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Abstract

Purpose: Post-purchase service in online platforms has created an exciting focus for consumer behavior studies. This study intends to
ascertain the impact of post-purchase shipping dimensions (shipping service, tracking service, return service, and customer care) on
customer satisfaction and behavior intention. The authors developed a new model considering behavioral intention as the endogenous
variable integrated framework of previous studies. Research Design and Methodology: The total sample is 223 respondents, selected
using purposive sampling. The data collection uses Google Forms and is analyzed using AMOS Structural Equation Modeling (SEM).
Results: Our findings showed shipping, tracking, returns, and customer service positively impact customer satisfaction, and customer
satisfaction mediates shipping, returns, and customer service on customer behavior intent. Furthermore, customer satisfaction does not
affect the effect of tracking service on customer behavior intention. Conclusion: Our hypothesis of the relationship between the post-
purchase dimension and customer satisfaction was supported. However, only two of our three mediating hypotheses are supported. The
mediating effect of customer satisfaction on the post-purchase dimension on behavioral intention is insignificant, while their direct
relationship was significant. It showed that, concerning tracking service, customer satisfaction is not a requirement for the customer to
perform behavioral intention in an e-retail context.
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1. Introduction

The COVID-19 pandemic has led to a significant surge
in e-commerce usage in Indonesia, both during and after the
crisis. People must follow health protocol procedures to
avoid  coronavirus  transmission  (Sheth,  2020).
Implementing lockdowns and social distancing measures
restricted physical retail activities, prompting consumers to
turn to online shopping platforms as a safe and convenient
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alternative (Rahman, 2020; Lazuardi, 2021). In Indonesia,
this shift in consumer behavior was facilitated by the
increased accessibility and affordability of smartphones and
improved telecommunication infrastructure, which
increased internet connectivity in the country. Consequently,
social media users increased significantly (Satria, 2021;
Yunisrina, 2021). This rise in e-commerce usage can be
attributed to changing consumer preferences, government
support, and the accelerated adoption of digital technologies
(Suharyono, 2020; Wijaya, 2021). Suspension of dine-in,
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drive-through, takeout, and home delivery services has
become a meaningful option that allows retail enterprises to
continue operating in many countries when restrictions on
social connections have been imposed (Uzir et al., 2021).
These activities impact consumer behavior, especially when
shopping for consumer needs.

Because of the new normal lifestyle, traditional business
patterns and activities have changed to become digital-
minded. Amid the coronavirus pandemic, almost all
businesspeople rely heavily on the Internet (German et al.,
2022). The rapid growth of the Internet has caused a
reflective impact on marketing (Tandon et al., 2017). The
COVID-19 pandemic has expanded the diffusion of online
shopping, including e-commerce platforms (Kim, 2020). In
addition, the advancement of information technology can
facilitate fast and flexible online services according to real-
time customer requests, making shuttle services cheaper,
faster, and more convenient for customers (Lin et al., 2018).
This momentum gives opportunities for e-commerce to
reach new customers even more.

Research investigating the post-purchase area,
especially the distribution aspects after a consumer makes
an online order in an e-retail platform, is still limited. This
study provides a new and more comprehensive model on
this topic by predicting the behavioral intention of the
consumer, not only future purchase intention dimensions
but also behavioral intention in e-commerce, which has
been relatively limited. While numerous studies have
examined factors influencing the pre-purchase and purchase
stages, fewer studies have delved into the post-purchase
phase and its impact on behavioral intention. Notably, a
study by Wang (2018) investigated the relationship between
post-purchase customer satisfaction and repurchase
intention in e-commerce. Chen (2020) examined the link
between post-purchase perceived value and behavioral
intention in e-commerce and explored the relationship
between post-purchase dimensions, such as customer
satisfaction and perceived value, and behavioral intention in
e-commerce. However, further research is needed to fully
understand the complex dynamics and mechanisms
underlying post-purchase experiences and their effects on

consumers' satisfaction and future intentions in e-commerce.

