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ABSTRACT: Although online shopping has become more and more 

popular, keeping clients is still a big problem. Satisfaction, which is 

mostly dependent on comprehending and establishing trust with 

customers, is what determines whether or not a business can retain its 

customers. In the ever-changing world of  e-commerce, this study 

examines the relationship between consumer loyalty, happiness, and 

service quality, with a focus on brand trust. The findings indicate that 

several aspects of  service quality, including order processing, speed, 

convenience, and quality of  communication from couriers, have a big 

impact on how satisfied customers are with their online purchases. The 

most powerful element influencing pleasure, however, turned out to be 

ease. The relationship’s key mediator is brand trust. As a result, consumer 

loyalty is increased and uncertainty is decreased. In particular, in 

developing e-commerce countries such as Pakistan, the study emphasizes 

how important it is to enhance consumer happiness, service quality, and 

brand credibility. By stressing the mediating function of  brand trust and 

highlighting the dynamics in emerging nations, this research adds to the 

body of  current work. It emphasizes how crucial trust and quality 

customer service are to creating long-lasting, customer-focused e-

commerce enterprises. While acknowledging its limits, the study provides 

useful insights and avenues for further cross-country research. 
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1. Introduction 
Online shopping has gained considerable attention over the past decade. One of  the main problems 

in online shopping is customer retention. Customer retention is simply based on the phenomenon that if  
a customer is satisfied, he is likely to shop more regularly, hence becoming a loyal customer[1]. The 
concept of  customer satisfaction and customer retention has become a point of  interest in the business 
community. One of  the main factors that customer satisfaction is built on is an understanding of  customer 
needs. A company that understands customer needs accurately is more likely to have a competitive 
advantage over its rivals[2]. Another major factor mentioned in the literature is customer engagement, 
which is based on five dimensions: interaction, attention, identification, eagerness, and captivation. These 
dimensions should be prioritized by the retailers because they can affect customer loyalty and satisfaction. 
Moreover, if  a customer is unsatisfied with service, they are unlikely to shop again[3]. 
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Brand trust is defined as a consumer’s confidence in a certain brand. Brand trust is mostly based on 
the past experience of  customers with that brand. Corporate image of  the brand. Specifically, trust helps 
reduce a sense of  uncertainty in the consumer’s mind. In a market like Pakistan, the biggest issue is 
consumer trust in online retailers. During the era of  COVID, many brands established their e-stores, 
which helped instill trust in online shopping. The central aim of  this study is to identify different factors 
of  service quality closely related to customer satisfaction in the online market. 

This study aims to understand the role of  brand image in building customers’ perceptions of  service 
quality and enhancing consumer satisfaction. Numerous research studies have been conducted to 
understand the interrelationship between service quality, customer loyalty, and customer satisfaction. 
However, there still exists a gap in context for the newly emerged situation after COVID-19 and the 
closing of  conventional stores. In recent times, the swift development of  information and communication 
technology (ICT) and the outbreak of  the COVID-19 pandemic coronavirus have led to explosive growth 
in e-commerce businesses. Online shopping is fast becoming a more preferred option as compared to 
traditional physical shopping. In this scenario, Pakistan is no exception; e-commerce companies in 
Pakistan have witnessed rapid growth as well. Conversely, providing better quality of  service and 
customer satisfaction for online customers is one of  the most challenging tasks for these e-commerce 
companies. In this context, the objective of  this study is to analyze e-commerce service quality based on 
customers online shopping experiences in Pakistan[4]. 

