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 The aim of the present study is to examine the influence of website quality on consumer’s e-
loyalty, noting the mediating role of e-trust, e-satisfaction, and perceived enjoyment. Besides, 
this study examines the consequence of consumer’s e-loyalty. Survey data collected from 594 
respondents aged at least 16 years and performed some online shopping through websites in 
Vietnam. Based on the theoretical framework, PLS-SEM using SmartPLS 3.0 software was 
deployed to discover links between the constructs. The results showed a positive effect of 
website quality on e-loyalty, which was mediated partially through consumer e-trust and e-
satisfaction. Moreover, e-loyalty had a positive association with electronic word of mouth 
(eWOM) as well. The main findings of this research provide some empirical implications for 
Internet marketers and online retailers in Vietnam. E-vendors should understand the customers’ 
expectations and e-loyalty regarding online shopping to attract new customers as well as to 
retain their existing customers. 
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1. Introduction 

Internet has been changing the traditional ways of purchasing goods and services. The users have no 
longer been restricted by time and geographical factors. They could actively purchase the products and 
goods regardless of any time and location factors. The Internet has brought about new methods of 
communication and new ways of exchanging everyday information among peoples. The ever-
increasing number of Internet users would also coincide with the development of online purchasing 
(Joines et al., 2003). The fast development of the Internet would be explained by the combination of 
broadband technology and the change of customer behavior (Oppenheim, 2006). Online shopping, also 
known as internet shopping or e-shopping, can be explained as electronic commerce when buyers and 
sellers virtually meet others through a web browser (Kaur & Joshi, 2012). In other words, e-shopping 
is a process when users decide to buy products or services on the Internet economy (Puranik & Bansal, 
2014). Unlike traditional shops that require physical locations, physical security services, and specific 
timeframes to operate, internet shops need none of those requirements. Customers can access to the 
shop from anywhere (e.g., without worrying about geographical boundaries) and anytime (e.g., 24-hour 
opening, 7 days a week, time zones) they like as long as they have internet connection and an 
appropriate device like a computer, a tablet or a smartphone (Bidgoli, 2010; Karthika & 
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Manojanaranjani, 2018). Since people are more and more busy with their jobs and internet has been 
widely and easily accessible, e-shopping has “redefined business and customer relationships, business 
processes, even sometimes restructuring the whole industry by providing new distribution channel, new 
delivery methods, new payment methods and new medium for communication” (Cosgun & 
Dogerlioglu, 2012).  
With the tremendous opportunity to grow and a very promising market to exploit, e-shopping has been 
attracting many scholars and experts to make researches in order to become successful in this new 
method of selling products. As a result of that, many factors have been explored to contribute to a 
successful online business. Chu and Zhang (2016) showed that one of the most significant factors that 
lead to the customers’ satisfaction is their attitude towards e-retailing. In that research, the authors also 
highlighted the easiness, usefulness and effortless when customers interact with the web pages can 
create favorable shopping intentions. Besides the attitude towards e-shopping, Chu and Zhang (2016) 
added that customers’ trust played an important role in increasing customers’ satisfaction to shop 
online. They also proved that trust in e-vendor can be gained when people know that shop owners earn 
nothing more by cheating, a shop is safe to make a transaction and the website is optimized to be 
friendly and easy to use. Generally, previous researches paid more attention to the satisfaction and trust 
of buyer shops online but investigating loyalty (or repurchase intention) in online shopping is still in 
its infancy (e.g., Polites et al., 2012; Serra-Cantallops, Ramon-Cardona, & Salvi, 2018). They also said 
that thanks to the Internet, users could find many providers and reference information, as well as 
reviews of products they need to buy. That is the reason why the Internet has become a very competitive 
environment when the fights are very tough to attract and keep customers. To influence and keep the 
customers in a competitive market, it would be very necessary to identify the factors or issues 
influencing customers’ loyalty when they carry out their online shopping. On the other hand, e-
shopping in Vietnam is still a new technology breakthrough since it has just begun to assault the 
Vietnamese retailing sector with e-shopping services. As reported by Vietnam E-commerce and 
Information Technology Agency (VECITA), in 2018, the number of internet users in Vietnam, 
accounted for 54% of the population and 57% of them have done online transactions (VECITA, 2018). 
In particular, the e-commerce sales per online buyer are approximately $100 and the most popular items 
purchased on the internet are baby products (12%), household items (14%), books and stationery (19%), 
cosmetics and personal care (21%), e-accessories (23%), food and beverages (26%), fashion (33%) 
(Cimigo, 2019). The e-commerce market in Vietnam amounted to $2.26 billion in 2017. Forecasting 
by 2023, Vietnam will have 49.8 million customers using e-commerce, and Vietnam’s e-commerce 
sales will reach around 4.47 billion USD in 2023 (VECITA, 2018). In 2018, Vietnam had big progress 
in the online transaction types in both “business to business” (B2B) and “business to consumer” (B2C) 
(VECITA, 2018). Considering the general aspects of the market, the selection of business models for 
e-commerce plays a very vital role in increasing the awareness level of customers as well as the revenue. 
The economic benefits are brought in by online sites have encouraged customers to participate in the 
e-commerce strongly and created a very large spillover. Currently, e-commerce in Vietnam is still 
highly fragmented in both “consumer to consumer” (C2C) and “business to consumer” (B2C) segments 
(VECITA, 2018). The notable sites work on typical e-retailers are shoppe.vn, tiki.vn, lazada.vn, 
thegioididong.com, sendo.vn, dienmayxanh.com, fptshop.com.vn, adayroi.com, cellphones.com.vn, 
vatgia.com, etc. (see Fig. 1). 

 
Fig. 1. The top ten most visited e-commerce websites in Southeast Asia in Q1 2019 

