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ABSTRACT 
 

This study aimed to identify the state of electronic trust and its impact on electronic loyalty in the 
Hashemite Kingdom of Jordan. The study population consisted of Jordanian customers using shopping 
websites and utilized a questionnaire that was developed based on prior research and managed 
electronically to collect data. A convenience sample consisting of 386 individuals was used and the data 
was analyzed using SPSS and PLS techniques. The major findings revealed that there is a significant 
impact of e-trust dimensions(Credibility, Integrity and Orientation to Resolve Problems) on e-loyalty to 
shopping websites in the Jordanian context. The study additionally provides a list of recommendations for 
online retailers, such as offering precise and sufficient information on their websites and imploring the 
Jordanian Government to implement deterrent laws against the exploitation of customers using e-selling 
sites. 
 
Keywords: Credibility, Integrity, Orientation to resolve problems, Benevolence, E- loyalty. 
 
 
1. INTRODUCTION  
 

 In recent years, many organizations have begun 
gravitating towards e-commerce, moving much of 
their business online and utilizing websites or social 
media tools while putting increasing focus on their 
online presence. Many of these businesses see 
initial success that is subsequently challenged and 
sometimes diminished by determinate factors such 
as lack of environmental and cultural understanding 
and skills, technical problems, inadequate 
standards, and strong competition[1][2]. Businesses 
in Jordan continue to lose customers and 
profitability in part due to a lack of socio-cultural 
encouragement of the use of online services and 
poor implementation of electronic laws supported 
by the Jordanian Government. Undoubtedly, if 
these businesses became more efficient in earning 
the loyalty of their customers, they would not lose 
them so quickly and this trend could be shifted. 
Recognizing this, many organizations seek to 
maintain customer e-loyalty through applying 
strategies such as focusing on customization, 
website design, contact interactivity and improved 
internet security. Many studies have confirmed that 
e-trust is an essential component for the 
construction of e-loyalty ([3]; [4]; [5]) .This study 

sought to further investigate the role of e-trust in 
achieving customer e-loyalty and to identify the 
extent of e-trust that Jordanian customers have for 
shopping websites. 

2. GENERAL BACKGROUND AND 
LITERATURE REVIEW 

 
2.1 E-trust 
 
         Much of the previous research on this topic 
highlights the idea that e-trust plays an important 
role in e-commerce acceptance such as [6]. [7] 
argue that e-trust is an important variable in 
determining consumer behavior over the internet. 
Moreover, [8] indicate that e-trust is one of the 
most significant factors in encouraging people to do 
their shopping online, and a lack of e-trust will lead 
to consumer loss, due in part to customer concerns 
about security and privacy. This study notes that 
electronic commerce in Jordan continues to suffer 
from a lack of e-trust. Evidence from our 
investigations indicates that many Jordanian 
citizens fear electronic payment processes and do 
not trust that they can return a product purchased 
online in the event of a defect. Recently, many 
Jordanian companies have been granted licenses to 
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provide electronic payment services through mobile 
applications, such as Dinark, Jordanpost, 
Trustfintech, and Mahfazti [9]. However, despite 
the fact that150% of Jordanians own mobile 
phones, payments through mobile applications in 
2016 and 2017 amounted to only 182JD and 258 JD 
respectively, indicating that the rate of use of these 
services in Jordan is continually low[10]. 

E-trust can be defined as the extent of 
customers’ confidence in online interactions [11]. 
[12] identified and listed some of the main drivers 
for enhancing website trust. The first of these is 
ensuring security and privacy. The second is 
introducing reliable and unbiased information about 
business processes, such as prices, delivery time, 
and accessibility, and the last is fulfillment of 
services after sales, payments and item returns. 
After reviewing many related studies conducted in 
the Jordanian context, we found that the concept of 
e-trust in Jordan has not been comprehensibly 
studied by previous researchers. 