It was found in multiple studies that service quality and consumer satisfaction with online shopping 
are dependent on various factors. For instance, it was found that there is a relationship between customer 
online shopping satisfaction and timeliness, courier service communication quality, delivery quality, 
convenience, and order deviation handling. However, the results of  linear regression show that all five 
dimensions of  express service quality have a positive effect on customer online shopping satisfaction. 
However, their order is from high to low influence in terms of  convenience, delivery quality, courier 
service communication quality, timeliness, and error handling. Similarly, many studies used system 
quality and information quality dimensions to measure customer satisfaction with online purchases of 
goods[5]. Most of  the research focused on developed countries where there was already an established 
trend of  online shopping. Research in developing countries will provide a unique perspective and help in 
the generalization of  research findings. Furthermore, researchers have argued that customer satisfaction 
drives customer loyalty, both behaviorally and attitudinally[6]. Various researchers, like Chandrashekaran 
et al.[7] and Veloutsou[8], argued that research already done in this field has failed to decisively describe 
the complex relationship between customer satisfaction, customer loyalty, and disloyalty dimensions. 
This study will explain the relationship between service quality dimensions and customer satisfaction[9]. 
The study also identifies the most related service quality elements in relation to customer satisfaction. 
This study contributes to the service industry literature by explaining service quality dimensions with 
context to customer satisfaction, loyalty, and disloyalty. It explains the relationship between customer 
satisfaction and service quality dimensions. This study will also help the e-commerce industry develop a 
more customer-focused strategy to enhance customer loyalty and satisfaction. The latter part of  the paper 
includes a literature review, hypotheses development, methodology, results, discussion, and conclusion 
sections. 

2. Literature review 

2.1. Customer satisfaction 

The perception of  customer satisfaction was introduced to the market in the mid-19th century. 
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Understanding satisfaction is the assessment of  a customer’s emotional state after matching the first-hand 
experience with a product or service with their expectations[10]. In today’s customer-focused market, 
customer satisfaction is characterized as the measure of  the customer’s emotions, whether satisfactory or 
unpleasant, developed by comparing the presence or appearance of  a desirable product or service to the 
expected value, as concluded by Oliver. His basic idea is as follows: the most prominent indicator of  
customer satisfaction is the correlation between pre-purchase presumptions and anticipated real products 
or services[11]. Customer satisfaction has a linear relationship with customer loyalty, profitability, and 
market share. If  the clients are satisfied with the value of  the product or service, they are more likely to 
stay in business with the company and occasionally recommend it to other people. Kotler and Keller[12] 
define customer satisfaction as the extent to which products and services’ perceived performance fits a 
consumer’s expectations. There are many indicators to measure customer satisfaction; some of  them are 
customer reviews and compliments, interest, repurchase, willingness to recommend a product or service 
to other people, and the public reputation of  the company[12,13]. The approach to seamless online customer 
satisfaction is the sustainability of  customer satisfaction in the digital paradigm, and it also covers the 
feeling of  the online shopping experience. As a comprehensive concept, a lot of  aspects, such as 
competitive prices, logistical support, payment methods, customer service, and the quality of  the user’s 
convenient front-end utilities[14], E-commerce Service satisfaction means an assessment of  the services 
the customer uses when they purchase a product or service online[15]. E-commerce Product satisfaction 
means the overall evaluation of  the product’s standards and quality[16]. Product and service satisfaction 
are two major driving factors in customer satisfaction. Research in the classical e-commerce environment 
has shown that superior quality of  goods and services always leads to more satisfied and loyal customers. 