Research investigating the post-purchase dimensions of
customer satisfaction and behavioral intention in
Indonesia's e-retail context remains limited. While studies
have explored these dimensions in various e-commerce
settings, there is a shortage of research focusing on the
Indonesian market, which presents an opportunity for
current research to fill this gap and provide valuable insights
into the post-purchase experiences of Indonesian e-retail
consumers, the factors influencing their satisfaction, and
how these experiences shape their behavioral intentions. By
exploring this topic, researchers can contribute to

understanding consumer behavior in the e-retail landscape,
provide actionable recommendations for e-retailers to
enhance customer satisfaction, and ultimately drive positive
behavioral outcomes in the Indonesian e-commerce market.

2. Literature Review

Our study refers to the Theory of Reasoned Action
(TRA) and Service Quality/SERVQUAL (Service Quality).
TRA is a social psychology focusing on behavior and its
determinants: attitudes toward behavior and subjective
norms. The theory explains the factors influencing human
behavior and describes the relationship between beliefs,
attitudes, subjective norms, intentions, and individual
behavior. TRA has been widely applied to assess people's
choice to adopt technology, innovation, and consumer
behavior. This theory focuses on an individual's intention to
behave a certain way. TRA has been developed since 1960
by Fishbein and then set again by (Fishbein & Ajzen, 1975).

On the other hand, Service Quality (SERVQUAL) is the
perceived result of a "comparison of consumer expectations
with actual service performance" (Parasuraman et al., 1985).
SERVQUAL is the outcome of the service delivery system
perceived by its users (Martinez & Martinez, 2010). Service
quality involved media where customers could
communicate with sellers through e-commerce platforms.
The products will be transferred from sellers to customers
through logistics distribution. Customers will experience
and perceive the performance of the e-commerce platform
and logistics distribution services. Customers’ perceived
service quality, in turn, will affect their satisfaction
(Vakulenko et al., 2019). SERVQUAL models customer
expectations as perceived benefits or values customers seek
when receiving services or purchasing goods. Customer
perception is a concept that includes the customer's positive
or negative feelings (Hiu et al.,, 2020). Our research
framework considers several constructs under those two
theories above, consisting of two dimensions of e-
commerce and logistics service quality.

2.1. Customer Service

Customer service is the form of actions or performances
delivered from one party to another whose essence is
intangible and does not produce ownership (Kotler & Keller,
2016). Customer service encompasses all retail operations
that improve the value customers evaluate when purchasing
(Levy & Weitz, 2007). Good service can be a compelling
competitive advantage for business people because it is one
way to distinguish one's products from others available in
the market (Murali et al., 2016).

2.2. Shipping Service
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Shipping service is transporting goods purchased by
customers from the source location to a predetermined
destination (Yu et al., 2014). Shipping service is when the
sender considers speed, frequency, dependence, capability,
availability, traceability, and cost (Kotler & Keller, 2016).
Shipping service is a function that includes the movement
and storage of materials on their way from the initial sender
through the supply chain to the final customer (Walters,
2003).

2.3. Tracking Service

Tracking service is a feature that can be utilized by
consumers who can provide up-to-date information on
goods or documents sent or received with a receipt number
as the identity of the services offered. The tracking service
monitors the ability to track a consumer order package as it
moves from the sender’s place to the address where the
consumer is the buyer of the goods. When a seller sends
consumer-owned ordered goods, the retailer expects the
logistics service provider to handle the tracking details of
consumer goods sent via the Internet so that customers can
keep track of the progress and whereabouts of their order
packages (Riley & Klein, 2019). It can help to reduce the
crushing defeat to the customer’s ordered goods or other
workplace accidents.

2.4. Return Service
Return service is the return of the further dimension of

return management (Bernon et al., 2016). It is the return
process involved in identifying different stages. However,

most of its activities are related to returns or reverse logistics.

A return policy is a tool retailers use to reduce consumer
risk and increase demand, as they will be allowed to send
back purchased goods for various reasons (Janakiraman et
al., 2016). Returns are part of the post-purchase element of
logistics (Lysenko-Ryba, 2017).

2.5. Customer Satisfaction

Customer  satisfaction is the happiness or
disappointment of comparing the perceived product
performance (or results) and the expectations received from
a product or service (Kotler & Keller, 2016). Lovelock and
Wirtz (2010) defined customer satisfaction as an emotional
state; post-purchase reactions can be anger, irritation,
dissatisfaction, excitement, and neutrality when consumer
needs, desires, and expectations are met towards the ordered
product.

