246-267.
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'Meesala, A., & Paul, J. (2018). Service quality, consumer satisfaction and loyalty in hospitals:
Thinking for the future. Journal of Retailing and Consumer Services, 40, 261-269.
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'Farooq, M. S., Salam, M., Fayolle, A., Jaafar, N., & Ayupp, K. (2018). Impact of service quali-
ty on customer satisfaction in Malaysia airlines: A PLS-SEM approach. Journal of Air
Transport Management, 67, 169-180.
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'Ashraf, S., llyas, R., Imtiaz, M., & Ahmad, S. (2018). Impact of service quality, corporate im-
age and perceived value on brand loyalty with presence and absence of customer satisfac-
tion: A study of four service sectors of Pakistan. International Journal of Academic Research
in Business and Social Sciences, 8(2), 452-474.
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Khan, M. A., Zubair, S. S., & Malik, M. (2019). An assessment of e-
service quality, e-satisfaction and e-loyalty: Case of online shopping in
Pakistan. South Asian Journal of Business Studies, 8(3), 283-302.
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'Desiyanti, N. L., Sudja, I. N., & Matrtini, L. K. B. (2018). Effect of service quality on customer

satisfaction, customer delight and customer loyalty (Study on LPD Desa Adat Sembung and

LPD Desa Adat Seseh). International Journal of Contemporary Research and Review, 9(03),
20660-20668.
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The effect of Umrah service quality on customer satisfaction : ;s

towards Umrah travel agents in Malaysia

'Othman, B., Harun, A., Rashid, W., & Ali, R. (2019). The impact of Umrah service quality on

customer satisfaction towards Umrah travel agents in Malaysia. Management Science Let-
ters, 9(11), 1763-1772.
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l(2019) Yan Naing Myo , Gamal S. A. Khalifa , Thin Thin Aye :4.x 11

The Impact of Service Quality on Customer Loyalty of Myanmar : ),

Hospitality Industry: The Mediating Role of Customer Satisfaction

" Myo, Y. N., Khalifa, G. S., & Aye, T. T. (2019). The impact of service quality on customer
loyalty of Myanmar hospitality industry: the mediating role of customer satisfac-
tion. International Journal of Management and Human Science (IIMHS), 3(3), 1-11.
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customer behavior in online shopping
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' Rita, P., Oliveira, T., & Farisa, A. (2019). The impact of e-service quality and customer satis-
faction on customer behavior in online shopping. Heliyon, 5(10), e02690.
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l(2020) David Clinton Hutagaol and Rezi Erdiansyah :4.))x 13

The Effect of Service Quality, Price, Customer Satisfaction on : sy

Customer Loyalty of AirAsia Customers

'Hutagaol, D. C., & Erdiansyah, R. (2020, May). The Effect of Service Quality, Price, Custom-
er Satisfaction on Customer Loyalty of AirAsia Customers. In Tarumanagara International
Conference on the Applications of Social Sciences and Humanities (TICASH 2019) (pp. 356-
362). Atlantis Press.
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1(2019)Noche Panuncillon, Miriam Bongoc, Christine Omela Ocampo

Public service quality evaluation with SERVQUAL and AHP— : )l gixs

TOPSIS: A case of Philippine government agencies

'Ocampo, L., Alinsub, J., Casul, R. A., Enquig, G., Luar, M., Panuncillon, N., ... & Ocampo, C.
0. (2019). Public service quality evaluation with SERVQUAL and AHP-TOPSIS: A case of
Philippine government agencies. Socio-Economic Planning Sciences, 68, 100604.
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'Ozkan, P., Siier, S., Keser, I. K., & Kocakog, I. D. (2019). The effect of service quality and

customer satisfaction on customer loyalty: The mediation of perceived value of services, cor-
porate image, and corporate reputation. International Journal of Bank Marketing.

142



Al cilegptl) A Juadll

A< )aal) Al pa eDlarl) Limys Fanil) 5aga G Bl LS 7 gai - iy —
prana i caalad ¢Sleall ¥y I8 ) il Anans il 3ypem Jaeat e il

Op ) Axgla Ay Jal e SEM Jalas e ha) g HUaY) 138 8 ¢ Sldaiu|
CHR) eha) S WS e Dlaall 6¥s5 e Meall el o 50l Ao iaall slaia¥) e
gy sl 3)5ua s 4S H2al) dall ddalusl)

s Dl Lgaladind Sy Sl Anansg il 3ypem o ) g O il i —
Slo i Lol sasall o sSm e Deal) of o) celal Loty (o olal bl ol e
gl gyal ilaglae Al g L il Al 5ysaally 2500 dadll DA (e Vsl
L)l e dailay Los s Dleall Fadd (p dpslie Cilyginse a8 Jlad IS agioe L
Sl ™ alaal) Jaka e Dleall daills 3a5ally

: Al zsa

o

/ Customer )
Satisfaction
~
/

— 0.60 — e

0.86 ( 4 (orpomle :

Pt . Image \
ool Cd \ ) \ Customer
0.81 ( value of Loyaity
services / e
3 e ( (orpor \lc‘
0.86 \ chul 1tion () 48

0.4 S - =

.