2.2. Brand trust 

According to Khodadad Hosseini and Behboudi[17], trust only occurs when one party believes in the 
reliability and honesty of  an exchange partner. It is the desire to rely on a trusted exchange partner. Brand 
attributes point to an effective response to a brand or a tendency to adapt in either a beneficial or 
undesirable manner in order to select services with a positive image that are unique and help the customer 
make a better decision. A strong brand image makes customers trust product quality and facilitates their 
choice when buying their product[17]. A reliable brand puts its focus on understanding the customer’s 
needs first and then on a specific service or product. Brand trust goes beyond customer satisfaction with 
the product’s practical efficiency and its characteristics. Brand trust is described as the regular consumer’s 
intention to rely on the brand’s ability to perform its specified function. The establishment of  consumer 
brand trust on the internet seems to be extremely important in an online world, particularly in terms of  
highly unpredictable markets with less differentiated products. Privacy and security concerns related to 
e-brands, particularly unknown ones, have made the online audience wary of  e-commerce or marketing 
websites. Online brands must incorporate other dimensions to meet this challenge, such as familiarity 
and security, while building brand trust[18]. Jung and Kim proposed brand trust as a primary outcome that 
stems from the positive attitude of  customers towards the online brand environment[19]. If  the experience 
of  customers is satisfactory, it will increase trust between them. Customers can engage with online 
platforms that provide accurate, correct, and relevant information and enhance their trust in the brand. 
Brand trust is important for engagement and devotion, which is consequently connected to customer 
loyalty and positive word-of-mouth activity on social media channels[20]. Brand trust and brand impact, 
which are precise effects of  risk aversion and direct qualifications of  brand loyalty, are the factors that 
manage to make risk-averse customers further loyal[21]. One of  the key goals of  building brand trust is to 
gain a competitive edge and thereby increase the efficiency of  a company. A general consensus has been 
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reached by many researchers that brand trust is built through a combination of  familiarity, protection, 
privacy, word-of-mouth, brand picture, and advertisement[22]. A person must be vulnerable to some extent 
in order for brand trust to become operational, and consequently, their decision’s results must be 
unpredictable and significant to them. In this case, in order to avoid the inherent risk of  a specific product, 
the consumer is more driven to look for a trusted company brand as a defining factor in their buying 
decision[23]. Brand image can increase brand trust levels and trigger brand impact, which in turn increases 
the level of  brand loyalty[24]. Similarly, a number of  researchers have performed simulations[25–35]. In order 
to maximize the significant economic benefits offered by brand equity as an interactive, market-based 
resource, businesses need to create brand trust[36]. Good brand performance may be the result of  higher 
consumer loyalty. In turn, this loyalty can be measured by the trust, confidence, and faith of  consumers 
in the brand and by the brand’s feelings or effects[37]. 

2.3. Service quality dimensions 

Many studies have identified multiple dimensions of  service quality for e-commerce and online 
shopping. It was found that service quality dimensions for online shopping have been analyzed using 
factor analysis and regression analysis. It has utilized accessibility, efficiency, usability, reliability, 
responsibility, privacy, and interactivity as service quality dimensions[38]. Similarly, customer service, 
efficiency, and privacy were identified as the main components of  service quality in the context of  online 
shopping[39]. Other service quality dimensions in online shopping were found, such as convenience, 
efficiency, product quality, web design, delivery, reliability, responsiveness, compensation, fulfillment, 
contact, price advantage, system availability, and privacy[40]. However, service quality for e-commerce 
includes personalization, ease of  use, assurance, website design, and responsiveness[41]. However, it was 
found that gap models such as SERVPERF were used to measure performance, whereas SERVQUAL 
was used to measure service quality[42]. The SERVQUAL model basically comprises five different 
elements that include empathy, assurance, reliability, responsiveness, and tangibility[43]. There are 22 sets 
of  items to calculate the customer’s perceptions of  the services, and the remaining 22 items to calculate 
the customer’s expectations[42]. Some perceptions and expectations were also reported in the SERVQUAL 
model. Also, for the service quality that is to be measured, sometimes it is also considered that the 
expectations of  usage do not satisfy the demand[44]. Whereas, service quality was also suggested to 
constitute the customer’s satisfaction while dealing with the customer’s experiences based on the 
services[45]. However, while studying the elements of  the SERVQUAL model, out of  these five, they are 
all somehow related to customer satisfaction to a certain level, showing that they are precursors to 
customer satisfaction[46]. 

In addition to these service quality dimensions, the impact of  service quality on providing a better 
customer experience is also important. For instance, the relationship between service quality and 
customer satisfaction, trust, and loyalty was also highlighted by many researchers[47,48]. Customer loyalty 
can be categorized into two parts: first, repeat purchases; and second, further recommendation and 
promotion of  experienced services to others[49]. On the other hand, if  customers were not satisfied with 
service quality, complaining behavior and price sensitivity would prevail, eventually increasing customer 
disloyalty toward the company[50]. However, the influence of  service quality on purchase intentions and 
customer satisfaction was also articulated in the literature[51]. It is generally accepted that there are certain 
gaps that need to be filled between customers and markets. These elements or items are thought to be 
very important in bringing about standardization. Similarly, some of  these five elements are also those 
that have a positive influence on customers’ preferences or experiences, which include tangibles, empathy, 
and assurance[52]. Also, it was mentioned that two elements that consist of  reliability and assurance also 
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play a positive role in the customer’s service relationships[53]. In contrast, some of  the research also says 
that the customer’s satisfaction only needs loyalty to meet its expectations[54]. 