(Sources: Iprice, 2019) 
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Over the past few years, in comparison with other countries in the region, Vietnamese has witnessed 
the rapid development of the Internet in Vietnam and Vietnam becomes a country whose Internet 
development ranked top of the world. Thanks to the rapid development of the Internet in Vietnam, both 
in terms of infrastructure and the number of users, the e-commerce of Vietnam becomes very potential, 
attracting many enterprises and individuals selling their services and products to participate in the 
market for online shopping. In addition, Vietnamese users are becoming more familiar with online 
shopping activities provided by domestic and oversea websites. Over the past few years, online 
shopping enjoys the strongest growth rate in comparison with other businesses. 
Although the number of Internet users is huge and ever-increasing, the majority of them only use the 
Internet to look for information and communications, the price and comments about the products but 
they hesitate to make the paying transaction or product reservation (Lim & Ting, 2012). Vietnamese 
customers would rather go directly to the shop and buy the things they saw on the web. As a result of 
that, e-shopping, as they know, is nothing but an advertising or marketing channel. Additionally, the 
internet plays an important role in choosing and buying the products, but the trust is still low for online 
payment methods because only a small proportion number thinks that online shopping is secured. 
Buying Internet-based products is still not popular in Vietnam. Only a small number of Internet users 
regularly log in to online shopping and auction websites. Most of them agree that “it is possible to buy 
numerous products on the Internet”, but many do not think that “online shopping is secured”. 60% of 
buyers do not trust online payment systems. The other obstacle is low awareness of Vietnamese people 
and the unfriendliness of the social environment and business practices. Although enterprises are very 
active in applying information technology and e-commerce, more time spans and necessary steps are 
needed to achieve advanced business and consumption environment. Online security and privacy are 
still not ensured. The appearance of millions of Internet users at any time would provide potential 
customers for online retailers. Thanks to the development of internet-based technologies, online 
shopping websites could discover many opportunities to approach a great number of customers at any 
time and anywhere, but obstacles also appear as the buyers could easily look for information and choose 
to buy the products from many other competitive websites simultaneously. To survive and develop in 
the competitive market of e-shopping, it is a task for retailing websites in Vietnam to attract potential 
customers while retaining their own customers. Online sellers are requested to understand what 
Vietnamese customers want and need when they repurchase online. 
As mentioned above, the importance of identifying factors influencing the loyalty of customers when 
they purchase online is very decisive for online shops running in the e-commerce market of Vietnam. 
As there are significant differences between the loyalty of customers purchasing on the Internet and in 
the traditional ways, in the meantime the studies concerning the loyalty of customers purchasing online 
in Vietnam are still limited. It becomes an imperative demand for online retailers to understand the 
main factors influencing the loyalty of Vietnamese online customers. Thus, based on the context of the 
online shopping market in Vietnam, this research aim is to propose a model predicting customers’ 
loyalty in the online shopping context in Vietnam. In particular, this study is to investigate the impact 
of website quality on customers’ loyalty in an online shopping context. Besides, the author also 
examines the effect of the mediating role of factors (trust, satisfaction, and perceived enjoyment) on 
consumers’ online shopping loyalty and the role of electronic word of mouth is a consequence of e-
loyalty.  
2. Theoretical background and hypothesis 
2.1 Website quality 
Researchers and academics have tried to understand and explain the contribution of information 
systems to consumers, as well as to supply-side organizations. Gefen et al. (2003) stated that “a website 
is not just an information system, but also an interface with a vendor”. Aladwani and Palvia (2002) 
argued that organizations need to improve the information systems function to overcome the critical 
challenges to their survivability and growth. Some scholars (e.g., Alshibly & Chiong, 2015) suggested 
that “it is vital to the success of an e-commerce company to assess the quality of their website in order 
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to improve and understand the competition and industry benchmarks in an effort to improve their 
position in the online channel”. “In the e-commerce context, website quality is considered as an 
important internal factor for consumers to evaluate criteria of online retailers” (Jiyoung Kim & Lennon, 
2013). Website quality helps increase consumer buying interest (Shin et al., 2013) and motivate them 
to shop online (Hernandez, Jimenez, & Jose Martin, 2009). Aladwani and Palvia (2002) defined website 
quality as “the perception of how a user evaluates a website for its features meeting their needs”. 
Website quality can also be conceptualized as “the consumer’s judgment about a given site’s overall 
excellence and fitness for use in assisting with the task or goal of making an online purchase” (Polites 
et al., 2012). Therefore, website quality should be a critical business concern, especially in an e-
commerce perspective, due to the low percentage of website visitors that purchase from the site and the 
relevance of increasing this number.  
A review of the literature evaluation reflected that there were many instruments to measure website 
quality. In this study, the instrument from a study of Wolfinbarger and Gilly (2003) was used due to its 
concept base on the shoppers’ perspective. This instrument included four dimensions: web design, 
customer service, fulfillment/ reliability, and security/privacy. “(1) Website design refers to the 
consumers’ interaction including navigation, in-depth information and order processing; (2) Customer 
service, that is, response, helpful and willing service that answers the consumers’ questions in a timely 
manner; (3) Fulfillment/ Reliability, that is, capability of providing accurate product information and 
delivering the right product within the time frame promised and (4) Security/privacy, that is security of 
card payment and privacy of consumer’s information”. Website quality in this proposed model was 
also incorporated as a factor leading and influencing customer’s repurchase behavior through four 
constructs: customer trust, customer satisfaction, perceived enjoyment, and consumer loyalty. 
2.2 E-trust 
Mayer, Davis, and Schoorman (1995) defined trust as “the willingness…to be vulnerable to the action 
of another party based upon the expectation that the other will perform a particularly important action”. 
It has been conceptualized as either a set of specific beliefs about an object of trust or a general belief 
about the object of trust. Trust has been widely discussed as a key factor for a successful online 
business. Kim and Benbasat (2003) defined consumer trust in Internet shopping (e-trust) as “the 
willingness of a consumer to expose himself/herself to the possibility of loss during an Internet 
shopping transaction, based on the expectation that the merchant will engage in generally accepted 
practices, and will be able to deliver the promised products or services”. E-trust is also defined as “the 
consumers’ belief and expectation that e-sellers are reliable and will perform their obligations 
faithfully”. E-trust is an important factor affecting consumers’ behavior and it may contribute to the 
success of technology adoption such as e-commerce (Goles et al., 2009). Ribbink et al. (2004) argued 
that e-trust is a prerequisite for a consumer to engage in an e-commerce transaction because it is likely 
that lack of them leads customers to abandon their shopping carts prior to completion of the checkout 
in the Internet store, and further enables the development of longer-term relationships with the 
consumer.  
The development of trust is more difficult in the e-commerce environment due to the impersonal nature 
of the channel. In addition to the consumer’s perception of the e-commerce vendor’s ability to meet 
privacy expectations, the development of trust has also been linked to numerous e-commerce vendor 
attributes, including vendor size and website quality (Tirtayani & Sukaatmadja, 2018). It can be seen 
that buyers are more likely to make transactions on the internet if they know that sellers are trustworthy 
and reliable. Unlike a physical store that people can come and try the items, online shops have almost 
nothing to guarantee customers that their items are exactly what people can see on their websites. 
Because of that, customers’ trust even plays a more critical role in online shopping than buying by 
traditional methods. According to Liao, Palvia, and Lin (2006), if buyers perceive that website quality 
is of high quality, they are likely to have high trusting beliefs about the online vendor’s benevolence, 
integrity, and competence and will cultivate a willingness to depend on the online vendor. Some studies 
(e.g., Ghalandari, 2012; Tirtayani & Sukaatmadja, 2018) also found that website quality had a stronger 
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impact on E-trust. So, it is suggested that: 
Hypothesis H1: Website quality is positively associated with E-trust. 
2.3 Perceived Enjoyment 
Davis et al. (1992) defined perceived enjoyment as “the extent to which the activity of using the 
computer is to be previewed to be enjoyable in its own right”. Many researchers have identified 
enjoyment to be of essential importance to the adoption of social networking (Curran & Lennon, 2011). 
Abdullah and Ward (2016) stated that perceived enjoyment is “the degree an individual enjoys using a 
particular technology aside from performance”. Online shopping adoptions could occur if someone has 
an enjoyable experience when using online shopping. Perceived enjoyment is a behavior-based 
affective reaction. It is usually obtained during the process of an intensive interaction with a website. 
Perceived enjoyment is process-based. Perceived enjoyment can exist aside from the perception of 
website quality. Therefore, high website quality could enhance perceived enjoyment of buyers as well 
(Juyeon Kim, Ahn, & Chung, 2013). Base on the aforementioned discussions, the hypothesis is 
proposed:  
Hypothesis H2: Website quality is positively associated with perceived enjoyment. 
2.4 E-satisfaction  
Satisfaction implies an evaluation regarding the products’ acquisition and/or consumption experience. 
Thus, customers’ satisfaction is an evaluation based on their personal experiences with regard to their 
needs and expectations (Oliver, 2010). In the online shopping context, the e-satisfaction concept 
emerges as an important behavioral outcome (Bansal et al., 2004). Thus, e-satisfaction is the outcome 
of overall experience and satisfaction concerning a given e-vendor’s website (Polites et al., 2012). It 
symbolizes “the contentment of the customers with respect to their prior purchasing experiences with 
a given electronic commerce firm” (Anderson & Srinivasan, 2003). The assessment of a customer’s 
online experience is playing an important role in e-commerce. Online providers need to know how their 
potential customers conduct the online information search, to evaluate their online purchase intentions, 
and understand the factors that stimulate a purchase. Thereby, they may customize the online channel, 
in order to satisfy customers’ needs, improving service quality and customer’s e-satisfaction (Polites et 
al., 2012). As seen previously there is some ambiguity when considering the relationship between 
website quality and satisfaction with the website (e.g., Polites et al., 2012; Tirtayani & Sukaatmadja, 
2018). Nonetheless, as we know, e-commerce adoption implies the use of information and 
communication technologies. Thus, the receptivity to the online environment is a crucial aspect in order 
to form a positive relationship with satisfaction. However, website quality and satisfaction are distinct 
concepts. Many authors consider that website quality is antecedent to satisfaction. Positive perceptions 
regarding the website and its content increase the level of online satisfaction (e.g., Polites et al., 2012; 
Rodgers, Negash, & Suk, 2005). In this sense, the website quality is a crucial determinant and the 
starting point for an entirely online shopping experience. Thus, the author suggests: 
H3: Website quality has a positive influence on e-satisfaction. 
Customer trust is an important concept within the e-commerce space as it drives both satisfaction in the 
company or organization as well as the intent to engage in future e-commerce transactions in a manner 
that satisfaction alone cannot predict (Pavlou, 2003). Customer trust and satisfaction are offered as 
supporting concepts when discussing privacy in the e-commerce space. Both trust and customer 
satisfaction is linked to the voluntary use of e-commerce systems (Warrington, Abgrab, & Caldwell, 
2000). Linking trust and customer satisfaction continued to be a primary focus even as marketing efforts 
expand to include the use of personal information for increasingly intrusive marketing approaches such 
as behavioral marketing. Some scholars (Ghalandari, 2012; Taheri & Akbari, 2016) pointed out that e-
trust influences on consumers’ satisfaction with online shopping. If buyers trust a product or service, it 
can be confirmed that these products or services exceed their expectations. As a result, customer trust 