( Service j
Qu ality

e

Azam , S.Mostafa RASOOLIMANESH , Ali A. ASGARI :iun 16
'(2020) HAGHKHAH
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ON CUSTOMER LOYALTY: MEDIATION ROLE OF TRUST AND
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' Haghkhah, A., Rasoolimanesh, S. M., & Asgari, A. A. (2020). EFFECTS OF CUSTOMER
VALUE AND SERVICE QUALITY ON CUSTOMER LOYALTY: MEDIATION ROLE OF
TRUST AND COMMITMENT IN BUSINESS-TO-BUSINESS CONTEXT. Management Re-
search & Practice, 12(1).
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Service quality of Islamic banks: satisfaction, loyalty and the : ;s
mediating role of trust
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'Haron, R., Subar, N. A., & Ibrahim, K. (2020). Service quality of Islamic banks: satisfaction,
loyalty and the mediating role of trust. Islamic Economic Studies.
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'Fachmi, M., Modding, B., Kamase, J., & Damis, H. (2020). The Mediating Role of Satisfaction: Life
Insurance Customers’ Perspective (Service Quality, Trust and Image Toward Loyalty). /nternational

Journal of Multicultural and Multireligious Understanding, 76), 156-170.
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'Kachwala, T., Panchal, D., Rego, S., & Pai, P. (2020). Relationships between Service Quality, Cus—
tomer Satisfaction and Customer Loyalty in Hotel Services. JOHAR, ]5(2), 47.

148



Al cilegptl) A Juadll

Nur Asnawi, Badri Munir Sukoco, Muhammad Asnan Fanani :4a.) 21
'(2020)
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'Asnawi, N., Sukoco, B. M., & Fanani, M. A. (2019). The role of service quality within Indone-
sian customers satisfaction and loyalty and its impact on Islamic banks. Journal of Islamic
Marketing.
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and the mediating role of customer satisfaction Supermarkets in Fiji
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! Slack, N. J., & Singh, G. (2020). The effect of service quality on customer satisfaction and
loyalty and the mediating role of customer satisfaction: Supermarkets in Fiji. The TQM Jour-
nal.
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The Role of Customer Satisfaction in Mediating the Influence of : () gxs
Service Quality and Perceived Value on Brand Loyalty
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'Devi, A. A.D. T., & Yasa, N. N. K. (2021). The role of customer satisfaction in mediating the

influence of service quality and perceived value on brand loyalty. International Research
Journal of Management, IT and Social Sciences, 8(3), 315-328.
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A PLS-SEM approach to understanding E-SQ, E-Satisfaction : sy
and E-Loyalty for fashion E-Retailers in Spain
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'Rodriguez, P. G., Villarreal, R., Valifio, P. C., & Blozis, S. (2020). A PLS-SEM approach to

understanding E-SQ, e-satisfaction and e-loyalty for fashion e-retailers in Spain. Journal of
Retailing and Consumer Services, 57, 102201.
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'Rizal, S. R., Rivai, A. K., & Rahmi, R. (2022). Merak Port Customer Loyalty. Jambura Sci-
ence of Management, 4(1), 10-28.

153



Al cilegptl) A Juadll

Service Quality
X1

T
I
e |
I
I

| e — ‘[_ - =g - q > Customer Loyalty

)

Customier Satisfaction
X2

Soegeng Wahyoedi, Achmad Sudiro, S. Sunaryo and S. :4i.),x 26
'(2021)Sudjatno

The effect of religiosity and service quality on customer loyalty of : s

Islamic banks mediated by customer trust and satisfaction

Lipadl Claddd) aafi by s Liaioai] 8 L) Adyadll Slesdll asas )
Glaall jelai . (Al dayyill) Aagyill Ly gl psalbing () Aalusall Cilagingll
Esane 0o /14 iy L) sl perdival Cpalaa) IS G daaadl)
Foa) e 75 e BB oa DY) Adpemall Jpual) (ld ¢ dnds 5l 5 L S
A paall deliall ¢Sleall oYy & JSUie agas e Ja 13a Al gl) 4 padll Jsual]
8p8ke aall 5 ALl SV Zpds Ay () Aball oda Caagd ¢ Laign) (8 daadly)
Ly DA (e L) gl oS oYy e 48l Laylls daddll sasay cpail) il pial
SI gl Canll 13 aadig ¢ LGSl A gl Aaalall 8 ALY gl ¢Dlaal
) Ul pead 3108 L) e alaie W el alasiuly ULl pes &5 Cua
Saae 120 Ll aas 85 G-l 8 DLyl gl (Slee (e duhll adine 05
SmartPLS alasiuly Al Al daldadll gk e liball Jilas ¢)a)
ile Sl agd Loyl daadll sasay il o L)) Al il il 3.3.2 laay)
AOLY) il odlee oV e gsimay pile Ll AN ¢ LoVl e ggiaag

" Wahyoedi, S., Sudiro, A., Sunaryo, S., & Sudjatno, S. (2020). The effect of religiosity and

service quality on customer loyalty of Islamic banks mediated by customer trust and satisfac-
tion.
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''Uzir, M. U. H., Al Halbusi, H., Thurasamy, R., Hock, R. L. T., Aljaberi, M. A., Hasan, N., &