[13] described the difficulty of initiating e-
trust due to its dependence on cumulative, 
interrelated factors, such as security, privacy, word-
of-mouth, knowledge, and quality of information. 
[5] also stressed that electronic trust is at the heart 
of all transactions carried out through websites. 
[14],[15] believe that the concept of e-trust is an 
essential variable of internet banking acceptance. 
[16] argued that trust has a positive impact on 
users’ perceived value of and attitudinal intentions 
to use online banking. [17] defined integrity, a key 
component of e-trust, as having a sense of honesty 
and truthfulness regarding some actions. Brilliant 
and [4] recommended that online businesses 
increase focus on earning customer trust as it leads 
to greater loyalty of customers to their websites. 
 
2.2 E-loyalty 

 Loyalty of customers is an increasingly 
critical factor that has an important effect on 
business sustainability and growth [18]. As recent 
decades have seen many businesses shift their 
services online, the need for these businesses to 
focus on improving factors that will increase 
customer loyalty is ever more crucial to their 
success. [19]  agreed that website quality and online 
support has a great effect on customer loyalty. 
Moreover,  [20] stated that positive word of mouth 
plays a noteworthy role in generating loyalty. 

[21] defined loyalty as the deep 
commitment of a customer to remain loyal to a 
service provider.  [22] describes e-loyalty as 
customer loyalty towards an e-service. [23] defined 
e-loyalty as a customer’s intention to purchase from 

a given company website, and resist changing to a 
different company website. 

Prior researchers have studied customer 
loyalty in online services and identified various 
drivers leading to the achievement of customer 
loyalty to online services. We have summarized 
these drivers in Table (1) below: 

 
Table (1): Customers E-loyalty Drivers 

Drivers Source 
Commitment  [24] 

Satisfaction  [25]; [2]; [18] 

Trust [26]; [27]; [28];  [29] 

Service quality [30];  [29] 

Perceived Risk [31];[28] 2012; [29] 

As shown by Table (1), multiple drivers affect 
customer loyalty to e-services. This study will 
focus on describing factors of e-trust, incorporating 
distinctive dimensions in light of the scarcity of 
research regarding e-trust in the Jordanian context. 
Moreover, it will highlight the importance of e-trust 
as an essential factor for the construction of e-
loyalty, which is critical for customer retention. 
[32] estimated that acquiring new customers is up 
to five times costlier than keeping existing 
customer, making the question of how to obtain 
customer e-loyalty in an increasingly electronic 
world a critical one for company efficiency and 
success. 

3. RESEARCH MODEL 

After reviewing previous studies and related 
literature, we have selected four constructs 
representing e-trust which were categorized by [5]. 
These will be used as essential dimensions for this 
study, and e-loyalty construct adopted from [18], as 
shown in the research model. The following figure 
illustrates the study model, which was built to 
achieve the study purposes. 
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Figure(1): Proposed Model 
        The following sections will explain and 
expand upon each of the model dimensions and 
synthesize the study hypotheses. 
 
3.1  Credibility 
         The concept of credibility has two essential 
components: the believability of the information 
source and believability of the information itself. 
The use of websites and the internet in e-commerce 
transactions has greatly increased the difficulty of 
determining the credibility of sources and the 
truthfulness of information. The digital age has 
come with a fast and significant increase in the 
number of available information resources, making 
verifying credibility more complex. Accordingly, 
online resources often must increase their 
qualifications and expertise to prove credibility to 
consumers [33]. Many online tools have likewise 
appeared to help customers evaluate online 
information through examining the accuracy, 
authority, objectivity, currency, and coverage or 
scope of the information and/or its source [34]. [35] 
defined credibility as the extent to which one 
partner believes that the other partner has the 
necessary expertise and capabilities to perform the 
job in an effective and efficient manner. As the 
concept of credibility itself is very broad, we will 
depend on the previous definition for the purpose of 
this research. Proving credibility plays an important 
role in shifting customers’ attitude and behavior 
towards adopting e-banking services[36]. 
 
H01: Credibility has a significant impact on e-
loyalty. 
 