could enhance customer satisfaction. Based above discussions, it is suggested that: 
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Hypothesis H4: E-trust is positively associated with E-satisfaction. 
Churchill and Surprenant (1982) suggested that the expectancy-confirmation paradigm (ECP) should 
be widely used to clarify the satisfaction of buyers. This paradigm mentions “an individual’s level of 
satisfaction is derived from the discrepancy between the individual’s initial expectation and their post-
purchase expectation, which in turn determines the repurchase intention”. Based on ECP theory, Oliver 
and DeSarbo (1988) reasoned that shoppers who have “higher expectations may lead to higher 
satisfaction”. In the ECP theory, perceived enjoyment is one of the aspects of post-usage expectation. 
Therefore, it is plausible that a buyer who has either one of the expectations may elicit his or her own 
satisfaction. Moreover, based on the theory of reasoned action, user belief (e.g., perceived enjoyment) 
relates to an attitudinal outcome (e.g., consumer satisfaction). Nusair and Kandampully (2008) 
indicated that perceived enjoyment is essential in attracting, satisfying, and retaining users. Hence, 
perceived enjoyment could be considered as a factor that leads to e-satisfaction. In addition, some 
scholars Safa and Solms (2016) asserted that perceived enjoyment related to consumer satisfaction.  
Hypothesis H5: Perceived enjoyment is positively associated with E-satisfaction. 
2.5 E-loyalty  
Polites et al. (2012) stated that “research should shift its focus away from satisfaction as the ultimate 
dependent variable, and toward dependent variables such as loyalty and repurchase intention, that may 
contribute more to the company’s bottom line”. Customer loyalty represents the customer’s attitude 
and preference for a given company, product or service, and a commitment to rebuy (Gommans, 
Krishman, & Scheffold, 2001). In other words, consumer loyalty is the concept of customers purchasing 
goods or services from an organization again after an initial purchase has been made. The customer 
comes back to the organization or is retained. Loyalty (or repurchase) leads to profit and growth for an 
organization through increased purchases, willingness to pay higher premiums (thereby increasing 
profit margin), retention, reduction in marketing costs over time, and decreased vulnerability to 
competitive threats (Ittner & Larcker, 1998; Tirtayani & Sukaatmadja, 2018). Repurchase is based on 
the notion that keeping existing customers is cheaper than acquiring new ones. This logic relies on the 
assumption that a customer relationship is profitable, although this is an oversimplification in many 
industries. Some customer bases are actually unprofitable. In the online context, e-loyalty represents a 
perceived intention to revisit or use the website, or to consider purchasing from it in the future. The 
main goal of e-loyalty is to transform a behavioral intention into purchasing actions, namely a repeat 
buying behavior (Cyr, Kindra, & Dash, 2008). 
As seen, websites are crucial components for succeeding e-commerce strategies for any organization. 
Effective use of this tool may increment customer satisfaction, website retention and repeat purchases, 
as well as lowering customers’ tendency to switch to another website service provider (Tandon, Kiran, 
& Sah, 2017). Different features (e.g., content, functionality) affect customer loyalty to the website, 
depending on the website domain. For instance, the relationship between functionality and loyalty is 
stronger for transaction-oriented websites, rather than for information-oriented websites. Therefore, 
loyalty results from positive attitudes regarding the website. Different researches confirm the 
relationship between website quality and e-loyalty (Tandon et al., 2017; Tirtayani & Sukaatmadja, 
2018). So, the following hypothesis is proposed:  
H6: Website quality has a positive influence on e-loyalty. 
In the e-commerce context, there is a significant empirical support for the positive relationship between 
satisfaction and constructs related to e-loyalty, such as site stickiness, repurchase intentions, and 
continuance intentions. As a matter of fact, “e-satisfaction is considered an important factor in 
encouraging site stickiness, or loyalty, to an e-vendor’s website” (Polites et al., 2012). Tandon et al. 
(2017) also theorized that because the Internet provides a simple mechanism for accessing other e-
commerce vendors, the act of switching e-commerce partners requires minimal effort. Lacking strong 
customer satisfaction, consumers would not remain loyal to the service provider. For some authors, the 
link between them is evident and “intuitive” (Tandon et al., 2017; Tirtayani & Sukaatmadja, 2018). 
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Thus, the hypothesis is proposed: 
H7: E-satisfaction has a positive influence on e-loyalty. 
Moreover, research has shown that trust is an important factor in a consumer’s intention to adopt 
services provided over the Internet as well as one time purchases, consumers must be trusted to engage 
in both e-commerce purchases and e-commerce services (Featherman & Pavlou, 2003). Corbitt, 
Thanasankit, and Yi (2003) advocated that “the higher the level of trust towards the e-commerce 
website, the greater the likelihood to repurchase the product from that website”. In the online shopping 
context, since there is the absence of physical contact with the product, e-loyalty only exists when there 
is a degree of trust. Thus, only if an initial trust is built on the website, the customer is likely to 
repurchase the product from the website. Wen, Prybutok, and Xu (2011) showed that the violation of 
e-trust could lead to negative repurchase intentions. Lack of trust could be the main reason which 
prevents customers from engaging in online shopping or why they have negative concerns related to 
shopping online because buyers are unlikely to carry out transactions with vendors who fail to convey 
a sense of their trustworthiness. Therefore, e-trust plays a vital role in driving e-loyalty (Tirtayani & 
Sukaatmadja, 2018). The following hypothesis is proposed: 
H8: E-trust is positively associated with e-loyalty. 
2.6 Electronic word of mouth (eWOM) 
Until now, there are many definitions of Word-of-Mouth (WOM). Arndt (1967) defined WOM as “oral, 
person to person communication between a receiver and a communicator whom the receiver perceives 
as non-commercial concerning a brand, a product, or a service”. In a post-purchase context, Westbrook 
(1987) stated that “consumer WOM transmissions consist of informal communications directed at other 
consumers about the ownership, usage, or characteristics of particular goods and services and/or their 
sellers”. Bone (1992) conceptualized WOM as “a group phenomenon - an exchange of comments, 
thoughts, and ideas among two or more individuals in which none of the individuals represent a 
marketing source”. WOM is also defined as being informal and non-commercial communication and 
as an exchange of information between two or more individuals regarding a product or a service 
(Silverman, 2011). WOM is one of the critical factors changing consumer behavior. WOM can be one-
way suggestions and recommendations or mutual conversations; live or recorded; in person, by email, 
by telephone, or by any other means of communication; one-to-one, one-to-many, or group discussion 
as long as they are from or among people perceived as non-commercial interest in encouraging others 
to a product or a service. These people can be friends, family, acquaintances or even strangers (Cheung 
& Thadani, 2012).  
Electronic word-of-mouth (eWOM) is a new form of online WOM communication in the new digital 
era (Yang, 2017). According to Litvin, Goldsmith, and Pan (2018), eWOM “as all informal 
communication via the Internet addressed to consumers and related to the use or characteristics of 
goods or services or the sellers thereof”. Abubakar, Ilkan, and Sahin (2016) stated that “eWOM has 
taken on a special importance with the emergence of online platforms, which have made it one of the 
most influential information sources on the Web”. eWOM could lead to shifts in consumer behavior 
because it enables buyers to exert on each other by allowing them to receive or share information and 
opinions about products or services. Besides, eWOM has a prominent advantage due to its availability 
to everyone who can use online platforms to share their reviews and opinions with other users. 
Nowadays, buyers from everywhere can be easy to leave their comments and opinions that other buyers 
can use to get information about products and services efficiently. Therefore, where buyers trusted 
WOM from their family and friends, now they could get online reviews (eWOM) for information about 
goods or services that they need. Furthermore, in an environment in which consumers’ trust of both 
organizations and advertising has been reduced, eWOM gives a way to gain a significant competitive 
advantage. Both of eWOM and traditional advertising can be seen as forms of advocacy; however, 
eWOM is perceived free of vested interest while advertising and commercial communication is 
information from a source having vested interest in presenting the information in a particular way 
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(Silverman, 2011). It is evident that purchasers commonly view eWOM as more trustworthy and 
credible than marketing communications (Yang, 2017). 
Concerning the factors that affect eWOM, it is believed that satisfaction has a positive relationship with 
the desire for customers to make recommendations and reviews for the service providers (e.g., Prayag 
et al., 2017; Tsao & Hsieh, 2012). Organizations tend to expect that satisfied customers will 
automatically spread eWOM (Lii & Lee, 2012). Within the context of online shopping, eWOM seems 
to occur when people are either satisfied or dissatisfied with experiencing a product or service. The 
satisfied mode is based on the level of the product or service performance exceeding from customers’ 
expectations and is probably resulted in positive eWOM, referring to pleasant experiences. While 
dissatisfied emotion depends on the level customer’s expectations are not met and may lead to negative 
eWOM, including product denigration, unpleasant experiences, negative feelings, rumor and private 
complaining (Dolnicar, Coltman, & Sharma, 2015; Richins, 1983). These results explained that it is 
crucial for organizations to minimize eWOM from customers with low levels of satisfaction with the 
website and to maximize eWOM from highly satisfied customers. Furthermore, some authors Serra-
Cantallops et al. (2018)demonstrated that e-satisfaction is a crucial antecedent of eWOM. Therefore, 
within the online shopping context, the author put forward the hypothesis as follows: 
H9: E-satisfaction has a positive effect on the formation of positive eWOM. 
On the other hand, Mohan, Sivakumaran, and Sharma (2013) clarified that perceived enjoyment might 
influence the different aspects of consumer behavior. A higher level of perceived enjoyment 
predisposition could lead to higher levels of positive affect. Thus, when buyers perceive a particular 
online shopping as playable or enjoyable, they are likely to recommend such a website to their family, 
colleagues, and friends. Mihić and Kursan Milaković (2017) justified that perceived enjoyment had a 
positive relationship with eWOM. Based on the aforementioned discussion, the author hypothesizes 
that: 
H10: Perceived enjoyment has a positive effect on the formation of positive eWOM. 
Loyalty is a crucial factor in achieving organizational sustainability and success (Bulut & Karabulut, 
2018). Loyalty can be related both to the period when a buyer shops online as well as after that buyer 
finish his or her shopping. It is indicated that loyal customers tend to make a positive recommendation 
to relatives and friends. They have more incentives to get new information as well as resist more 
negative information about the organization (Salehnia et al., 2014). Conversely, Wangenheim (2005) 
argued that if customers have no loyalty to the firm, they tend to switch to another alternative and 
probably distribute negative words of mouth about the firm to reduce their cognitive dissonances. As a 
consequence, loyalty can be seen as one factor effective on WOM. Besides, in the online shopping 
context, Salehnia et al. (2014) found that e-loyalty had a positive relationship with eWOM (see Figure 
2). Based on the above discussion, the following hypothesis is proposed: 
H11: E-loyalty has a positive effect on the formation of positive eWOM. 
2.7 The mediating role of e-trust and e-satisfaction 
Besides the direct impact of website quality on customers’ e-loyalty, website quality also could 
influence customers’ e-loyalty through e-trust and e-satisfaction. The author states that e-trust and e-
satisfaction are the mediating factors on the connection between website and e-loyalty because lack of 
e-trust and e-satisfaction could be the main reason customers decide not to shop online or they could 
consider switching to another website. Moreover, some studies have shown that the direct relationships 
between website quality and e-loyalty (e..g., Tandon et al., 2017), website quality and e-trust, e-trust 
and e-loyalty (e.g., Ghalandari, 2012; Tirtayani & Sukaatmadja, 2018), website quality and e-
satisfaction (e.g., Tirtayani & Sukaatmadja, 2018), e-satisfaction and e-loyalty (e.g., Safa & Solms, 
2016; Taheri & Akbari, 2016). Based on the linking of the relationships mentioned above, the author 
state that there is a likelihood that e-trust and e-satisfaction mediate the relationships between website 
quality and e-loyalty. So, the following hypotheses are proposed:  
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H12a: E-trust mediates the relationship between website quality and e-loyalty.  
H12b: E-trust mediates the relationship between website quality and e-loyalty.  
 