H1: Tangibility (Ta) has a positive significant influence on customer satisfaction (CS). 
H2: Reliability (RI) has a positive significant influence on customer satisfaction (CS). 
H3: Responsiveness (RS) has a positive significant influence on customer satisfaction (CS). 
H4: Assurance (AS) has a positive significant influence on customer satisfaction (CS). 
H5: Empathy (EP) has a positive significant influence on customer satisfaction (CS). 
H6: Brand trust (BT) mediates the relationship between tangibility and customer satisfaction (CS). 
H7: Brand trust (BT) mediates the relationship between reliability and customer satisfaction (CS). 
H8: Brand trust (BT) mediates the relationship between responsiveness and customer satisfaction 

(CS). 
H9: Brand trust (BT) mediates the relationship between assurance and customer satisfaction (CS). 
H10: Brand trust (BT) mediates the relationship between empathy and customer satisfaction (CS). 

3. Methodology 
This section describes the tools, scales, and sampling methods used in this study. This study uses a 

convenient sampling method, and the participants were customers of  e-shops residing in Islamabad. As 
shown in Figure 1, the model consists of  five independent, one mediating and one dependable variable. 
This study uses quantitative methods to test the proposed hypothesis, and the data is collected through 
the survey method. This study uses pre-defined structured scales to measure perceived service quality and 
brand trust. And the questionnaire consists of  40 items and is divided into four parts. The 11 questions 
of  the questionnaire labeled “First Part” are related to the democratic information of  respondents. The 
second part of  the questionnaire consists of  a 22-item scale adopted from the SERFERF model[55]. The 
items in the SEPERF model are modified to suit the targeted area. Items of  service quality variables, 
defined as responsiveness, assurance, reliability, empathy, and tangibility, are included in the question. 
The third part consists of  three items adopted from Oliver et al.[56] to measure the satisfaction level of  
customers. The fourth part consists of  four items of  brand trust adopted from Chaudhuri and 
Holbrook[37]. This study uses a six-point Likert scale, ranging from one to strongly disagree, while six 
equals “strongly disagree”, for measurement other than demographics. One represents the statement 
“strongly disagree”. 

 
Figure 1. Theoretical framework. 
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3.1. Results and discussion 

The data was collected from December 2020 to February 2021; out of  330 consumers intercepted, 
240 responses were received, which makes the response rate around 72%. One hundred and ten responses 
were filled out online using a Google Form, and 130 were collected on a physical paper form. Eleven 
responses were deleted due to missing data. The majority of  the 229 respondents (86.6%) are between the 
ages of  21 and 30. Male (50.9%) respondents slightly exceeded the number of  female respondents (49.1%). 
The survey contains more singles (75.5%) than married respondents (24.5%). The qualification of  the 
majority of  respondents was bachelor (43.3%). Statistical packages SPSS and AMOS were used to 
analyze the data and produce results. 

3.2. Reliability analysis 

The Cronbach’s alpha values of  modified SERVPERF instruments are given in Table 1. As shown, 
the coefficients of  all scales used in this study are above 0.6, which is the minimum acceptance level for 
the reliability of  the questioner[57]. Results indicated that the modified scales and items are reliable to 
measure PSQ, BT, and CS. 

Table 1. Correlation of  variables (Ta = tangibility, RI = reliability, Rs = responsiveness, As = assurance, EP = empathy, BT = 
brand trust, CS = customer satisfaction). 

  Ta RI As Rs EP CS BT 

Ta Pearson correlation 1       

RI Pearson correlation 0.536** 1      

As Pearson correlation 0.361** 0.269** 1     

Rs Pearson correlation 0.263** 0.330** 0.210** 1    

EP Pearson correlation 0.398** 0.387** 0.394** 0.420** 1   

CS Pearson correlation 0.514** 0.511** 0.384** 0.179** 0.263** 1  

BT Pearson correlation 0.570** 0.532** 0.534** 0.193** 0.306** 0.719** 1 

**: Correlation is significant at the 0.01 level (1-tailed). 

3.3. Correlation analysis 

A correlation test is performed to confirm that a significant relationship exists between the variables 
involved in this study. Bivariant correlation analysis is a statistical method that can determine the strength 
of  the relationship between two variables. The analysis values ranging from −1 to +1 represent the 
negative or positive relationship between variables. The results of  the correlation are shown in Table 2. 
The results show a strong and significant relationship exists between independent, dependent, and 
mediating variables. 