3.2 Integrity 
        [37]refer to integrity as an ethical concept that 
implies that the other party will respect their 
promises and commitments. Other researchers, such 

as  [38], define integrity as the capability and 
commitment of another party to protect the safety 
of transactions and the privacy of information. 
According to [39], integrity is an ethical belief, not 
associated to knowledge or skills. [13] stressed that 
perceived security, privacy, and quality of 
information are also important factors affecting 
consumer loyalty on the web, all of which are 
factors likewise influenced by company integrity. 
[40] argue that e-loyalty and long-term consumer 
relationships can be achieved when customers 
believe that the vendor is reliable and has integrity 
and a customer has assurance that company 
representatives are truthful.  [36] state that integrity 
refers to the perception of customers that service 
providers will consistently abide by the agreed 
upon terms. Hence company integrity increases the 
degree of consumer e-trust in vendors which in turn 
leads to long-term customer relationships and high 
rates of customer retention. 
 
H02: Integrity has a significant impact on e-loyalty. 
 
3.3 Benevolence 
 
[39] defined benevolence as the extent to which 
customers believe vendors will provide their 
services without being controlled or observed by 
another party. [41] argues that the concept of 
benevolence indicates that the supplier will take 
care of the customer and provide them with 
excellent service regardless of variability in their 
own profit margin. In short, benevolence is the 
confidence that a business is primarily concerned 
with customer well-being [42]. [43] argue that 
customer loyalty increases with perceived company 
benevolence. Therefore, adopting benevolence 
mechanisms is an effective way of enhancing 
customer loyalty, and should be considered by 
managers. This factor may be especially critical in 
the digital age, as many online businesses 
underestimate the importance of personal touch and 
feeling valued to customers and consequently 
neglect developing their perceived benevolence. 
 
H03: Benevolence has a significant impact on e-
loyalty. 
  
3.4 Orientation to Resolve Problems 
 
[38] refer to orientation to resolve problems as the 
provider's ability and intent to resolve problems that 
may appear during or after a purchase. 
Undoubtedly, this issue has great important to 
customers. Greater trust that companies possess this 
orientation and consider it a priority to address 
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problems will increase general acceptance of and 
participation in online trade. Consequently, 
customer loyalty and retention will also increase 
[36]. 
 
H04: Orientation to resolve problems has a 
significant impact on e-loyalty. 
 
4. THE MEASUREMENT 

 
        This study aims to investigate the effect of 
these four dimensions of e-trust on e-loyalty. To 
achieve this, extensive related literature has been 
reviewed in order to further define the study model 
and the study variables. 
 
4.1 Instrument Development 
 
        An online questionnaire consisting of 20 items 
was developed to collect the necessary data. It 
contains two main constructs: e-trust and e-loyalty. 
The measures concerning e-trust were adopted from 
[5], while e-loyalty measurement were developed 
from [18]. Ten academics provided their judgment 
on the questionnaire as well as their notes on how 
best to align these items with the study objectives. 
The completed questionnaire was distributed 
throughout Facebook groups to individuals using 
online shopping websites. Of these 386 
questionnaires have been collected and deemed 
valid for statistical analysis. 
 
4.2 Study Population and Sample 
 
The study population consisted entirely of 
individuals participating in online shopping through 
website providers for such service in Amman, 
Jordan. A convenience sample has been used to 
collect data. 
 
4.3  Instrument Reliability 
 
The Cronbach Alpha Coefficient was used to 
determine the reliability of each construct. The 
results are shown in Table(2). 

 
 
 
 
 
 
 
 
 
 
 

Table (2) Reliability Test (Cronbach Alpha Coefficient) 
 

The Variable  The Dimension  Cronbach 
Alpha 

 
 
E-trust  

Credibility        0.769 

Integrity 0.799 

Benevolence 0.822 

Orientation to 
resolve problems 

0.797 

 
E-loyalty 

 0.768 

 
          Summarizing the results appearing in Table 
(2), we note that all Cronbach Alpha values are 
greater than 0.70 for each construct. Accordingly, 
the questionnaire items can be considered 
consistent and suitable for this study [44]. 
 
4.4 Multicollinearity 
Multicollinearity was used to check for linkage 
between independent constructs. As shown in Table 
(3),all the results are acceptable as the tolerance-
value for the variables is that greater than 0.01 and 
less than 1 in each case. In addition, the values of 
VIF are less than 5 [44]. 
 