 
 
 
 
 
 
 
 

 
 
 

Fig. 2. An integrated model for customer’s e-loyalty 
(Source: the author proposes) 

3. Research methodology  
3.1 Procedure and sampling size 
The sample was selected using a nonprobability sampling with a technique-convenience sample. Target 
respondents of this survey were people who aged16 years old and have ever purchased on online 
shopping websites in Vietnam. The current study consisted mainly of two stages including qualitative 
and quantitative research. For qualitative research, the questionnaire was originally formulated in 
English and then the author translated it into the Vietnamese language with the support of English 
specialists. In the qualitative research, the Vietnamese version of the questionnaire was tested by an in-
depth interview method in one week with ten people who have ever purchased on online shopping to 
ensure if they understood the questions and revised Vietnamese terms which were unclear during due 
to translation. Based on the comments of respondents, the survey questionnaire was modified properly. 
The pilot study was sent to 50 people who have ever purchased on online shopping. The participants 
were asked to provide advice on elements of the survey that they are confusing, recommendations on 
wording, overall mechanics of taking the survey online, the instructions provided, and any questions 
they felt uncomfortable answering. Modifications were made to the instrumentation, specifically 
around grammatical errors and survey logic. The modified instrument was found to be reliable due to 
the minimum Cronbach’s Alpha of each factor equals to 0.746 (Table 1). The individual items were 
deemed to be valid for the research as for each dimension the Cronbach’s alpha was above the 
acceptable threshold of 0.70 (Giao & Vuong, 2019). For quantitative research, after the modifications 
for the questionnaire, the survey was issued to all respondents who work in the Vietnamese state-owned 
organizations in Vietnam at the time the research was deployed by delivering mainly via the internet 
by Google Docs. In this way, the author sent directly the survey link to respondents’ email. In total, 
650 responses were collected, but 29 questionnaires were removed because respondents indicated that 
the respondents are under 15 years old and the rest (27 questionnaires) was eliminated because they 
were invalid (respondents just chose one option for all questions). Finally, there only 594 valid 
questionnaires were used for the data analysis process. 
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Table 1  
The pilot testing summary 

Dimension Code  Items  Cronbach’s Alpha 

Website quality 

Website design WD 4 0.811 
Security/privacy SE 4 0.863 
Fulfillment/Reliability RE 4 0.766 
Consumer service CS 4 0.851 

E-trust ET 4 0.911 
Perceived enjoyment PE 4 0.849 
E-satisfaction ES 4 0.893 
E-loyalty EL 4 0.746 
Electronic word of mouth  EWOM 4 0.887 

 
Table 2  
Distribution of the sample 

N=594 Frequency Percent 

Gender Female 381 64.1 
Male 213 35.9 

Marital status Married 375 63.1 
Single 219 36.9 

Age 

15-25 years old 117 19.7 
26-30 years old 279 47.0 
31-40 years old 168 28.3 
Over 40 years old 30 5.1 

Education 

Under College 69 11.6 
College 224 37.7 
Bachelor 270 45.5 
Postgraduate 31 5.2 

Monthly income 

< 5 million VND 183 30.8 
5-10 million VND 285 48.0 
10-20 million VND 96 16.2 
> 20 million VND 30 5.1 

Online shopping 
frequently 

1-3 times 272 45.8 
4-5 times 185 31.1 
> 5 times 137 23.1 

Categories 

Household items 33 5.6 
Books and stationery 60 10.1 
Food and beverages 153 25.8 
Fashion 201 33.8 
Cosmetics and personal care 72 12.1 
E-accessories 30 5.1 
Baby products 45 7.6 

Note: 1 million VND ≈ 43 USD 
 

3.2 Instruments 
All constructs in the conceptual model were measured with multiple items, which were developed by 
previous researchers. All of the measurement scales used a five-point Likert scale including “Strongly 
disagree” (=1), “Disagree” (=2), “Neutral” (=3), “Agree” (=4), and “Strongly agree” (=5) to explore 
the opinion of the respondents. Specifically, website quality measured by sixteen items of Li et al. 
(2015) with four dimensions: website design (four items: e.g., “This website has effective search 
functions”); Security/privacy (four items: e.g., “I feel safe in my transactions at this website”); 
Fulfillment/Reliability (four items: e.g., “I obtain exactly the products which I ordered”); Consumer 
service (four items: e.g., “This company is responsive to my requests”). E-trust was measured by four 
items of Jin, Yong Park, and Kim (2008). A sample item for e-trust was “This company gives me a 
trustworthy impression”. E-satisfaction was measured by four items of Li et al. (2015). A sample item 
for e-satisfaction was “Overall, this website consistently meets my expectations”. Perceived enjoyment 
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was developed by four items of Wen (2012). A sample item for perceived enjoyment was “I found my 
visit to this website interesting”. E-loyalty was developed by four items of Chang and Chen (2008). A 
sample item for e-loyalty was “I usually visit this website first when I need to shop online for this type 
of product/service”. Electronic word of mouth was developed by four items of Wen (2012) and Bulut 
and Karabulut (2018). A sample item for eWOM was “I say positive things about this website to other 
people”. 
3.3 Partial Least Squares Regression 
Partial least square-structural equation modeling (PLS-SEM) was employed by the SmartPLS 3.0 
software to evaluate the hypotheses in this study. PLS-SEM is a statistical analysis technique for data 
exploration within the quantitative research discipline used to measure the observed variables collected 
from instruments to determine their influence on latent or unobserved variables (Fornell & Larcker, 
1981). Hair et al. (2014) proposed the use of PLS-SEM due to its effective use as an analysis tool used 
to support prediction models from empirical data. Vuong and Giao (2019) also advocated that PLS-
SEM has the capability to calculate p-values through a bootstrapping technique if samples are 
independent and if the data is not required to be normally distributed. 
4. The results  
4.1 Reliability and Validity of Constructs 