Table 2. Cronchback alpha, mean, standard deviation. 

Items Mean Std. deviation Variable Cronbach’s alpha 

The online store uses modern equipment (website 
design, App etc.) 

4.61 0.997 Tangibility 0.73 

Looks of  the online store’s website are visually 
appealing 

4.45 0.850 

The support staff  is well-mannered 5.02 1.047 

Products are easy to locate 4.82 0.718 
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Table 2. (Continued). 

Items Mean Std. deviation Variable Cronbach’s alpha 

When an e-retailer promises to do something by a 
certain time, it does so 

4.21 1.302 Reliability 0.69 

When I have a problem, the company is sympathetic, 
supportive, and reassuring 

4.69 1.061 

Online store provides right service at all times 3.84 1.312 

Online stores provide promised products at all times 4.37 1.187 

provide accurate records of  all purchases (billing, old-
purchase) 

4.81 0.968 

Customers are confident in the support staff ’s behavior 4.79 1.023 Assurance 0.772 

I feel safe in your transactions with customer service 
staff 

4.72 0.898 

Customer service staff  are polite 4.84 0.854 

Customer service staff  have sufficient knowledge to 
answer customers 

5.06 1.033 

The online store tells its customers exactly when 
services will be performed 

4.93 0.700 Responsiveness 0.745 

I received prompt service from service provider support 
staff/employees 

4.53 0.803 

Employees/support staff  of  online store, are always 
willing to help customer 

5.00 1.024 

Service staff  always respond to my requests promptly 4.74 0.933 

I feel like a part of  the family’ at my online retailer 4.57 1.051 0.9 

Support staff  give customers individual attention 5.05 0.988 Empathy 

The support staff ’s priority is to satisfy customer needs 5.04 0.999 

Customer service staff  know what my needs are 5.07 0.908 

Online stores have my best interests at heart 5.05 0.990 

Online stores have operating hours convenient to all 
their customers 

4.76 0.768 

Based on my overall experience with shopping, I am 
very satisfied 

4.83 0.714 Customer 
satisfaction 

0.717 

The shopping experience provided by supermarkets is 
above my expectations 

4.66 0.753 

I am happy to shop in online store 4.80 0.624 

I trust this brand from whom I am shopping online 5.07 0.797 Brand trust 0.84 

I rely on this brand for shopping 5.17 0.821 

This is an honest brand 5.34 0.693 

This brand is safe 5.25 0.734 

4. Mediation analysis 
The mediation analysis is performed using AMOS software. The basic methodology is to observe 

the direct and indirect effects and determine the role of  the mediator in the relationship between 
independent and dependent variables[58]. In the case of  tangibility, as shown in Tables 3 and 4, before the 
introduction of  brand trust in the relationship, the beta value was 0.36 and significant. After the 
introduction of  the mediator in the model, the direct relationship between tangibility and customer 
satisfaction becomes insignificant, and the indirect effect becomes significant. As per Berron and Kenny’s 
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definition, full mediation has occurred. As per the findings and results, both H1 and H6 are accepted. 

Table 3. Direct effect without a mediator (Ta = tangibility, CS = customer satisfaction). 

Path   Estimate S.E. C.R. P 

CS  Ta 0.360 0.086 4.174 *** 

Table 4. Direct effect/indirect effect with a mediator (Ta = tangibility, BT = brand trust, CS = customer satisfaction). 

Path   Estimate S.E. C.R. P 

BT  Ta 0.552 0.090 6.136 *** 

CS  BT 0.455 0.204 2.234 0.025 

CS  Ta 0.140 0.150 0.935 0.350 

In the case of  empathy EP shown in Tables 5 and 6, the relationship between the independent and 
dependent variables is significant at 0.208. After the addition of  mediator brand trust, the relationship 
between empathy and customer satisfaction becomes insignificant, while the indirect effect is significant. 
This shows that full mediation is also taking place in this model. 

Table 5. Direct effect without a mediator (EP = empathy, CS = customer satisfaction). 