The independent 

variables 

     VIF Tolerance 

Credibility 1.560 0.641 

Integrity 1.305 0.767 

Benevolence 2.274 0.440 

Orientation to 
resolve problems 

1.879 0.532 

 
5.  DESCRIPTION OF THE STUDY 

VARIABLES 
 
         This section of the study will investigate the 
extent to which Jordanian people trust online 
shopping websites, using the four constructs 
discussed above. Table (4)| shows the results for the 
first construct of credibility. 
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5.1  Credibility 
 

 

Table (4):Credibility Construct Results Mean and Standard Deviation  
No Questions Mean Standard 

deviation 
Importance 
level 

Rank 

C1 Online shopping websites that I used have expertise 
in doing their jobs 

2.90  .987 
Low 

 
3 

C2 Online shopping websites that I used do their jobs 
efficiently 

3.22 .985 
Mid 

 
2 

C3 I believe shopping websites I purchase from will 
keep promises they make  

3.59 .957 
Mid 

 
1 

Average 3.23 
 

 Mid 

 
          
         As seen in the above table, the credibility 
construct achieved a middle level average (3.23), 
demonstrating that people in Jordan do not trust e-
shopping sites to a high degree as of yet. The 
question (C1) resulted in a low-level mean (2.90), 
which is a concerning indication of public mistrust 
in online expertise. It is unlikely that people will 

continue to shop online if they believe that online 
shopping sites do not have the necessary experience 
to provide the services required by customers. 
Online shopping websites should consider the 
accuracy and authority of the information presented 
on their websites and follow advanced criteria to 
increase their credibility to customers accordingly.   

 
5.2 Integrity 

Table (5): Integrity Construct Results Mean and Standard deviation  
No Questions Mean Standard 

deviation 
Importance 
level 

Rank 

I1 I believe online shopping websites that I use have 
security features to protect users 

2.84 .983 
      Low 

 

3 

I2 I feel secure putting my individual information on 
online shopping websites that I use 2.95 .978 

Low 
 
 

2 

I3 I can use online shopping websites safely 
3.50 .940 

       Mid 
 

1 

Average 3.09 
 

 Mid 

 
         
          Table (5) shows that the integrity construct 
achieved a middle level average (3.09) reflecting 
the perspective of electronic shopping site 
customers. This result is not sufficient to increase 
the number of customers engaged in online 
shopping. Moreover, two of the three questions, I1 

and I2, resulted in low level means, indicating that 
customers are unsatisfied with security features 
provided by retailer website and distrust the privacy 
of sites, expressing discomfort in providing 
individual information electronically. 
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5.3 Benevolence 
Table (6): Benevolence Construct Results Mean and Standard deviation  

No Questions Mean Standard 
deviation 

Importance 
level 

Rank 

B1 Online shopping websites that I use usually adapt 
in response to technological improvement 

2.83        .940 
Low 
 

3 

B2 I feel that online shopping websites that I use are 
always looking to develop based on consumer 
needs 

3.05 .995 

Mid 
 

1 

B3 Online shopping websites that I use have a design 
that shows consideration and value of its users 3.04 1.00 

 
Mid 

 

 
2 

Average     2.97 
 

 Low 
 

         Table (6) show that the benevolence construct 
achieved a low level average (2.92) which implies 
that Jordanian customers feel that online shopping 

sites undervalue the customer experience and seek 
to maximize profit without response to customer 
needs. 

5.4 Orientation to Resolve Problems 
Table (7): Orientation to Resolve Problems Construct Results Mean and Standard deviation  

No Questions Mean Standard 
deviation 

Importance 
level 

Rank 

OR1 Online shopping websites that I use give 
attention to the problems of their customers 3.39 .940 

 
Mid 
 

 
2 

OR2 In the case of a problem, I believe it would be 
easy to make a claim with online websites that I 
use 

2.95 .995 

             Low 
 

3 

OR3 I did not face any problems while using online 
shopping websites   

3.62 1.00 
Mid 

 
1 

Average 3.32 
 

 Mid 

Table (7) shows that the orientation to resolve 
problems construct achieved a middle level average 
(3.32),indicating that venders relying on e-
commerce should enhance customer confidence 
that they have the ability and drive to solve 

problems that may be encountered by customers, 
such as return or replacement of non-satisfactory 
goods. Moreover, as noted from the low-level score 
of question OR2, customers do not believe it will 
be easy to make a claim if a problem is encountered