 
Fig. 3. Measurement model 

Following Giao and Vuong (2019), who indicated that the composite reliability values should be 0.7 or 
greater to be considered reliable in a model, each variable was evaluated and charted to verify 
reliability. From Figure 3 and Tables 3 presented, it is clearly stated that all the variables used in this 
research were reliable since it obtained the Composite Reliability and Cronbach’s Alpha values more 
than 0.7. So, all values fall within the acceptable range to conclude good reliability. 
Moreover, convergent validity is the amount of variance when two or more items agree when measuring 
similar constructs and is calculated using the Average Variance Extracted (AVE). AVE measures the 
captured by a construct as a percentage (Fornell & Larcker, 1981). Convergent validity is said to be 
reliable when the AVE is above 0.50 (Fornell & Larcker, 1981; Hair et al., 2014). However, Fornell 
and Larcker (1981) stated that an AVE below 0.5 would be acceptable as long as the composite 
reliability is above 0.7. Table 3 showed a summary of the PLS quality of the measurement model. The 
mean composite reliability (CR) for all of the constructs fell well above the threshold with values 
ranging between 0.869 and 0.928, and AVE values were ranging between of 0.631 and 0.874. Thus, all 
the items in the survey instrument are now considered convergent validity. 
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Table 3  
Summary of PLS Quality 

Construct Indicator Indicator 
loading 

Cronbach’s 
Alpha 

Composite 
Reliability (CR) AVE R2 

Website design 

WD1 0.832 

0.813 0.878 0.645  WD2 0.870 
WD3 0.812 
WD4 0.684 

Security/ 
privacy 

SE1 0.835 

0.881 0.918 0.736  SE2 0.865 
SE3 0.863 
SE4 0.868 

Fulfillment/ 
Reliability 

RE1 0.787 

0.862 0.907 0.709  RE2 0.840 
RE3 0.858 
RE4 0.879 

Consumer 
service 
 

CS1 0.827 

0.874 0.874 0.874  
CS2 0.836 
CS3 0.895 
CS4 0.848 
CS1 0.827 

E-trust 

ET1 0.816 

0.857 0.903 0.700 0.289 ET2 0.811 
ET3 0.885 
ET4 0.832 

Perceived 
enjoyment 

PE1 0.856 

0.890 0.924 0.753 0.304 PE2 0.916 
PE3 0.886 
PE4 0.811 

E-satisfaction 

ES1 0.893 

0.895 0.928 0.763 0.423 ES2 0.889 
ES3 0.916 
ES4 0.792 

E-loyalty 

EL1 0.854 

0.798 0.869 0.631 0.401 EL2 0.900 
EL3 0.815 
EL4 0.566 

Electronic word 
of mouth 

EWOM1 0.868 

0.889 0.923 0.751 0.518 EWOM2 0.893 
EWOM3 0.879 
EWOM4 0.825 

In order to determine item discriminate validity, the factors should be examined and analyzed to ensure 
that items load on constructs they were intended to load, do not load on constructs they were not 
designed to load (Giao & Vuong, 2019). Table 4 identifies the item cross-loadings for this research. 
Hair et al. (2014) stated that if the load of the items on other constructs, the item is said to not measure 
the construct appropriately and continuing to use the item in analysis can alter results and interpretation 
of the data. According to Table 3, because all constructs did not load on any construct, it was not 
removed from the measurement model, as discriminate validity was acceptable. Besides, discriminant 
validity can be shown through the correlation matrix. The square root of a construct’s AVE value should 
be greater than the squared correlation with any other construct “since a construct shares more variance 
with its associated indicators than it does with any other construct” (Hair et al., 2014). The table above 
(Tables 4) was the correlation matrices of the constructs with the diagonal values. Each construct square 
root of their AVE values was indeed greater than the squared correlation with any other construct. 
Therefore, discriminant validity has been established for the constructs. 
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Table 4  
Correlations of constructs 

  CS EL ES ET EWOM PE RE SE WD 
CS 0.852         
EL 0.524 0.794        
ES 0.507 0.534 0.874       
ET 0.517 0.546 0.606 0.836      
EWOM 0.534 0.581 0.657 0.606 0.867     
PE 0.520 0.602 0.416 0.514 0.484 0.868    
RE 0.467 0.323 0.391 0.411 0.383 0.359 0.842   
SE 0.484 0.387 0.334 0.396 0.315 0.492 0.522 0.858  
WD 0.598 0.413 0.456 0.408 0.440 0.403 0.537 0.658 0.803 

 
4.2 Structural Model 
4.2.1 Multicollinearity 
Hair et al. (2014) recommended that indicators that indicate the presence of multicollinearity is a 
problem, as the indicator has the possibility of inflating bootstrap standard errors, thus increasing the 
probability of failing to detect that an effect is present in the research. They also proposed the Variance 
Inflation Factor (VIF) indicator to measure multicollinearity issues. The VIF should be less than a 5.00 
tolerance level (Giao & Vuong, 2019). In this study, the maximum inner VIF of constructs was 1.850. 
As a result, the collinearity of the constructs was not a concern (Table 5). 
 
Table 5  
The result of multicollinearity 

Construct Inner VIF Values 
Website quality PE ET ES EL 

Website design 1.000     
Security/ Privacy 1.000     
Fulfillment/Reliability 1.000     
Consumer service 1.000     
E-trust 1.000     
Perceived enjoyment 1.000     
E-satisfaction 1.645 1.555 1.590   
E-loyalty 1.539  1.766 1.728  
Electronic word of mouth  1.599  1.428 1.850 

 
4.2.2 Hypotheses Testing 
Based on what was discovered in the PLS-SEM estimates (Fig. 4 and Table 6), the results of the 
hypotheses were indicated as the following: 
Hypothesis 1: the result showed that website quality had a positive and significant relationship with e-
trust, (p-value = 0.000 and beta coefficient = 0.537). This was supported by the previous research of 
Tirtayani and Sukaatmadja (2018). The result indicated that the higher website quality, the greater is 
the possibility that buyers will trust in online vendors. Thus, hypothesis 1 was supported. 
Hypothesis 2: the result showed that website quality had a positive and significant relationship with 
perceived enjoyment (p-value = 0.000 and beta coefficient = 0.552) which means that consumers who 
had a good perception of website quality tended to show a higher level of perceived enjoyment. This 
was supported by the previous investigation of Juyeon Kim et al. (2013). Thus, hypothesis 2 was 
supported. 
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Fig. 4. Structural Model 

Hypothesis 3: the result showed that website quality had a positive and significant relationship with e-
satisfaction (p-value = 0.000 and beta coefficient = 0.259) which means that consumers who had a good 
perception of website quality tended to show a higher level of e-satisfaction. This was supported by the 
previous study of Polites et al. (2012). Thus, hypothesis 3 was supported. 
 
Table 6  
Hypothesis Testing Results 

Hypothesis Dependency Path Standard T-Statistics P-Values Conclusion 
 WQ → WD 0.857 0.012 71.499 0.000  
 WQ → SE 0.824 0.013 62.736 0.000  
 WQ → RE 0.768 0.021 36.052 0.000  
 WQ → CS 0.795 0.017 46.233 0.000  

H1 WQ → ET 0.537 0.029 18.524 0.000 Supported 
H2 WQ → PE 0.552 0.031 18.061 0.000 Supported 
H3 WQ → ES 0.259 0.038 6.746 0.000 Supported 
H4 ET → ES 0.443 0.042 10.421 0.000 Supported 
H5 PE → ES 0.046 0.041 1.108 0.268 Not Supported 
H6 WQ → EL 0.240 0.049 4.867 0.000 Supported 
H7 ES → EL 0.248 0.053 4.715 0.000 Supported 
H8 ET → EL 0.267 0.045 5.918 0.000 Supported 
H9 ES → eWOM 0.466 0.034 13.823 0.000 Supported 
H10 PE → eWOM 0.141 0.048 2.899 0.004 Supported 
H11 EL → eWOM 0.248 0.045 5.450 0.000 Supported 