Hamid, M. (2021). The effects of service quality, perceived value and trust in home delivery
service personnel on customer satisfaction: Evidence from a developing country. Journal of
Retailing and Consumer Services, 63, 102721.
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M-commerce: The nexus between mobile shopping service : g
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'Omar, S., Mohsen, K., Tsimonis, G., Oozeerally, A., & Hsu, J. H. (2021). M-commerce: The
nexus between mobile shopping service quality and loyalty. Journal of Retailing and Con-
sumer Services, 60, 102468.
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' Borishade, T. T., Ogunnaike, O. O., Salau, O., Motilewa, B. D., & Dirisu, J. I. (2021). As-

sessing the relationship among service quality, student satisfaction and loyalty: the NIGERI-
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'Agarwal, I., & Gowda, K. R. (2021). The effect of airline service quality on customer satisfac-
tion and loyalty in India. Materials Today: Proceedings, 37, 1341-1348.
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Understanding mediators and moderators of the : gy
effect of customer satisfaction on loyalty
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'Chikazhe, L., Makanyeza, C., & Chigunhah, B. (2021). Understanding mediators and moder-

ators of the effect of customer satisfaction on loyalty. Cogent Business & Management, 8(1),
1922127.
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Impact of Service Quality of Low—Cost Carriers on Airline : ;).
Image and Consumers’ Satisfaction and Loyalty during the
COVID-19 Outbreak
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"Hassan, T. H., & Salem, A. E. (2021). Impact of service quality of low-cost carriers on airline

image and consumers’ satisfaction and loyalty during the COVID-19 outbreak. International
journal of environmental research and public health, 19(1), 83.
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" Esmailpour, J., Aghabayk, K., Aghajanzadeh, M., & De Gruyter, C. (2022). Has COVID-19

changed our loyalty towards public transport? Understanding the moderating role of the pan-
demic in the relationship between service quality, customer satisfaction and loyal-
ty. Transportation Research Part A: Policy and Practice.
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Complaints, and Loyalty in Online Shopping Environment in Pakistan
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' Wattoo, M. U., & Igbal, S. M. J. (2022). Unhiding Nexus Between Service Quality, Customer

Satisfaction, Complaints, and Loyalty in Online Shopping Environment in Pakistan. SAGE
Open, 12(2), 21582440221097920.
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A study on factors affecting service quality and loyalty intention in : sy
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'Zhou, Q., Lim, F. J., Yu, H., Xu, G., Ren, X., Liu, D., ... & Xu, H. (2021). A study on factors
affecting service quality and loyalty intention in mobile banking. Journal of Retailing and Con-
sumer Services, 60, 102424.
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"Akil, S., & Ungan, M. C. (2022). E-Commerce Logistics Service Quality: Customer Satisfac-
tion and Loyalty. Journal of Electronic Commerce in Organizations (JECO), 20(1), 1-19.
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' Zheng, B., Wang, H., Golmohammadi, A. M., & Goli, A. (2022). Impacts of logistics service

quality and energy service of Business to Consumer (B2C) online retailing on customer loyal-
ty in a circular economy. Sustainable Energy Technologies and Assessments, 52, 102333.
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' Matsuoka, K. (2022). Effects of revenue management on perceived value, customer satis-
faction, and customer loyalty. Journal of Business Research, 148, 131-148.
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'Law, C. C., Zhang, Y., & Gow, J. (2022). Airline service quality, customer satisfaction, and
repurchase Intention: Laotian air passengers’ perspective. Case Studies on Transport Policy.
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GAY) lelill e lia Hadie slid) 48 (35S W gadl e (gl Gaall

Liilyg cac i o 2 5a oLl ) i Suail) (3885 L) Ol 4dde s et yulaall g

Ol s gimal Baall anEl (e dllia Lz 3salll b gual Clely Lhia Y Al ekl
aldY) Jalxil Fornell & larcker <)Y Jiysé jl=a 5 Cross Loading aby)
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: Cross Loading 4Ly -1

et Gl 4o Adadyal) el uidl e ALY cul€ 1Y) Lo (ulad) 13a Seay
ABle dad po uS) el opaias Jpndl G AR da (68 o) g Sy ¢ AT alS

L)y zasal il G W G e Nday (Aliie LY o Jsii (S AT Gel€ e as

o) I el
(Cross Loading) ALu¥) cp culilll @ (24)ad; Jgaad)

Ny | Ly | s o) | Ol | i) | st | el | sel)
daandl | daanl) | dpaguadl) el
0,294 | 0,360 0,332 0,193 | 0,142 | 0,334 | 0,305| 0,747
0,386 | 0,421 0,449 0,219 | 0,222 | 0,426 | 0,437 | 0,810
0,294 | 0,388 0,444 | 0,266 | 0,198 | 0,340 | 0,438 | 0,766
0,327] 0,438 0,453 0,267 | 0,325 0,386 | 0,510 | 0,766
0,381 | 0,412 0,378 | 0,255 | 0,322 | 0,254 | 0,439 | 0,699
0,334 | 0,399 0,312 0,332 | 0,225 0,455| 0,748 | 0,426
0,316 | 0,275 0,260 | 0,218 | 0,321 0,373 | 0,702 | 0,410
0,268 | 0,415 0,332 0,268 | 0,338 | 0,396 | 0,750 | 0,416
0,314 | 0,481 0,368 | 0,447 | 0,284 | 0,798 | 0,509 | 0,370
0,438 | 0,524 0,335 0,535 0,471 0,772| 0,385 | 0,367
0,430 | 0,505 0,366 | 0,529 | 0,389 | 0,796 | 0,357 | 0,357
0,446 | 0,409 0,210 | 0,384 | 0,469 | 0,675| 0,454| 0,312
0,442 0,423 0,345| 0,503 | 0,794 0,483 | 0,429 | 0,321
0,367 | 0,379 0,185 0,396 | 0,725 0,300 | 0,224 | 0,141
0,362 | 0,369 0,262 | 0,437 0,773| 0,452 | 0,220 | 0,248
0,402 | 0,390 0,223 | 0,456 0,720 0,424 | 0,359 | 0,289
0,401 | 0,337 0,106 | 0,459 | 0,738 | 0,288 | 0,225| 0,187
0,411 0,469 0,331 0,842 0,520 0,531 | 0,283 | 0,285