2.6. Customer Behavioral Intention

Consumer behavior studies how individuals, groups,
and organizations select, buy, use, and disposition goods,
services, ideas, or experiences to satisfy their needs and
desires (Kotler & Keller, 2016). The intention to use ICT
(Information and Communication Technology) is used
widely in information system studies as a dependent
variable that reflects the user's choice or as a substitute for
actual use (Y. Wang et al., 2020). Fishbein and Ajzen (1975)
proposed the relationship between cognition, intention, and
behavior as their premise in the Theory of Reasoned Action,
which states that "intention is collectively determined by
one's attitudes and subjective norms regarding behavior and
intention predicting behavior.

2.7. The Effect of Customer Service on Customer
Satisfaction

The perceived quality of professionalism will reflect
product performance and general consumer appreciation for
customer service representatives who have demonstrated
expertise and consistently delivered on time (Hsin Chang &
Wang, 2011). Quality impels customers to establish a strong
relationship with the company. In the long term, this kind of
bond allows companies to carefully understand customer
expectations and their needs to increase customer
satisfaction by maximizing pleasant customer experiences
and minimizing or eliminating unpleasant customer
experiences. As a result, customer service becomes an
indicator of customer satisfaction. Customer service is the
main factor affecting e-commerce buyer satisfaction
(Rajendran et al., 2018). The quality of service to customers
has a close relationship with customer satisfaction. The
creation of quality service to customers can provide
customer satisfaction; this is because the quality of service
to customers is one of the factors in realizing customer
satisfaction and expectations. Customer service positively
impacts customer satisfaction (Abd Ghani et al., 2017;
Kursunluoglu, 2011; Rahi & Ghani, 2016; Rita et al., 2019).
Hence, we developed the following hypothesis.

H1: Customer service positively affects customer
satisfaction

2.8. The Effect of Shipping Service on Customer
Satisfaction

The delivery service that the customer assesses is
timeliness because this can affect customer satisfaction,
which will impact the assessment of the good or bad of a
service delivery company. Estimated arrival time is usually
a benchmark for customers to determine whether the service
is good. Liu and Kao (2021) state that logistics distribution
is the main factor that positively affects customer
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satisfaction in e-commerce. Gregory and Van H. (1964)
state that shipping service is the quality of the availability
of information when needed or the quality of good news in
terms of time. It is the degree to which an activity is
completed at the desired time by considering the
coordination of other outputs and the time available for
other activities (Bernandin & Russel, 2000). This opinion is
supported by Yuen and Thai (2015), who stated that the
service quality of shipping, responsiveness, speed, value,
and reliability cause customer satisfaction. The higher the
level of service quality in satisfying customers, the higher
the level of customer satisfaction (Kotler & Keller, 2016).
Cao et al. (2018) and Liu and Kao (2021) found that
shipping service positively impacts customer satisfaction.
Thus, we developed the following hypothesis.

H2: Shipping service has a positive effect on customer

satisfaction

2.9. The Effect of Tracking Service on Customer
Satisfaction

Accurate information about the existence of a product is
critical for customers to ensure the product they want does
not exceed the specified time (Laudon & Traver, 2014).
Electronic-based service quality is an effort to fulfill needs
followed by consumer desires and the accuracy of the
delivery method through electronic media to meet customer
expectations and satisfaction (Band, 1991). Chase and
Aquilano (2006) argue that customers determine the quality
of a company through the characteristics of a product and
service; customer satisfaction is influenced by the value
obtained by consuming a service. The tracking system is a
feature for customers to provide the latest information
regarding documents or goods received or sent. It
significantly influences customer satisfaction. The tracking
system service can positively affect customer satisfaction
(Huang et al., 2009; Schaupp, 2005; Shah et al., 2014).
Therefore, we developed a hypothesis regarding this idea.
H3: Tracking service positively affects customer

satisfaction.