Hypothesis 4: the result showed that e-trust had a positive and significant relationship with e-
satisfaction (p-value = 0.000 and beta coefficient = 0.443) which means that consumers who had a high 
e-trust tended to show a higher level of e-satisfaction. This was supported by the previous examination 
of Taheri and Akbari (2016). Thus, hypothesis 4 was supported. 
Hypothesis 5: the result showed that perceived enjoyment didn’t have a significant relationship with e-
satisfaction (beta coefficient = 0.046). Besides, perceived enjoyment showed a positive relationship 
with e-satisfaction which means that consumers who had a good perception of enjoyment tended to 
show a higher level of e-satisfaction. However, this relationship was not statistically significant (p-
value = 0.268), which means that there is a high potential that this relationship may occur purely by 
chance. Thus, hypothesis 5 was not supported. 
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Hypothesis 6: the result showed that website quality had a positive and significant relationship with e-
loyalty (p-value = 0.000 and beta coefficient = 0.240). This was supported by previous studies of 
Tirtayani and Sukaatmadja (2018), Tandon et al. (2017). When the perceived risk is low, consumers 
are more willing to continue to repurchase at the website. Online vendors need to focus on the online 
store to safely and promptly deliver the ordered product as promised, especially ensure the consumer's 
security. Thus, hypothesis 6 was supported. 
Hypothesis 7: the result showed that e-satisfaction had a positive and significant relationship with e-
loyalty (p-value = 0.000 and beta coefficient = 0.248) which means that consumers who had a high e-
satisfaction tended to show a higher level of e-loyalty. This was supported by previous researches of 
Taheri and Akbari (2016), Safa and Solms (2016). Thus, hypothesis 7 was supported. 
Hypothesis 8: the result showed that e-trust had a positive and significant relationship with e-loyalty 
(p-value = 0.000 and beta coefficient = 0.267) which means that consumers who had a good perception 
of e-trust tended to show a higher level of e-loyalty. This was supported by the previous analysis of 
Safa and Solms (2016). Thus, hypothesis 8 was supported. 
Hypothesis 9: the result showed that e-satisfaction had a positive and significant relationship with 
eWOM (p-value = 0.000 and beta coefficient = 0.466) which means that consumers who had a good 
perception of e-satisfaction tended to show a higher level of eWOM. This was supported by the 
previous investigation of Dolnicar et al. (2015). Thus, hypothesis 8 was supported. 
Hypothesis 10: the result showed that perceived enjoyment had a positive and significant relationship 
with eWOM (p-value = 0.000 and beta coefficient = 0.141) which means that consumers who had a 
good perception of enjoyment tended to show a higher level of eWOM. This was supported by the 
previous study of Mihić and Kursan Milaković (2017). Thus, hypothesis 10 was supported. 
Hypothesis 11: the result showed that e-loyalty had a positive and significant relationship with eWOM 
(p-value = 0.000 and beta coefficient = 0.248) which means that consumers who had a high e-loyalty 
tended to show a higher level of eWOM. This was supported by the previous examination of Salehnia 
et al. (2014). Thus, hypothesis 11 was supported. 
 
Table 7  
The mediating role of e-trust and e-satisfaction 

Hypothesis 12a: Based on Table 7, e-trust mediated the relationship between website quality and e-
loyalty due to some following reasons: first, the results in Table 6 revealed that the p-value for the 
direct path WQ→EL was 0.000; QW→ET was 0.000; ET→EL was 0.000 which were statistically 
significant (p<0.05). Second, the p-value of the indirect effect (WQ→ET→EL) was 0.000 (Table 7) 
which was statistically significant as well. Hence, the mediating role of e-trust has existed (Giao & 
Vuong, 2019). Therefore, hypothesis 12a was supported and this mediation was partial.  
Hypothesis 12b: Based on Table 7, e-satisfaction mediated the relationship between website quality 
and e-loyalty due to some following reasons: first, the results in Table 6 revealed that the p-value for 
the direct path WQ→EL was 0.000; WQ→ES was 0.000; ES→EL was 0.000 which were statistically 
significant (p<0.05). Second, the p-value of the indirect effect (WQ→ES→EL) was 0.000 (Table 7) 
which was statistically significant as well. Hence, the mediating role of e-trust has existed (Giao & 
Vuong, 2019). Therefore, hypothesis 12b was supported and this mediation was partial.  
4.2.3 Model fit of PLS model 
Hair et al. (2014) suggested that a high R2 value of the dependent construct could be well predicted in 

Relationship Direct 
effect 

Indirect 
effect Total effect Mediating effect Conclusion 

WQ→ET→EL 
0.240*** 

0.143*** 
0.512*** 

Partial Mediation Supported  
WQ→ES→EL 0.064*** Partial Mediation Supported 
WQ→ET→ES→EL 0.059***   
Note: ***=p<0.001 
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the PLS path model. The R2 value for e-loyalty (0.401) indicates that 40.1% of the total variation of the 
endogenous construct e-loyalty may be explained by the exogenous constructs such as website quality, 
e-trust, and e-satisfaction. The R2 value for an electronic word of mouth (0.518) indicates that 51.8% 
of the total variation of the endogenous construct (eWOM) may be explained by the exogenous 
constructs such as perceived enjoyment, e-satisfaction, and e-loyalty. Additionally, Giao and Vuong 
(2019) recommended that R2 values and the effect for endogenous latent variables could be estimated 
as 0.02 (weak), 0.13 (moderate), and 0.26 (large). In this study, R2 coefficients for e-loyalty and eWOM 
were greater than 0.26 (40.1%, 51.8%, respectively). Consequently, the PLS model of this research 
demonstrated the good model-data fit.  
5. Conclusion  
The main objective of the research was to examine the relationship between website quality, e-trust, e-
satisfaction, e-loyalty, and electronic word of the mouth thoroughly. Hence, an integrated model for 
customer’s e-loyalty was proposed in an online shopping context in Vietnam. This study achieved some 
results like the following: First, measurement scales in this study were adapted from some prior 
researches and were employed to measure in the Viet Nam market. This study could be a useful 
reference for future research related to behavioral intention in an online shopping context. Seconds, 
this study also showed that individual users’ intention to be a positive word of mouth in online websites 
was mainly motivated by e-trust, e-satisfaction, website quality, perceived enjoyment, and e-loyalty. 
Moreover, the results indicated that website quality also indirectly impacted on e-loyalty through e-
trust and e-satisfaction. Third, this study was consistent with prior researches about consumers’ e-
loyalty in online shopping, and this relationship is also confirmed its meaning in Vietnam online 
shopping market. The relationship between e-trust and e-satisfaction often changes from one study to 
another. It remains unclear whether consumers are satisfied because they trust online shopping, or if 
they report improved trust because they are satisfied with internet shopping. In this study, when 
measuring this relationship in an online shopping context, e-trust was found that it has a strong impact 
on e-satisfaction. Furthermore, e-trust was also a significant motivator on customers’ e-loyalty. Fourth, 
this study also confirmed the relationship between website quality and other factors which was 
examined not much in previous studies. Website quality is a vast concept and multi-dimensional 
construct. Many researchers have tied to propose different measurement scales to measure this concept. 
In this study, four constructs of website quality (website design, security/privacy, fulfillment/reliability, 
consumer service) were used to measure customer cognition to the quality of online shopping websites. 
Results of the study specified that website design and security/privacy had a stronger impact than 
fulfillment/reliability and consumer service on user perception of website quality. 
6. Managerial implications  
This research made essential contributions to online shopping research. The results of this research 
offered some significant implications for marketers who prepared strategic plans and implemented tools 
to enhance the performance of their e-business as well: 
First, this study could help e-sellers to fully understand the crucial factors that determine the customers’ 
behavioral intention, which could help e-sellers to update their managerial and IT strategies and 
increases profits. This result highlights the importance of website quality, e-trust, e-satisfaction, and 
perceived enjoyment in predicting the e-loyalty and eWOM to use online websites. 
Second, online vendors should provide good online website quality to retain existed customers. Online 
websites need to differentiate more and more, especially focus factors influence feeling or experiences 
customer have while engaging with the websites. Managers should commit to maintain system 
operation well and make the website easy and quick to be used. When shopping online, one of the 
problems which customers afraid of is the loss of personal data and perceived risk in security. Hence, 
provide a secure system, and a secure payment mechanism is very necessary for online shopping. 
Besides that, online vendors also must ensure reliability. Customers usually pay attention to websites 
that provide more information with highly reliable and accurate. Invest in fulfillment/reliability will 
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increase the quality of the website and could attract more new customers in the competitive market. 
Third, this study indicates that e-trust as a predictor as well as a factor influencing on e-loyalty directly 
and indirectly. Thus, managers who ran websites should pay attention to enhance the level of e-trust of 
consumers. In modem society, although organizations have enthusiastically used the internet as a 
critical sales and marketing tool for their goods and services, many buyers have not trusted in e-
commerce security. They are reluctant to release their personal information to a website, especially in 
Vietnam where institutions and infrastructure conducive to trust have not been well developed. Hence, 
play a high priority on increasing customers’ e-trust becomes more necessary to motivate customers’ 
repurchasing behavior in the Vietnam market. 
Fourth, this research also confirmed the role of e-satisfaction in predicting customers’ e-loyalty. Having 
satisfied customers is an antidote for online websites. Customers will discontinue using an online 
website if they are not satisfied with it, even if it is useful or well designed. Conversely, they will 
repurchase products or services of online websites when they feel satisfied with it. Thus, in order to 
retain an existing customer, online vendors should devote themselves to make customers feel satisfied 
with their provided products and services. They need to improve their performance to adjust to 
customer expectations, as well as increasing customer e-trust and e-loyalty to online websites. 
Fifth, this analysis showed that perceived enjoyment is an important consequence of website quality, 
and it has a positive relationship with eWOM. Attributes such as fun, interesting, entertainment, and 
enjoyable are the areas in which online vendors could work on in order to take advantage of customers’ 
attitudes towards online shopping, therefore increase their loyalty to shop online. Online sellers should 
pay attention to improve their website quality to evoke positive emotions from buyers. As a result, 
because a high perceived website quality tends to raise the repurchase intention and eWOM for further. 
Finally, increasing website quality, not only customers’ e-trust, e-satisfaction, perceived enjoyment, 
and e-loyalty are strengthened, but also customers’ positive electronic word of mouth is strongly 
advised. It will motivate customers to say positive things about online vendors, recommend and even 
encourage the other people using that website. This helps to create competitive advantages for online 
vendors in maintaining their customers, and even thanks to the existing customers for attracting new 
customers. Online vendors should take some actions such as doing surveys to understand buyers how 
well buyers satisfied with their website, their expectations about services, their comments or 
complaints, etc. so that vendors could give feedback on time to improve buyers’ satisfaction; these 
surveys would be done yearly. Besides, online vendors should provide online service with more 
competitive prices and enhance product quality to make buyers satisfy so that they can give positive 
word-of-mouth communications among them.  
7. Limitations and recommendations for future research  
This research offered some valuable insights into online shopping studies. However, there are various 
limitations of this study and recommendation to the future research will also be discussed. First, 
empirical research was conducted only in Viet Nam. Thus, data results mainly reflected in customer 
behaviors in Vietnam. The author recommended replicating the study in different nations to get an 
international sample. Second, the different shoppers may have different online shopping intentions, but 
this research did not perform an analysis of variance on demographic variables of buyers. Future 
research should perform a comparison of demographic variables such as gender, income, age, 
education, marital status on behavioral intention. Finally, respondents answered the questionnaire based 
on various websites rather than responding to questions about a specific website. So, the type of 
distinctive websites may influence customers’ perceptions and experience of online shopping. 
References  
 