232




Ludy yual) deafptlf LN Juadll

0,452 | 0,442 0,323 | 0,844 0,497| 0,517 | 0,368 | 0,193

0,493 | 0,491 0,331 0,845| 0,550 | 0,509 | 0,315| 0,281

0,459 | 0,513 0,449 0,789 | 0,430 | 0,518 | 0,276 | 0,299

0,399 | 0,417 0,908 | 0,403 | 0,269 | 0,404 | 0,345| 0,502

0,431 | 0,486 0,928 0,425| 0,317| 0,440 | 0,365| 0,503

0,250 | 0,395 0,730 0,267 0,203 | 0,215| 0,361 | 0,399

0,669 0,427| 0,487 | 0,426| 0,527 | 0,441 | 0,502
0,711 0,486 | 0,522 | 0,463 | 0,567 | 0,474 | 0,461
0,739 0,382 0,556 | 0,457 | 0,587 | 0,468 | 0,456
0,727 0,487 | 0,556 | 0,522 0,578 | 0,406 | 0,497
0,731 0,476 | 0,463 | 0,408 | 0,572 | 0,441 | 0,485

0,809 0,420 | 0,486 | 0,409 0,475| 0,353 | 0,402

0,655 0,345 | 0,432 0,432 | 0,454 | 0,323 | 0,369

0,721 0,419| 0,500 | 0,476| 0,479 | 0,372 | 0,408

0,506 0,176 | 0,430| 0,428 | 0,321 | 0,241 | 0,231

0,605 0,385 | 0,446 | 0,486 | 0,493 | 0,449 | 0,432

Smart Pls4 zaliy (e Wil Salll dlae) (e 1 jaadll

llds gy dagiped) Al clprially ALY Gp OB AL Wa W
Aol zaged (B s il e Jy Lo (plall a8 Adsiias syl Hlally

(Variable Correlation — R2 of AVE): slaf¥) Jaluil Fornell Lulia-1

a4l (06S ) Gang Cumny LKD) Clyariall (g AR laie (ulall 138 22,
Fornell julee cawa olldg ciliine il Joi S (5)8) QS piie 4o (o ST Aud
=l il ae Jalgall G cllalay) Al el Aec1981 4w — Larcker
tllasall il (adly ol Joaall L' Galiiiall cplal) o il

'Hair, J. F., Sarstedt, M., Ringle, C. M., & Mena, J. A. (2012). An assessment of the use of

partial least squares structural equation modeling in marketing research. Journal of the acad-
emy of marketing science, 40, 414-433.
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Variable Correlation— () lgany aa slady) Jalsi: (25) 8, Jgaad)

CIL Jadl

R2 of AVE
3asn | Gaad | oV | snal | sl | Lea)l | laaay) | Jleasy) Y
4024l RPY | i dn guadlly

45 ASTY!

o)

4papadlly

0,431 | Juaiy)

0,602 | 0,310 | sy

0,508 | 0,577 0,504 La )l

0,535| 0,325 | 0,319 0,547 3o el

0,569 | 0,497 | 0,400 | 0,374 0,412 S singl)

0,417 |0,445|0,798 | 0,528 | 0,547 0,427 ¢Ysll

0,534 | 0,558 |0,462|0,632| 0,529 | 0,625 0,422 Agedll

Ladall 324

0,762 | 0,663 | 0,721 | 0,707 |0,736| 0,737 |0,767| 0,677 Rl

Smart Pls4 zaliy (e Wil Salll dlae) (e 1 jaadll

o ST lgud e A0 Aad L AL clyriall aen of el Jsanl) (e iy
Alalie e s Aliie A clyxiall oda o Ui addey ¢ AT GalS e e ADka)) Ao

:Heterotrait — Monotrait Rati dwilaia ) clals ) jLas) -2

13 alall Baa daypd eathy 3 ool G daal) Jalg )Yl Asgy HWAY) 13a
b JSLae () Al sl i Gumy aalsll (e 8 Yy 0.9 sk ¥ HTMT a8 o<
p AU Jsanll 8 adle il ALl i) o bl 42l

HTMT _lxa H'é : (26) é) Jgaad)
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Ly ol defytl) Y Juail)
Laaall saga | Gadad | oYoll | osinal) | | Lyl | dlanay) | Juay! A
A S| ase sl 3 dpa sadlls
oY)
dua adlls
0,511 Juay!
0,723 | 0,364 Ly
0,580 | 0,646 0,575 L))
0,60
9 0,382 | 0,381 0,662 3 L)
0,8 | 0,67
23 6 0,575 | 0,534 0,607 S sinall
0,5 0,85
0,579 | 11 6 0,623 | 0,626 0,477 YS!l
0,64 050,74
3 10,850 | 84 8 0,664 | 0,777 0,521 g sl) (3a8a%
URTR N [ 08 dacdll 325a
60| 1,062| 69| 0,832 | 0,883 | 0,897 0,834 Rl

A HTMT jladl s Sl clysiall o poes of odlel Jsaall e

Smart Pls4 zalin (e WUl Ealdl dae) (a2 jradl)

éﬁ L@_a\ d}&.} 4,)39} 0,897 9 0,511 e.\s!\ O 'E)}\AM culS C'.\g; % 90 4_1.1:: J}L;'I}
2l e ol AalSl culriall 4Dy Ayl 7 3sa3 e by G BV alaall oy
Sl zasall o alae¥) WiSey s culll z3sa Ailas 335 aSE 5 sl