2.10. The Effect of Return Service on Customer
Satisfaction

Return service is how retailers deal with defective,
unwanted, incorrect products because they must be returned
and how the right product can be replaced. Transactions
carried out online have relatively low trust for online shop
customers; often, customers who think that the online shop
can easily deceive customers at first. With a return service,
customer trust can increase because a refund or return of
goods can mean the seller doesn't take the customer's money
for granted. Customers are also increasingly confident in

making transactions online. Return service to consumers is
a way or policy to overcome uncertainty because consumers
cannot get the opportunity to try or feel the product
physically (Saarijarvi et al., 2017). Consumers can consider
this service return as a barrier from risks that can increase
consumer demand and as a driver for customer satisfaction.
Lysenko-Ryba (2017) explained that one of the
dissatisfaction factors is the lack of return services for goods
in a company. It means that having a positive experience
during the return process from the seller will lead to the
customer's satisfaction, who is likely to make another
purchase, and the customer can recommend it to others. Jalil
(2019) and Khan et al. (2015) argued that return service has
significant to customer satisfaction. Based on the above, we
develop our hypothesis below:

H4: Return service has a positive effect on customer

satisfaction.

2.11. The Effect of Customer Satisfaction on
Customer Behavioral Intention

High customer satisfaction will undoubtedly directly or
indirectly impact positive behavior intentions (Liang &
Zhang, 2011). Bloemer, Schoder, and Kestens (2007) found
that consumer satisfaction influences repurchasing
intentions. High consumer satisfaction will encourage the
intent to purchase the product. Perceived service quality and
a credible company image will affect customer satisfaction
and behavior intention (Srivastava and Sharma 2013), such
as WOM (Word of Mouth), repurchase, and
recommendations. Elbeltagi and Agag (2016), Gounaris et
al. (2010), and Srivastava and Sharma (2013) concluded
that customer satisfaction could affect consumers' behavior
with repurchase intentions. The following is our hypothesis
regarding this relationship.

HS5: Customer satisfaction positively affects customer
behavior intention.

2.12. The Effect of Customer Service on Customer
Behavioral Intention Through Satisfaction

Customer service directly affects behavioral intention
and indirectly through satisfaction (Xiao et al., 2020).
Customers will feel satisfied and loyal when they get good
service. The service quality will affect customer satisfaction
directly. When the customer's assessment of the service's
quality is high, the customer will consider reusing the
service. Customers' satisfaction will influence behavioral
intentions. When users repeatedly use these services, a habit
is developed. The study of Xiao et al. (2020) and Yu et al.
(2014) explained that service quality positively affects
behavior intention through customer satisfaction. Based on
this idea, we proposed the following hypothesis.
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H6: Customer service positively relates to customer
behavior intention through customer satisfaction.

2.13. The Effect Shipping on Customer Behavioral
Intention Through Customer Satisfaction

E-commerce must provide customers with a good
delivery service experience to trigger them to commit to
repurchasing behavior intentions to which they will
eventually be loyal. Customer satisfaction can be
considered a valuable "asset" for the company. Therefore,
timely delivery of products can increase customer
satisfaction and affect behavioral intention. E-service
affects customer satisfaction and behavior intentions
(Gounaris et al., 2010; Khairani & Hati, 2017; Liang &
Zhang, 2011; Lien et al., 2011). Therefore, the service
positively affects the intention of repurchase behavior.

H7: Shipping service significantly affects customer
behavior intention through customer satisfaction.

2.14. The Effect of Tracking Service on Customer
Behavioral Intention  Through  Customer
Satisfaction

E-service drivers or tracking services can build
customer loyalty and WOM (Word of Mouth) and motivate
customers to repurchase. The tracking service will help
customers to track their goods. If the tracking service is
running well and the use of tracking is also easy to use, then
the customer is satisfied and feels that their package is safe.
This system can minimize the loss of the customer's ordered
goods or other workplace accidents. The goods sent can
arrive at the consumer's destination address according to the
schedule and delivery plan. So, customer service affects
customer satisfaction and behavioral intentions (Gounaris et
al.,, 2010; Liang & Zhang, 2011). Customers will feel
satisfied and loyal when they get good customer service.
Then, we developed the following hypothesis:

H8: Tracking service positively affects customer behavior
intention through customer satisfaction.