Abdullah, F., & Ward, R. (2016). Developing a general extended technology acceptance model for e-learning 

(GETAMEL) by analysing commonly used external factors. Computers in Human Behavior, 56, 238-256.  
Abubakar, A. M., Ilkan, M., & Sahin, P. (2016). eWOM, eReferral and gender in the virtual community. 



 368

Marketing Intelligence & Planning, 34(5), 692–710.  
Aladwani, A. M., & Palvia, P. C. (2002). Developing and validating an instrument for measuring user-perceived 

web quality. Inf. Manage., 39(6), 467-476.  
Alshibly, H., & Chiong, R. (2015). Customer empowerment: Does it influence electronic government success? 

A citizen-centric perspective. Electronic Commerce Research and Applications, 14(6), 393-404.  
Anderson, R. E., & Srinivasan, S. S. (2003). E-satisfaction and e-loyalty: A contingency framework. Psychology 

& Marketing, 20(2), 123-138.  
Arndt, J. (1967). Role of product-related conversationsin the diffusion of a newproduct. 

JournalofMarketingResearch, 4, 291-295.  
Bansal, H. S., McDougall, G. H. G., Dikolli, S. S., et al. (2004). Relating e‐satisfaction to behavioral outcomes: 

an empirical study. Journal of Services Marketing, 18(4), 290–302.  
Bidgoli, H. (2010). The Handbook of Technology Management, Supply Chain Management, Marketing and 

Advertising, and Global Management. Chichester, United Kingdom: John Wiley and Sons Ltd. 
Bone, P. F. (1992). Determinants of word-of-mouth communications during product consumption. Advances in 

Consumer Research, 19(1), 579-583.  
Bulut, Z. A., & Karabulut, A. N. (2018). Examining the role of two aspects of eWOM in online repurchase 

intention: An integrated trust–loyalty perspective. Journal of Consumer Behaviour, 17(4), 407-417.  
Chang, H. H., & Chen, S. W. (2008). The impact of customer interface quality, satisfaction and switching costs 

on e-loyalty: Internet experience as a moderator. Computers in Human Behavior, 24(6), 2927-2944.  
Cheung, C. M. K., & Thadani, D. R. (2012). The impact of electronic word-of-mouth communication: A 

literature analysis and integrative model. Decision Support Systems, 54, 461-470.  
Chu, F., & Zhang, X. (2016, 24-27 July). Satisfaction, trust and online purchase intention: A study of consumer 

perceptions. Paper presented at the 2016 International Conference on Logistics, Informatics and Service 
Sciences (LISS). 

Churchill, G. A., & Surprenant, C. (1982). An investigation into the determinants of customer satisfaction. 
Journal of Marketing Research, 19(4), 491-504.  

Cimigo. (2019). Vietnam online shopping hits 60% penetration. Retrieved from 
https://blog.cimigo.com/vietnam-online-shopping/ 

Corbitt, B. J., Thanasankit, T., & Yi, H. (2003). Trust and e-commerce: a study of consumer perceptions. 
Electronic Commerce Research and Applications, 2(3), 203-215.  

Cosgun, V., & Dogerlioglu, O. (2012). Critical success factors affecting e-commerce activities of small and 
medium enterprises. Information Technology Journal, 11, 1664-1676.  

Curran, J. M., & Lennon, R. (2011). Participating in the conversation: Exploring usage of social media 
networking sites. Academy of Marketing Studies Journal, 15(1), 21-38.  

Cyr, D., Kindra, G. S., & Dash, S. (2008). Web site design, trust, satisfaction and e-loyalty: The Indian 
experience. Online Information Review, 32(6), 773–790.  

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1992). Extrinsic and intrinsic motivation to use computers in 
the workplace. Journal of Applied Social Psychology, 22(14), 1111-1132.  

Dolnicar, S., Coltman, T., & Sharma, R. (2015). Do satisfied tourists really intend to come back? Threeconcerns 
with empirical studies linking satisfaction to behavioural intentions. Journal of Travel Research, 54(2), 152-
178.  

Featherman, M. S., & Pavlou, P. A. (2003). Predicting e-services adoption: A perceived risk facets perspective. 
International Journal of Human-Computer Studies, 59(4), 451-474.  

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and 
measurement error. Journal of Marketing Research, 18(1), 39-50.  

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online shopping: An integrated model. 
MIS Quarterly, 27(1), 51-90.  

Ghalandari, K. (2012). The effect of e-service quality on e-trust and e-satisfaction as key factors influencing 
creation of e-loyalty in e-business context: The moderating role of situational factors. Journal of Basic and 
Applied Scientific Research, 2(12), 12847-12855.  

Giao, H. N. K., & Vuong, B. N. (2019). Giáo Trình Cao Học Phương Pháp Nghiên Cứu Trong Kinh Doanh Cập 
Nhật SmartPLS. TP. Hồ Chí Minh, Việt Nam: Nhà Xuất Bản Tài Chính. 

Goles, T., Rao, S. V., Lee, S., et al. (2009). Trust violation in electronic commerce: Customer concerns and 
reactions. Journal Of Computer Information Systems, 49(4), 1-9.  

Gommans, M., Krishman, K. S., & Scheffold, K. B. (2001). From brand loyalty to e-loyalty: A conceptual 
framework. Journal of Economic & Social Research, 3(1), 43.  

Hair, J. F., Hult, G. T. M., Ringle, C. M., et al. (2014). A primer on partial least squares structural equation 



H. N. K. Giao et al.   /Uncertain Supply Chain Management 8 (2020) 
 

369

modeling (PLS-SEM). Thousand Oaks: Sage Publication, Inc. 
Hernandez, B., Jimenez, J., & Jose Martin, M. (2009). The impact of self-efficacy, ease of use and usefulness 

on e-purchasing: An analysis of experienced e-shoppers. Interacting with Computers, 21(1), 146-156.  
Iprice. (2019). The map of e-commerce in Vietnam. Retrieved from 

https://iprice.vn/insights/mapofecommerce/en/ 
Ittner, C. D., & Larcker, D. F. (1998). Are nonfinancial measures leading indicators of financial performance? 