Al zisadl) 1 (36) &8, Jsd)
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Ll puay) deafl] Sl Juadll

Smart Pls4 zaliy (e Wil Salill dlae) (e 1 juadll

Al zasall) daua (e S julaa—3
(Assessment of Measurement Model (Outer Al / el 3 gail) as
Ll z3satl Applally dg)al) ddlaad) Guld (hlial) ulea Sl 2Model
3 el sl any e SN el 8 agiiud Alidise 5 4lmdla cABua e XD
A ) g Ay « Assessment of Measurement Model Al e (3llay
LAY (e 2l Gl e 13ag cAushall 2 3 sal Aypanll 503l)
daia o il Cligisey ulee EDG @llia (L zisa e PLS dagie Gali de
K s ) dla) Jalall zagaill sasa ¢ Ayl Zisall 335n) adle Jeasdl gl
Glphsall pa (€ i S0 aall Gl e Geail) 3 Le ey o(AalSaa o) Alalaa
iy el) 2 3sail) dldas Basa e oSEI Laldl 6 (Llad) clpadl) sl Al
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() aaadl il R moatll Jelee 8 Lalod ABae plaall 038 ¢ jpladdl (e desena
(GOF) dglaall 5355 Lisag ¢(Q%) (g3aiill Gaual

(oAl JAI ayi) Allista ci dl) BUEY) JSda Aallaag G4l g igall ppkl

Variance Inflation Factor

Jals dllia GlS 1) Lo aaiity alal) lgle IKugl) o 3gail) oy CDalang cuhlis) ela) Ja
A2 A el jlasdy) cDlat e o jluall COlalee i (Y 13y Jad
Variance Inflation Facrot (il aas Jule Hlady) s Je 3layg . el e
b A dgay Jlaa) e Jay 1aa Gl 5 sl o e ST At colS s i WVIF
Dlcaelon ol (aall of e Jyy e (85 e al) ey WIS . dadll Jalail

bl LU U VIF sl s (27) &) Jgsal)

VIF Jalee Ll
2,085 Ql
1,862 Q2
1,666 Q3
1,470 Q4
1,641 Q5
1,246 Q6
1,660 Q7
1,731 Q8
1,788 Q9
1,598 Q10
1,718 Qll
2,047 Q12

'Hair, H., JF, H., & GTM, R. C., & Sarstedt, M.(2016). A primer on partial least squares struc-
tural equation modeling (PLS-SEM).
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2,034 Q13
2,110 Ql4
2,014 Q15
1,660 Q16
3,058 Ql7
3,278 Q18
1,380 Q19
2,744 Q20
4,012 Q21
3,977 Q22
3,727 Q23
1,688 Q24
3,443 Q25
2,154 Q26
3,166 Q27
3,480 Q28
1,727 Q29
2,142 Q30
1,615 Q31
1,418 Q32
1,176 Q33
1,145 Q34

Q35

1,195
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Smart Pls4 zaliyn e Wil Ealidl dae) (a2 sl

i b <5 gaaill Aagil) 55l ol adoil) cleles aen 0l oSel Jsaadl (e ity
Reflective wlSxi¥) 4sglla ey 2l 5a¥) 7 3gaill el G ol Laliy) agas axe
Ll magad a8 labadie) Al dagiall 43w 4k measurement models

- Saells

: R — Square yaaill Jalae o

Giliie 2y Gum (R?) paill Jalas g8 el zdgaill aniil le g <Y1 (pulial)

dalall 40mlly dladl) adll G il Ll P e sy zagaill 45l 5l
agil) 5080 o oSl ZaBgially dladl) il wpal) Tl 8 (5580 lny sl Al oLl
Exogenous )l clysiall 2l AaShiial) byl spaail) Jales Jiags oz 3saill

G oolal b ey WoL(JEally £l Endogenous Jalall el sl e
g Aagi el Aym il €Al Lgtimaalh ) 4300 LS il

dansgie i) Cilygiue S VR 30 58 jlaa 205 (Chin 1998) o
(lamssiall Lt 0,67 50,33 0 0,67 o ST OIS 13 S 5l ()58 Gumy (LS
10,1 g ST OIS 1) e R? 058 LS o Llill) 0633 e il

( R Square) yaaill Jalea o : (28 ) a8, Joa

R2 adjusted R Square Cralsl) paaiial)
1 1 dig SV daadd) Baga
0,539 0,542 Jeand) L&)
0,644 0,649 Jaand) £Yg

Smart Pls4 zaliyn (e WUl Caldl dlae) (a2 jradl)

(R Square) yaaill Jalea ad (37 ) a8, o)
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Ll puay) deafl] Sl Juadll

Jasall bl g0

=

Smart Pls4 zalis (e Wil Giald) el (e :_jaeadl

(R Square Adjusted) yaail) Jalaa ad :(38) a3 Jodill
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Ll puay) deafl] Sl Juadll

Jisal bl

Jasall bsls Al = 3o

Y

Y %

P

Smart Pls4 zalis (e Wil Gialdl) ac) (pa :_jaeadl
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iysiee R Square cdlales maen ol gy oSlel oplally Joaall DA

oo % 0,542 Jsa opliie Loyt A SN Aeadll saga of Cumy cLilian] Asiag

le Ui Liaplly deadll 505a e S Of Cpin (8 (L))l 8 Jiaialy aolil) el il

Jaradl paaill Jalas o of WS ¢ Gl oY 4 dualall il e % 0,649 i
Alysinag misaill 3a9a oy La 1aag sl Jales af (o DS alias Yy 408

aiinin (R paaill Jalas apii J)) ALyl f - Square JY) aas agis o
Ll S 13 L anil = 35aill (e ol oLy Cida v R 4ad 8 sl oY)
aaa i) e el 13 ) Sl Adala e a0 dd gl
< F? ded cul€ 1 € V) 055 o(Cohen 1988) Lulae s JF7 00
Cul€ 1 G (9555 <0,35 50,150 7ol F? aaa IS 13 Janigias 0.35
5 ans Y adl Jsi 0.02 e J8 il 13 W 0.15 50.02 uF? 4
DAY 138 hal ey Lggle Joanial) bl mamgy Jsall Jaal)