2.15. The Effect of Return Service on Customer
Behavioral Intention  Through  Customer
Satisfaction

Customers will be satisfied if there is a return service if
the goods sent are unsuitable or for other reasons. This
service will make the customer not feel aggrieved because
the e-commerce party is trying to replace it. It will make the
customer feel satisfied and likely trigger the customer to
make repeat purchase behavior intentions. Buyers will be
satisfied if the services provided by e-commerce make it
easier for them and reduce the risk of bad judgment; this

incident will be a determinant of customer satisfaction,

which then impacts behavioral intentions. Customer service

affects customer satisfaction and behavioral intentions

(Gounaris et al., 2010; Liang & Zhang, 2011). Thus, we

proposed the following hypothesis.

H9: Return service positively affects customer behavior
intention through customer satisfaction.

Our research model is shown in Figure 1 below. Based
on Figure 1, we identified the antecedents and consequences
of customer satisfaction toward post-purchase shipping. In
the context of post-purchase shipping satisfaction, we
identified customer service, shipping service, tracking
service, and return service as the antecedents. The proposed
consequence of customer satisfaction is customer
behavioral intention.
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Figure 1: Research Model

3. Method, Data, and Analysis

This study employs a quantitative method using an
explanatory survey design. The respondents are consumers
living in the Special Region of Yogyakarta, Indonesia, and
have shopped at a popular e-commerce site in Indonesia
(Shopee) at least twice. The primary data collection uses
Google form links. Two hundred and eighteen respondents
filled out the questionnaires, and all received responses
were usable for further data analysis.

The exogenous variables in this study are customer
service, shipping service, tracking service, and return
service. Customer service was adapted from Cao et al. (2018)
with five indicators: fast service, good service, always being
able to resolve customer complaints, always being willing
to help, and exemplary service as needed. Shipping service
indicators also adapted from Cao et al. (2018) include
delivery as agreed, receiving the package on time, delivery
options as desired, receiving free/discounted delivery, and
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receiving the package in a safe condition. Tracking service
measurement uses five indicators, which also adapted from
Cao et al. (2018) and Weisberg, Te’eni, and Arman (2011),
including tracking number information via email, tracking
shipments via the website, updated and real-time package
information, accurate package arrival information, very
efficient. Return services indicators were adapted from Cao
et al. (2018) five indicators: easy-to-re return/exchange,
clear return policy, hassle-free return process, no return fees
for non-conformances, and fast return service. The
intervening variable in this study is customer satisfaction.
We measured this variable in five questions referring to Cao
et al. (2018): satisfied with the customer service, satisfied
with the shipping service, delighted with the tracking
service, pleased with the return service, and satisfied with
the overall service. The endogenous variable in this study is
customer behavior intentions. This variable is measured in
five questions adapted from Gounaris et al. (2010):
recommend close relatives, share experiences with close
relatives, say positive things, do shopping again, and will
not switch to other e-commerce. The variable measurement
uses a five-point Likert scale, from strongly disagree to
strongly agree.

4. Results and Discussion
4.1. Result

The characteristics of respondents based on gender, age,
area of residence in the Special Region of Yogyakarta,
Indonesia, education, employment, and monthly expenses
are shown in Table 1.

Table 1: Respondent Profiles

PR 5 Information Frequency | Percentage
Respondents
Bantul 87 39,9%
Yogyakarta City 13 6,0%
Kulon Progo 5 2,3%
Gunung Kidul 4 1,8%
Total 218 100%
Junior 0 0%
Senior High School 167 76,6%
Education Diploma 43 19,7%
Bachelor 8 3,7%
Total 218 100%
Student 2 0,9%
Student 175 80,3%
Civil servants 0 0,0%
Private Sector 26 11,9%
Occupation Military/Police 2 0,9%
Entrepreneur 6 2,7%
Housewives 2 0,9%
Other 5 2,3%
Total 218 100%
<Rp 2,500,000 184 84,4%
>Rp.2.500.000 — <
Igp.S.OO0.000 29 13,3%
>Rp.5.000.000 — <
Monthly lgp.7.500.000 5 2,3%
E)_(penses >Rp.7.500.000 — = 0 0%
(in IDR) Rp.10.000.000
>Rp.10.000.000 — <
Igp.15.000.000 0 0%
>Rp.15.000.000 0 0%
Total 218 100%