Path   Estimate S.E. C.R. P 

CS  EP 0.208 0.044 4.695 *** 

Table 6. Direct effect/indirect effect with a mediator (EP = empathy, BT = brand trust, CS = customer satisfaction). 

Path   Estimate S.E. C.R. P 

BT  EP 0.310 0.039 7.852 *** 

CS  BT 0.515 0.145 3.560 *** 

CS  EP 0.048 0.059 0.818 0.413 

Similarly, in the case of  assurance, as shown in Tables 7 and 8, the relationship between assurance 
and customer satisfaction is significant. But after the introduction of  the mediator, the direct relationship 
decreased but still remained significant, while the indirect path was also significant. So according to 
Baron and Kenny’s definition, if  both direct and indirect paths are significant, then partial mediation is 
taking place. 

Table 7. Direct effect without a mediator (AS = assurance, CS = customer satisfaction). 

Path   Estimate S.E. C.R. P 

CSat  AS 0.339 0.059 5.786 *** 

 

Table 8. Direct effect/indirect effect with a mediator (AS = assurance, BT = brand trust, CS = customer satisfaction). 

Path   Estimate S.E. C.R. P 

BT  AS 0.345 0.054 6.386 *** 

CS  BT 0.333 0.114 2.935 0.003 

CS  AS 0.230 0.065 3.513 *** 

In the case of  reliability, as shown in Tables 9 and 10, before the introduction of  the mediator, a 
direct relationship is significant. But after the introduction of  brand trust as the mediator, the value of  the 



Forum for Economic and Financial Studies 2023; 1(1): 287. 

9 

direct relationship decreases but remains significant along with the indirect effect, which shows brand 
trust partially mediates the relationship between empathy and customer satisfaction. 

Table 9. Direct effect without a mediator (RI = reliability, CS = customer satisfaction). 

Path   Estimate S.E. C.R. P 

CS  RI 0.375 0.061 6.191 *** 

Table 10. Direct effect/indirect effect with a mediator (RI = reliability, BT = brand trust, CS = customer satisfaction). 

Path   Estimate S.E. C.R. P 

BT  RI 0.119 0.043 2.759 0.006 

CS  BT 0.291 0.086 3.381 *** 

CS  RI 0.352 0.058 6.105 *** 

In the case of  responsiveness, the relationship between responsibility and customer satisfaction is 
significant. But after the introduction of  the mediator, the direct relationship becomes insignificant. And 
hence, full mediation occurs in this relationship. The results of  Table 11 show that responsiveness is one 
of  the major contributors to service quality with respect to customer satisfaction. However, the statistics 
represented in Table 12 show that with the introduction of  brand trust, the relationship between 
responsiveness and customer satisfaction becomes irrelevant. 

Table 11. Direct effect without a mediator (RS = responsiveness, CS = customer satisfaction). 

Path   Estimate S.E. C.R. P 

CS  RS 0.510 0.129 3.948 *** 

Table 12. Direct effect without a mediator (RS = responsiveness, BT = brand trust, CS = customer satisfaction). 

Path   Estimate S.E. C.R. P 

BT  RS 0.942 0.168 5.603 *** 

CS  BT 0.486 0.200 2.433 0.015 

CS  RE 0.195 0.249 0.783 0.433 

5. Significance 
The significance of  this study is that it contributes to the existing literature related to marketing and 

service quality. This study explains the interrelationship between PSQ dimensions, customer satisfaction, 
and brand trust. The context of  this study is to enable e-retailers in Pakistan to better understand their 
customers’ needs and develop strategies valued by customers. This study suggested that brand trust has a 
major role to play in assessing the overall quality of  service and shaping customer satisfaction levels. The 
descriptive analysis shows that brand trust is one of  the most important elements. When a customer 
intends to purchase something online, he usually goes to the brand he trusts. Hence, it is suggested that 
online retailers in Pakistan should focus on improving their support staff ’s behavior training, and cultural 
changes may be required to increase customers’ interaction. The second element is reliability. To improve 
reliability, e-commerce should focus on the timely delivery of  items ordered. One of  the biggest problems 
for e-retailers is the sanctity of  the products ordered. Customers do not believe the e-retailer; to enhance 
customer trust, companies should introduce easy return policies. SLAs for delivery time could also help 
increase customers’ reliability. Another important element of  service quality is responsiveness. To 
improve responsiveness, e-retailers should be more reactive on social platforms. Many retailers are now 
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opening physical contact centers; this strategy is much more helpful to increase the responsiveness of  e-
retailers. The findings of  this study significantly contribute to the post-COVID era. In the context of  the 
COVID lockdown situation, the only mode of  delivery was online, so e-commerce has emerged as one 
of  the most prominent markets. With this boom, the competition has also increased. Many brands that 
weren’t available online have opened their e-stores and enhanced their presence online. As lockdown 
restrictions are easing now, it’s high time for e-retailers to learn from their mistakes during COVID and 
build customer trust to build a sustainable business model. 