Effect size f Square aaall il maags 1 (29) &8 Jgaall

Effect size f Square Cralsl) pardial)

BT JFEEN Jrandl oY Jrandl La)
x| S 0,035 1,185 Laadll 3352
45 5SY)
B 0,598 _ Jraall L)

Smart PlIs4 zaliyn (e Wil Galdl dae) e 1 jaadl)

Effect size f Squareaaall ,ili :(39) A3, Jsal)




0.0

Ll puay) deafl] Sl Juadll

O Rype

g £ £ = £ £ £ b L
w [ w L o i) 1) LB
& % & x & 13 & x x
f: T > 3 > T > £ £
E E 3 ) 3 E 3 E E
@ £ @ @ g @ P 1
E ¢ & & ¢ “E =

E g %E; 3 E ¢ 5 5
5 E

Smart Pls4 zaliy (e Wil Salill dlae) (e 1 jaadll

Aglany) dald) (e sitey Lysine F? cOllee ol coiy oMol dsaad) DA e

Ju e 1y € LEHl aas Al o Cohen (1988) caws ' 0.35 e ST LY

e ouaiall aal cudi xie Ylly Loyl e duig iSIY) daadll sagad il agay e

Cun zisaill (8 priall Beal W G Lee ce¥sll o Laal il (gl dea (e e

8l e oVl e L)) alis eVl e g sV denall 3aga il e F2 sy
G e i S

BlindFolding quwadl Julas of Q% il 5a5a @

Aad Clis Ll oy ¢ el zasaill 5l 483 beeS R LEAY Liandind aay

s Lsall 58l e 8548 (Geissier 1974, Stone 1974) caua ey ¢aa Q°
Ciia DA e ellyy el = gaill 508 3 deaiie all cilildl 38y Q7 a4l
ey 10 o0 7 515 o sl sa0ma Culilsay 2120 o LEDU iy A ghimn (o <l jie
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Cililall LLaY) ailly adgiad) @il cluia) o lely zisall Cildae i ash
oLl g g Sludd) xisail 45 48 I ieall o 5SY) Aad it Cusy LA
0.35 e S5 0.15 Ll L Jaegiay 0.02 (g5l S 13 ja Q3 ()5S

Predictive relevance: Q2 il jaall o
Q' =1-E/Q cus sl e zsaill )% 5
(e adY] Cilaype g sana oo :E
ALl ol ey £30me 1Q

1999) Cus 5 Gua a4l magn zisedll O3 e QF S 1
-(Tenenhaus

Predictive relevance Q2: 55!l guall gy @ (30) a8y Jgand)

Q2 Predictive validity & puriall
0.434 YIPR O I PREC R RPPS
0.293 Jeand) L&,
0.328 Jeand) £Yg

Smart Pls4 zaliy (e Wil Salll dlae) (e 1 jaadll

Aalll (e Agiies dygine QF cOlebie gan ol cui odlel Joanll PlA
LSl clyriall o e Jay e Croutsch (2009) casa 0 (0 ST Y dglan!
sl e 8 Al z3sad A Byl

Goodness Of Fit index (GOF) 4aidlall 3352 @
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PLS — SEM zisal KU gl o188 (uliteS (GOF adlal) 335 ydise guiag
o) Lasiag R apontl) Jelaal i e o Jpemal) i iy glly il
AVE z53ill

GOF=\/R2 x AVE

13 2S5 0.25 dedll vie daugies 0.1 sbun oS 1)) jiua GOF (ulie oS
1.2009 4. Wetzels caua 0.36 G 5slas

GOF e :(31) a3 Jsaal

AVE R Square

0,541 1 A g pSIY) deadl) 3asa
0,804 0,542 Jaanl) Lsay
0,707 0,649 Saanll &Y
0,684 0,73 duluall Gl sl

Smart Pls4 zaliyn (e Wil Ealdl dae) (a2 sl
GOF = \R2 * VAVE
Aadail 58 AaDle 3sa e Ju L 0.70 e (o ST 6l g5l GOF dad
Leal) Jom i) ibilly ey sl = 3gail alal) 3aaal) slaie 38085 cAushal)
Al clua @ Las)
? : Direct Effects (bl Y1) jlaal) cdlalas (1
CDlelae Lpanls 558 508 A (o dpall il lial Alajall o2 b

Sl Glasles o Joanll aaeiall lasi¥) dalae Gyl e 4dSaell Lol
O lalre af (o (40) 4y Jsaadl e 2aadb L gbeall Hluall cilalas Jis 1)

Onsie (¢ riall SELall YL e lliay Lol el 23l Ll

'Wetzels, M., Odekerken-Schroder, G., & Van Oppen, C. (2009). Using PLS path modeling for

assessing hierarchical construct models: Guidelines and empirical illustration. MIS quarterly,
177-195.
2Hair Jr, J. F., Hult, G. T. M., Ringle, C., & Sarstedt, M. (2016).P22
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colS 13 W (0.4-0.2 o s ) Jasialls (0.4 e ST) @ g5l L)
A (480.2 G Jil lgad

s

Lsima (8 A AIEAYI P 5 T dad liad gt cljlusall (sl jpafi ey
&b mall ady 113 %5 e J8 Uadd) A 065 Ladie (Agiliaa) A0
iy sl o8 Lysina (o iaill il peamgy sl Jsall 5 %95