We conducted the instrument validity and reliability as
shown in Table 2. Based on Table 2, all the loading factor
values were greater than 0.5, meaning all the items were

(l.‘iharactzrlsttlc Information Frequency | Percentage Valiq. Hair et al. (2010) stated that d;ltg i‘s valid if the factor
espondents - loading value exceeds 0.5. The reliability test results also
Female 143 66 o/° show that all the constructs were reliable since they were
Gender Male 75 34f’ greater than 0.7. We use Construct Reliability criteria
Total 218 100% greater than 0.7 (Hair et al., 2010). Thus, we concluded that
0, . . .
19-22 204 93,5% the research instruments were valid and reliable.
Age 23-26 14 6,5%
Total 218 100%
Residence Sleman 109 50,0%
Table 2: Validity and Reliability Test
Variables Indicators Factor Loading gg;::gﬂf;
Received prompt service from this marketplace 0.871
Feel this marketplace shows good service in solving customer problems 0.901
S(;;J\figr&r) Feel this marketplace customer service can always resolve customer complaints 0.841 0.892
’
Feel this marketplace is always willing to help customers 0.892
Feel this marketplace provides exemplary service according to customer needs 0.875




Indah FATMAWATI, Salsabila Shafa FAJRIANA / Journal of Distribution Science 21-12 (2023) 47-58 53

Variables Indicators Factor Loading gglr::lt)::::;
Received product delivery based on the agreed time / estimated 0.884
o Often receive packages within the expected timeframe/on time 0.891
SS:/'EZ'?%Z) Often find delivery options according to those that are in demand 0.831 0.883
Often receive free/discounted shipping 0.803
Received the package safely 0.904
Got an email or text notification with the tracking number (receipt) 0.588
) Can track the shipment directly on the website 0.753
SZ:icci:am(gs) Got the updated information and real-time packages quickly from the website 0.671 0.785
Got information from the website regarding the arrival time of the package accurately 0.693
Feel this marketplace tracking service is very efficient 0.689
Find it easy to make a return/exchange 0.639
Feel this marketplace has a clear return policy 0.709
Se?v?(t::r?x‘t) Have no problems in the process of returning returned goods 0.725 0.793
Do not pay the shipping fee on the returned item for non-conformity to the goods received 0.720
Got a quick return process service 0.731
Satisfied with this marketplace customer service 0.678
Customer | Satisfied with this marketplace delivery service 0.665
Satisfaction | Satisfied with this marketplace tracking service 0.700 0.795
@ Satisfied with this marketplace return service 0.760
Satisfied with this overall marketplace service 0.737
Would recommend close relatives do online shopping on this marketplace 0.865
Customer | Will share my online shopping experience at this marketplace with close relatives 0.714
Behavior | Will tell the positives to others 0.798 0.825
Intention (Y) | |ntend to do online shopping in this marketplace again 0.713
Will not switch to other e-commerce besides this marketplace 0.751

Our next step is testing the proposed model to ensure
that it meets the Fit criteria of the model by identifying the
Goodness of Fit based on several criteria, as shown in
Figure 2. Based on Figure 2, we got the model test results
found on the Goodness of Fit criteria of the SEM AMOS

model. Our framework involved six exogenous variables:
customer service, shipping service, tracking service, and
return service. Customer behavior intention is the
endogenous variable, and the intervening variable is
customer satisfaction.

chi-Square=478.996
Probabilitas=.001

df=390
GFI=.877
AGFI=.854
CFI=.978
TLI=.975
CMIN/DF=1.228
RMSEA=.032

Figure 2: Model Test Results
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Based on the estimated model test results, we showed
the Goodness of Fit Index in Table 3. to see how much the
hypothesized model matches the data sample or "Fit." Table
3 shows five of the eight Goodness of Fit Index criteria

Table 3: Assessing Goodness of Fit

showed Fit results. Therefore, we concluded that our
proposed model could be used for further analysis of
hypotheses testing.