An analysis of customer satisfaction. Journal of Accounting Research, 36, 1-35.  
Jin, B., Yong Park, J., & Kim, J. (2008). Cross‐cultural examination of the relationships among firm reputation, 

e‐satisfaction, e‐trust, and e‐loyalty. International Marketing Review, 25(3), 324–337.  
Joines, J., Scherer, C., & Scheufele, D. (2003). Exploring motivations for consumer Web use and their 

implications for e‐commerce. Journal of Consumer Marketing, 20(2), 90-108.  
Karthika, I., & Manojanaranjani, A. (2018). A Study on the various food ordering apps based on consumer 

preference. World Wide Journal of Multidisciplinary Research and Development, 4(11), 88-89.  
Kaur, P., & Joshi, M. M. (2012). E-commerce in india: A review. InternatIonal Journal of Computer SCIenCe 

and teChnology, 3(1), 802-804.  
Kim, D., & Benbasat, I. (2003). Trust-related arguments in internet stores: A framework for evaluation. Journal 

of Electronic Commerce Research, 4(2), 49-64.  
Kim, J., Ahn, K., & Chung, N. (2013). Examining the factors affecting perceived enjoyment and usage intention 

of ubiquitous tour information services: A service quality perspective. Asia Pacific Journal of Tourism 
Research, 18(6), 598-617.  

Kim, J., & Lennon, S. J. (2013). Effects of reputation and website quality on online consumers'emotion, 
perceived risk and purchase intention. Journal of Research in Interactive Marketing, 7(1), 33 - 56.  

Li, H., Aham-Anyanwu, N., Tevrizci, C., et al. (2015). The interplay between value and service quality 
experience: e-loyalty development process through the eTailQ scale and value perception. Electronic 
Commerce Research, 15(4), 585-615.  

Liao, C., Palvia, P., & Lin, H.-N. (2006). The roles of habit and web site quality in e-commerce. International 
Journal of Information Management, 26(6), 469-483.  

Lii, Y., & Lee, M. (2012). The joint effects of compensation frames and price levels on service recovery of 
online pricing error. Managing Service Quality: An International Journal, 22(1), 4-20.  

Lim, W., & Ting, D. H. (2012). E-shopping: An analysis of the uses and gratifications theory. Modern Applied 
Science, 6, 48-63.  

Litvin, S. W., Goldsmith, R. E., & Pan, B. (2018). A retrospective view of electronic word-of-mouth in 
hospitality and tourism management. International Journal of Contemporary Hospitality Management, 30(1), 
313-325.  

Mayer, R. C., Davis, J. H., & Schoorman, F. D. (1995). An integrative model of organizational trust. The 
Academy of Management Review, 20(3), 709-734.  

Mihić, M., & Kursan Milaković, I. (2017). Examining shopping enjoyment: personal factors, word of mouth and 
moderating effects of demographics. Economic Research-Ekonomska Istraživanja, 30(1), 1300-1317.  

Mohan, G., Sivakumaran, B., & Sharma, P. (2013). Impact of store environment on impulse buying behavior. 
European Journal of Marketing, 47(10), 1711–1732.  

Nusair, K. K., & Kandampully, J. (2008). The antecedents of customer satisfaction with online travel services: 
A conceptual model. European Business Review, 20(1), 4-19.  

Oliver, R. L. (2010). Satisfaction: A Behavioral Perspective on the Consumer (2nd Ed.). New York: Routledge. 
Oliver, R. L., & DeSarbo, W. S. (1988). Response determinants in satisfaction judgments. Journal of Consumer 

Research, 14(4), 495-507.  
Oppenheim, C. (2006). Evaluation of web sites for B2C e‐commerce. Aslib Proceedings, 58(3), 237-260.  
Pavlou, P. A. (2003). Consumer acceptance of electronic commerce: Integrating trust and risk with the 

technology acceptance model. International Journal of Electronic Commerce, 7, 101-134.  
Polites, G. L., Williams, C. K., Karahanna, E., et al. (2012). A theoretical framework for consumer e-satisfaction 

and site stickiness: An evaluation in the context of online hotel reservations. Journal of Organizational 
Computing and Electronic Commerce, 22(1), 1-37.  

Prayag, G., Hosany, S., Muskat, B., et al. (2017). Understanding the relationships between tourists’ emotional 
experiences, perceived overall image, satisfaction, and intention to recommend. Journal of Travel Research, 
56(1), 41-54.  

Puranik, R., & Bansal, A. (2014). A study of internet users' perception towards e-shopping. Pacific Business 
Review International, 6(9), 37-44.  



 370

Ribbink, D., Van Riel, A. C., Liljander, V., et al. (2004). Comfort your online customer: Quality, trust and loyalty 
on the internet. Managing Service Quality: An International Journal, 14, 446-456.  

Richins, M. L. (1983). Negative word-of-mouth by dissatisfied consumers: A pilot study. Journal of Marketing, 
47(1), 68-78.  

Rodgers, W., Negash, S., & Suk, K. (2005). The moderating effect of on-line experience on the antecedents and 
consequences of on-line satisfaction. Psychology & Marketing, 22(4), 313-331.  

Safa, N. S., & Solms, R. V. (2016). Customers repurchase intenton formaton in e-commerce. South African 
Journal of Informaton Management, 18(1), 1-9.  

Salehnia, N., Saki, M., Eshaghi, A., et al. (2014). A model of e-loyalty and word-of-mouth based on e-trust in e-
banking services (case study: Mellat bank). New Marketing Research Journal(Special Issue), 101-114.  

Serra-Cantallops, A., Ramon-Cardona, J., & Salvi, F. (2018). The impact of positive emotional experiences on 
eWOM generation and loyalty. Spanish Journal of Marketing.  

Shin, J. I., Chung, K. H., Oh, J. S., et al. (2013). The effect of site quality on repurchase intention in Internet 
shopping through mediating variables: The case of university students in South Korea. International Journal 
of Information Management, 33(3), 453-463.  

Silverman, G. (2011). The secrets of word-of-mouth marketing: How to trigger exponential sales through 
runaway word of mouth. New York AMACOM. 

Taheri, F., & Akbari, N. (2016). Moderating effects of online shopping experience on customer satisfaction and 
repurchase intentions. International Academic Institute for Science and Technology, 3(4), 21-27.  

Tandon, U., Kiran, R., & Sah, A. N. (2017). Customer satisfaction as mediator between website service quality 
and repurchase intention: An emerging economy case. Service Science, 9(2), 106-120.  

Tirtayani, I. G. A., & Sukaatmadja, I. P. G. (2018). The effect of perceived website quality, e-satisfaction, and e 
-trust towards online repurchase intention. International Journal of Economics, Commerce and Management, 
6(10), 262-287.  

Tsao, W.-C., & Hsieh, M.-T. (2012). Exploring how relationship quality influences positive eWOM: the 
importance of customer commitment. Total Quality Management & Business Excellence, 23(7-8), 821-835.  

VECITA. (2018). E-commerce industry in Vietnam. Retrieved from www.ukabc.org.uk/wp-
content/uploads/2018/09/EVBN-Report-E-commerce-Final-Update-180622.pdf 

Vuong, B. N., & Giao, H. N. K. (2019). The impact of perceived brand globalness on consumers’ purchase 
intention and the moderating role of consumer ethnocentrism: An evidence from vietnam. Journal of 
International Consumer Marketing, 1-22. doi:10.1080/08961530.2019.1619115 

Wangenheim, F. V. (2005). Postswitching negative word of mouth. Journal of Service Research, 8(1), 67-78.  
Warrington, T. B., Abgrab, N. j., & Caldwell, H. M. (2000). Building trust to develop competitive advantage in 

e‐business relationships. Competitiveness Review, 10(2), 160–168.  
Wen, C. (2012). The impact of quality on customer behavioral intentions based on the consumer decision making 

process as applied in e-commerce. (Doctor of Philosophy), University of North Texas, Texas.  
Wen, C., Prybutok, V. R., & Xu, C. (2011). An integrated model for customer online repurchase intention. 

Journal Of Computer Information Systems, 52(1), 14-23.  
Westbrook, R. A. (1987). Product/consumption-based affective responses and postpurchase processes. Journal 

of Marketing Research, 24(3), 258-270.  
Wolfinbarger, M., & Gilly, M. C. (2003). eTailQ: Dimensionalizing, measuring and predicting etail quality. 

Journal of Retailing, 79(3), 183-198.  
Yang, F. X. (2017). Effects of restaurant satisfaction and knowledge sharing motivation on eWOM intentions: 

The moderating role of technology acceptance factors. Journal of Hospitality & Tourism Research, 41(1), 
93-127.  

  
 
 
 

 

© 2020 by the authors; licensee Growing Science, Canada. This is an open access 
article distributed under the terms and conditions of the Creative Commons Attribution 
(CC-BY) license (http://creativecommons.org/licenses/by/4.0/). 

 



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