4w ae SmartPls zaliy 4 Bootstrapping sl e alaeyl Student
%5 Uas

Bootstrapping alasinly jludl cdlalas dy5iaa jlidl: (32) ) Jganl)

- “

- “

Hypothese GliMal) | Jalea | Jasgiall | Ci)aiy) dad| dad BU
<luadll | Relationship | L) Std T P
Dev
H1.1 oY) PAPR
<— dpagaill (ssize)
4024l RPN
dng i 0,193 | 0,191 0,021 9,185 0,000
H1.2 <- Juayl A gba
dasall 335a (¢ sina)
dng xSV 10,235 0,235 0,020 | 11,658 0,000
H1.3 <— syl Jgda
4024l RPN (‘..SJSM)
dng xSV 10,260 | 0,261 | 0,022 | 11,849 0,000
H4 dlgida
Yol <= L)l 1 0,677 | 0,672 0,082 | 8,289 0,000 .
(gsix)

246




Lidy ol desfytl) il Juailf

H14 RPN <- 3;\355\ Mﬁh
faaal) (cs5in)

dngySly)| 0,224 | 0,223 0,021 | 10,410 | 0,000
H1.5 <— 5l FAP
42al) RPN (L..SJ:“'A)

dn, xSV 0,188 | 0,187 | 0,018 | 10,557 0,000
H1.6 | — 25csll (3u8as dgida
fasall 3aga < (¢5ia)

dng 510,240 | 0,240 | 0,020 | 12,285 0,000
H2 Jaodl) saga gida
<= 2y SN (cs5ins)

L)1 0,736 | 0,738 | 0,038 | 19,550 | 0,000
H3 Aeall RPEN Z\.b,\AA
<— Ay Sl (gsi)

Yl | 0,164 | 0,169 | 0,083 1,985 | 0,047

Smart Pls4 zaliy (e Wil Salll dlae) (e 1 jaadll

Gl dll S g 5 Bootstrapping cosluls Leale Joasal) cildaad) e T2l
A zsaill e G GBle o s Lsine Al W58 sl apean LliaYl;

ol Lo odlel JRally Jpanll DA G W ey

Leaal) 3asa <= daagadlly ¥ Ailaa] AV @il dulay) Al 2z HI.1

i Ty

A g SN Aand 3asm <= JlaiYl a Ailan) AVS i Aplay ADle a5 :H1.2

Ay SN Aand) Baga <= Alaiu] G Ailan) VS i dglay) ADle aa g :H1.3

g STV daadl) Baga <= 31N 0 dilias) AV 3 dplay) ADe aa g1 :HT .4
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3 pIY) Gandll Baga <= (gginal) G Anilas) AN 3 dulay) ADle aagi H1.5
Aig ySIY) dandll 3aga <= 5o l) (Gaian G Adlian] AV @ Al ADLe 2553 H1.6

DS S i ol a3 of Bl oDle | Aaia sal) Ayl iy dll il UA (g
SN S Al s ALl byl (e el (e Uil 13 Ay s I daddl) Sasn o seha
A oda o e

Akl () s ¢ Laapll e Ay 5V deodll 5agal (ssine (s canse Sl agag H2
(Huang et al., a.)s xe 365 a5 ¢ dulay) ADle oo Loyl ooy buaiall oda
(Kim et al., 2009; Chung and Shin, 2010) 2015

ha i 4S5 oYl o dg pSIY) Aasall 335ad (ggina il cange S 25a5 tH3
G eVl 5alyy ) (ool Ag SV Aeadl) Basm dlaghil (ggiune wi) LS 4l s
Basa O Bpdlie Apaga ADe dgag ady Lad cilaball (e wpaald) 4] Le 13 g Al
G e oVl s A g STy deasld)

o il JC8 Laa)ll 53l Badl oWl o Liayll (gsina (58 cnsa S 2505 1HA
HUE saamie iV lae b luhall (e 3aal) 34l Jeasill 5 Lo 3a o oYl

el e Adyadll claadlls ¢ (2006 <Lin and Wang ) au)s A (e A 5N
(2013 Zhou) Jseadll iilel) ddauilsy adall leas « (2014 (Thakur ) Jsesall
Oo 2y Usanal) 53a¥) e Bsutll e Sandl Liay of ) ) i ABlas il
Hure et al. ) duiliall §suil) s ) Joaill (o Sl agaiags (2018 «Grof) ags
(2018 «Natarajan et al. ) Juiwall A o3&l 5 aladinl sale) 4 jaiais (2017

s ddalugl) dgage Auhal) ciluda @ Ai8lag LAY

dexdll sasal il ye i agay laolie g HS docapdll laal ) Lagsy L 1dag
Doy el Liajll asass oWl e 4 5SIY)

tlaag (il Lol Jags o) paiall Jalail
— Baron and Kenny (1986)