5.1. Practical implications 

On the basis of  the findings, there are multiple practical implications for this study. One of  the most 
important implications of  this research is that, in order to increase service quality, retailers should design 
strategies according to their customers’ needs. This research provides insights into the online shopping 
experience in Pakistan. It also describes the perception of  online shopping service quality in Pakistan. 
This study emphasizes that to increase customers’ satisfaction, online retailers should work on their 
reliability and quality of  products. More focus should be on responsiveness to customers’ queries, 
providing accurate information, and being more proactive on social media platforms. Many studies have 
analyzed the relationship between PSQ and customer satisfaction[59–62]. The unique perspective of  this 
study is that it defies brand trust as one of  the major contributors to customer satisfaction[62]. This means 
online retailers should work on building trust among their customers. Retailers put emphasis on 
identifying safety with their brand name. 

5.2. Theoretical implications of this study 

This study contributes to a greater exploration of  customer satisfaction with service quality in the 
context of  the post-COVID situation. This study also explores the role of  brand trust in enhancing 
customer satisfaction. The focus of  this study wasn’t only on the exploration of  mediating effects; it also 
explored many direct relationships between PSQ dimensions, customer satisfaction, and brand trust. 
Despite the fact that many studies were conducted in the context of  e-commerce, most of  them are related 
to developed countries and countries where the online shopping culture is well established. Developing 
countries differ from developed countries on the basis of  economy, customer preference, customer needs, 
standards, and culture. This study relates to developing counties where the first preference of  customers 
is to buy things from physical stores, and due to the high fraud incidence and lack of  adherence to ethical 
practices by retailers, customers have trust issues with e-retailers. This study will help generalize the 
instrument in different contexts and regions. It also paves the way for a new exploration of  variables with 
context for e-retailers and theories. 

5.3. Limitations 

Multiple limitations exist in this research study and can pave the way for future research 
opportunities. First, this study is limited to the e-commerce sector of  one country. Therefore, findings 
should be taken carefully. Future research could consider cross-country Several limitations exist in this 
study that suggest opportunities for future research. Firstly, this study was only conducted in the 
supermarket sector of  one country. Therefore, attention should be paid to generalizing the results. Future 
research could consider multiple countries, and the comparison of  results could be between the results of 
developing and developed countries. Data could be collected using different scales. Future research could 
use multiple control variables to find unique aspects. Future searches might add different variables like 
brand image, corporate structure, and business values to this model to get a more valuable and broader 
perspective on this phenomenon. 
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6. Conclusion 
Businesses, especially those in developing nations, must comprehend the dynamics of  customer 

happiness, service quality, and brand trust in the age of  the COVID-19 epidemic and the rapid expansion 
of  e-commerce. In the context of  Pakistani online shopping, this study has shed light on the complex link 
between consumer satisfaction and service quality aspects. The results of  the study highlight the need for 
online merchants to excel in tangibility, dependability, assurance, responsiveness, and empathy, in 
addition to offering a large selection of  items. Nonetheless, the study highlights the importance of  brand 
trust as one of  the most important lessons. Beyond transactional engagements, brands must concentrate 
on fostering client trust. This research contributes to the pool of  knowledge on e-commerce, service 
excellence, and customer happiness by examining a particular setting in a developing nation. Businesses 
are encouraged to review their plans, give customer service a priority, and adjust to the changing market. 
Companies that prioritize trust, quality, and customer pleasure will be better positioned to prosper in this 
cutthroat market as the digital marketplace grows. 
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