 
5.5 E-loyalty 

Table (8): E-loyalty Construct Results Mean and Standard deviation 
No Questions Mean STD Importance  Rank 

EL1 As long as the present situation continues, I doubt 
that I would switch the online shopping websites  
that I use 

3.71 .903 

 
   Mid 

 

 
2 

EL2 I like using the online shopping websites  I do 
business  with 

3.39 .935 
           Mid    

 
4 

El3 I say positive things about online shopping 
websites that I use 

3.85 .914 
          Mid 

 
1 

El4 I always recommend the online shopping 
websites that I use to anyone seeking advice 

3.66 .961 
         Mid 

 
3 

El5 I believe that online shopping websites that I use 
do their job well 

3.22 .994 
         Mid 

 
5 

Average 3.566 
 

 Mid 
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         Table (8) shows that the e-loyalty construct 
achieved a middle level average (3.566), implying 
that many Jordanian customers have little loyalty to 
their online shopping sites and may change at any 
time, without significant justification. This trend 
puts increased pressure on vendors and in many 
cases prevents them from expanding new services. 
 
 
 
 
 
 
 
 

6. MEASUREMENT MODEL RESULTS 
 
6.1 Testing Research Hypotheses 
         The PLS algorithm was used to test the 
research hypotheses. Before this test, the model 
convergent validity was investigated as shown in 
figure (2). 
 
In regard to factor loading, the item loadings for all 
items of the constructs range from 0.643 to 0.891, 
which passed the cut-off value of .50.  Moreover, 
the composite reliability values were investigated 
and achieved acceptable values greater than .70 as 
shown in figure (3). 

 

 
Figure (2): Factor Loading 
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Figure(3): Composite Reliability. 

 
The amount of variance explained by R² provides 
an indication of the model fit as shown in figure 
(3). Where the R² value was 0.67, E-trust 
dimensions explained 0.67% of e-loyalty of 

customers to online shopping websites. Path 
coefficients and P values were investigated as 
shown in figure (4). 

 

 
 

Figure(4): Path Coefficient. 
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Table (9) presents the results of testing the 
hypotheses. As shown in Table (9), three of the 
hypotheses were supported and one rejected.  

 

 
Table (9): The Path Coefficient 

and Hypotheses Results 
H# Path Coefficient 

(β) 
T Statistics P value The results 

H1 0.251** 2.720 0.007 Supported 
H2 0.217** 2.188 0.029 Supported 
H3           -0.089   1.184 0. 237 Not Supported 
H4            0.484** 5.592 0.000 Supported 

 
The results show that credibility has a significant 
impact on customer e-loyalty (The path coefficients 
of relationships was 0.251, with t value >2 and P 
value <= 0.05).Moreover, integrity has a significant 
impact on customer e-loyalty (The path coefficients 
of relationships was 0.217, with t value >2 and P 
value <= 0.05).However, benevolence does not 
have a significant impact on customer e-loyalty 
(The path coefficients of relationships was -0.089, 
with t value <2 and P value not less than or equal to 
0.05). Finally, orientation to resolve problems has a 
significant impact on the customer e-loyalty (The 
path coefficients of relationships was 0.484, with t 
value >2 and P value <= 0.05).  
 
7. CONCLUSIONS AND 

RECOMMENDATIONS 
 
         The results of the study show that customer 
trust in shopping websites in Jordan remains at a 
middle level. Therefore, businesses using websites 
must follow systematic and scientific methods that 
contribute to improving customer confidence in the 
services they provide. The orientation to resolve 
problems construct achieved the highest arithmetic 
average in regard to customer satisfaction and e-
trust, but it remains a relatively low number with 
room for much improvement. E-sellers should 
develop clear policies on all transactions executed 
through their websites. In addition, feedback should 
be collected about the purchasing processes carried 
out through the website and deficiencies should be 
dealt with seriously. Solving post-sales problems 
also helps to improve customer trust in online 
shopping websites. 
 