— Preacher and Hayes (2008)
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44k Wliely Ay (Preacher and Hayes 2008) 4ayb e adiain liufyy i
Ofinld) L 366 dga ey 4ga (e Baron and Kenny, 1986) 4 sla s cusal
o2 laal (e (sl asiy als ¢ JgY) dayylall Aule cililiul (Preacher and Hayes
Jially Jaall Jog i Bae lling Al Aipllly LU g Il clagde 2l Ayl

i lgydl ol sl ey ST ADLY il sl

a3 5 Lo 130y )2l Jhinnal) iy Unipe (il gl iiall 0055 of (s —
Ll i PIS e il

46l o5 e 13 Auall Gl uaially Uniipe (il Tl siall (3685 o (s —
Gluay Pla e Wl

Ayl

tlaay bl (phayi e (Preacher and Hayes, 2008) diyk o sy

@sina Skl e ) S

saall e Y Bootstrapping duyall e HS Je Juall 481 Jlaw 55 o -
The Indirect Effects §ydilu jall ) : 15¥) 5ghadl)

Jitesal) iall cpps ABal Ay ity Jaand) Uiy Tapesl) iy AslatiaV 1y Lnck L
cpead) Y5 i) il A g IV daail) 525m

ald o) Al a5 Dlad Lagl) il 28 Ja JaaDlis duzdl) cpia DA (e
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Manquant 0 0 0 0 0 0 0

szl
Pourcentage Pourcentage
Fréquence Pourcentage valide cumulé

Valide ¢« 15 ) 25 4w 38 25,3 25,3 25,3

= 26 S 35 A 50 33,3 33,3 58,7

= 36 S 45 L 53 35,3 35,3 94,0

= 46 S 55 A 8 5,3 5,3 99,3

S (e 56 i 1 7 7 100,0

Total 150 100,0 100,0

Al Lelaiay
Pourcentage Pourcentage
Fréquence Pourcentage valide cumulé

Valide  zsy 67 44,7 44,7 44,7

e 80 53,3 53,3 98,0

e ells 3 2,0 2,0 100,0

Total 150 100,0 100,0

JAAl
Pourcentage Pourcentage
Fréguence Pourcentage valide cumulé

Valide  Ji o 36000 2 71 47,3 47,3 47,3

= 36000 ' 54000 - 37 24,7 24,7 72,0

= 54000 ' 72000 ¢ 18 12,0 12,0 84,0

SI e 72000 2 24 16,0 16,0 100,0

Total 150 100,0 100,0

3elil) ) saal dldl) 5 Jaal)
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Statistiques de fiabilité

Alpha de Cronbach Nombre d'éléments

,807
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355 51 iad jgaal Gl 5 GGl
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Statistiques de fiabilité

Alpha de Nombre
Cronbach d'éléments
,597 4

Statistiques de fiabilité

Alpha de Nombre
Cronbach d'éléments
, 756 3

Statistiques de fiabilité

Alpha de Nombre
Cronbach d'éléments
, 752 4

Statistiques de fiabilité

Alpha de Nombre
Cronbach d'éléments
,805 5

Statistiques de fiabilité

Alpha de

Cronbach

Nombre

d'éléments




848 4

duapadll g ol ) saal L 5 Gaall

Statistiques de fiabilité

Alpha de Nombre
Cronbach d'éléments
,814 3

Juandl L)) gaad LAY 5 5ol

Statistiques de fiabilité

Alpha de Nombre
Cronbach d'éléments
,939 5

Jeaal) ¥ 1 saal ELEN g  Gacall

Statistiques de fiabilité

Alpha de Nombre
Cronbach d'éléments
,893 5

(exporter to excel) : SMART PLS 04 g=Ui» &l s (04) ad (3alall
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¢l S e (rho_a) & 4 & i S L AVE) ¢ 8 (sl o
i gl oY) 0,819 0,848 0,894 0,739
Juaiyl 0,849 0,850 0,899 0,689
iy 0,807 0,814 0,366 0,563
L) 0,939 0,940 0,954 0,804
301l 0,815 0,819 0,871 0,575
G sad 0,571 0,573 0,778 0,538
Y 0,89 0,910 0,923 0,707
5 g G 0,757, 0,760 0,847 0,581
PRI EWEN 0,829 0,83 0,876 0,541
s el ol
L s AalaY) A
— (HTMT) sl
1 o
33 9
oY i) (aai deadll
Juasy) 0,511
PRES 0,364 | 0,723
Ll 0,575 | 0,646 0,580
IPAEN 0,662 | 0,381 0,382 0,609
S sinall 0,607 | 0,534 0,575 0,676 | 0,823
&Y Sl 0,477 | 0,626 0,623 0,856 | 0,511 | 0,579
e sl (§adas 0,521 | 0,777 | 0,664 | 0,748 | 0,584 | 0,850 | 0,643
el 33 2
PIPRNHY 0,834 | 0,897 0,883 0,832 10,869 | 1,062 | 0,760 | 1,009
SV -dsi b dlas
T:.J);
oY Laiayl (a daaall
faa gl | Juasy) L Lyl | 3ol | ginadl | oYl | ase ) | A iSIY)
Jaia padll g oY) 0,860
Juasyl 0,431 | 0,830
Llaiay) 0,310 | 0,602 | 0,751
Ll 0,504 | 0,577 0,508 0,897
IPAENY 0,547 | 0,319 0,325 0,535 | 0,758
sl 0,412 | 0,374 0,400 0,497 | 0,569 | 0,734
&Y Sl 0,427 | 0,547 0,528 0,798 | 0,445 | 0,417 | 0,841
dse gl (Ba8aS 0,422 | 0,625 0,529 0,632 | 0,462 | 0,558 | 0,534 | 0,762
deaall 33 2
PRPRY 0,677 | 0,767 0,737 0,736 | 0,707 | 0,721 | 0,663 | 0,815 0,735
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