          The credibility construct achieved the second 
highest score, also a middle arithmetic average, but 
is still weak in the Jordanian context. To address 
this, online shopping sites should increase their 
expertise in job performance and provide services 
more efficiently. Moreover, these vendors should 

not make promises of services they cannot provide, 
as this will affect their credibility as perceived by 
their customers and the reputation of the company. 
Some shopping websites are committed to 
providing information and services as advertised, 
but many are not, and it is often difficult to 
discriminate between these. Therefore, control 
agencies should be implemented on these sites to 
verify the validity of the information presented and 
the services provided, as a high number of fraud 
sites will discourage the use of e-commerce in the 
Jordanian business environment. Very few 
government ministries follow shopping websites 
and advertisements through social networking sites 
to ensure the authenticity and safety of products. 
However, employing official departments in each 
ministry to follow these sites according to their 
specialty would significantly help to reduce website 
fraud and increase public e-trust in online 
credibility. 
 
        The third construct was integrity, which also 
achieved a middle arithmetic average but likewise 
did not reach the desired level. To increase 
perceived company integrity, online sellers should 
use advanced security tools on their websites to 
protect users from hackers, particularly during the 
electronic payment process. Biometric 
characteristics could be used to ensure 
authentication. A comprehensive strategy for user 
information security and privacy should be 
developed to increase customer confidence and thus 
increase their use of e-shopping sites.  [45] and  
[29] confirmed that as customers become more 
aware of information security procedures and 
policies and the purchasing process becomes more 
secure, the intention to use online shopping website 
will increase. 
 
        The last construct was benevolence, which 
achieved low level average trust. To increase 
perceived benevolence, e-sellers in Jordan should 
focus on this construct through increased interest in 
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their customers’ needs. Many strategies may be 
used by e-sellers to increase company benevolence, 
such as customization, website design, conducting 
preliminary studies on market needs, and 
continually searching for modern technological 
techniques that can be offered to customers. 
Jones(2010) argued that Web 2.0 acts as an 
essential element in the running and delivery of 
promotion and entrepreneurship. It enables 
consumers and supports supplementary channels 
for communication, feedback, and participation in 
determining product and service. 
 
       The e-loyalty construct also achieved middle 
level averages, indicating that most Jordanian 
customers switch between online shopping websites 
without reliable loyalty to a single provider. E-
sellers in Jordan should investigate relevant factors 
that could affect customer e-loyalty and 
subsequently act on these factors to increase 
customer loyalty to their sites. This study explored 
the role of e-trust on customer e-loyalty in Jordan. 
Four dimensions of e-trust were selected, and the 
results of the study indicated that credibility, 
integrity, and orientation to resolve problems have 
significant impacts on e-loyalty to shopping 
websites in the Jordanian context. The results also 
show that benevolence does not significantly affect 
customer e-loyalty in Jordan. Therefore, Jordanian 
e-businesses using websites and social media 
outlets to advertise their products should focus on 
the former three factors to enhance customer e-trust 
which leads to increased customer e-loyalty. The 
aforementioned results are agreed with the research 
of , [26];[27],  [28],[29]. A list summarizing the 
recommendations to online retailers proposed based 
on the results of the research is as follows: 
 
ONLINE RETAILERS SHOULD: 
 

1- Offer precise and sufficient information on 
their websites. 

2- Select employees with sufficient expertise 
to perform professionally and efficiently. 

3- Allow customers to submit complaints and 
provide feedback in an easy and user-
friendly manner. 

4- Increase the level of information security 
and use the latest available technologies. 

5- Study and understand customer behavior 
in the Jordanian context. 

6- Increase interactivity with customers via 
electronic channels such as Web2.0.  

7- Focus on satisfying customers' desires and 
requirements. 

8- Implore the Jordanian government to 
implement deterrent laws against the 
exploitation of customers by e-selling 
sites. 

9- Establish a business association for owners 
of electronic sales sites to organize and 
monitor e-commerce.  

10- Study other factors that may affect 
customer electronic loyalty in the 
Jordanian and Arab contexts. 
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