No. | The Goodness of Fit Index Cut-off value Result Model Evaluation

1. Chi-Square Expected small 478.996 Fit

2. Significant Probability >0.05 0.001 Not Fit

3. GFlI >0.90 0.877 Marginal

4. RMSEA <0.08 0.032 Fit

5. CMIN/DF <2.00 1.228 Fit

6. AGFI >0.90 0.854 Marginal

7. TLI >0.90 0.975 Fit

8. CFlI >0.90 0.978 Fit

The following section discusses the results of the coefticient of influence between variables. To determine

hypotheses testing, as shown in Table 4. Hypothesis testing
aims to confirm the proposed relationship of variables in the
structural model of the study. The hypothesis test results are
displayed in the Regression Weight section, which shows

Table 4: Relationship Between Variables

whether the hypothesis is accepted, we use the Critical Ratio
(CR) value, which has a value greater than 1.96 and a
probability value (p) smaller than alpha 0.05.

Estimate SE. CR P Hypothesis
Customer Service —  Customer Satisfaction 0.303 0.076 3.976 0.000 Significant Positives
Shipping Service —  Customer Satisfaction 0.141 0.061 2.316 0.021 Significant Positives
Tracking Service — Customer Satisfaction 0.296 0.135 2.187 0.029 Significant Positives
Return Service — Customer Satisfaction 0.542 0.098 5.536 0.000 Significant Positives
Customer Satisfaction — Customer Behavior Intention 0.314 0.157 1.995 0.046 Significant Positives

Based on Table 4, we summarized the results of the
hypotheses testing. Our hypothesis 1 testing showed that the
estimated parameter value for the standardized regression
weight factor was 0.303, and the CR value of 3.976 exceeds
1.96. Testing the relationship between the two variables
showed a probability value 0.000, smaller than 0.05. Thus,
hypothesis 1 states, "Customer service positively affects
customer satisfaction," which is supported. Secondly,
hypothesis 2 showed that the estimated parameter value for
the standardized regression weight factor is 0.141. The CR
value is 2.316, which is greater than 1.96. Testing the
relationship between the two variables showed a probability
value of 0.021, which is smaller than 0.05. This result
indicates that hypothesis 2, which states that shipping
service positively affects customer satisfaction, is supported.
Thirdly, our hypothesis 3 test results demonstrated the
estimated parameter value for the standardized regression
weight factor was 0.296, and the CR value was 2.187, which
exceeds 1.96. Testing the relationship between the two
variables showed a probability value of 0.029, smaller than
0.05. Thus, our hypothesis 3, which states tracking service
positively affects customer satisfaction, is supported.
Fourthly, the hypothesis 4 testing result indicated that the

estimated parameter value for the standardized regression
weight factor was 0.542, and the CR value was 5.536,
greater than 1.96. Testing the relationship between the two
variables showed that the probability value 0.000 was
smaller than 0.05. Therefore, our hypothesis 4, which states
return service positively affects customer satisfaction, is
supported. Lastly, our hypothesis 5 testing result showed
that the parameter value estimated for the standardized
regression weight factor was 0.314. The CR value was
1.995, which was more significant than 1.96. Testing the
relationship between the two variables showed a probability
value of 0.046, smaller than 0.05. It means our hypothesis 5,
which affirms customer satisfaction affects customer
behavior intention, is supported.

To test the mediating hypotheses, we compared the
values of standardized direct effects to see the mediation
relationship between independent and dependent variables
through mediation variables. If the direct standardized
impact is smaller than the value of the standardized indirect
effects, the mediation variable indirectly influences the
relationship between the two variables. The results of
mediating effects are shown in Table 5 and Table 6.
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Table 5. Standardized direct effects

55

i . Customer Customer
Customer Shipping Tracking Return Satisfaction Behavior
Service (X1) | Service (X2) | Service (X3) | Service (X4) @2 Intention (Y)
Customer Satisfaction (Z) 0.615 0.273 0.285 0.550 0.000 0.000
Customer Behavior Intention (Y) 0.122 -0.027 0.260 0.109 0.198 0.000
Table 6. Standardized indirect effects
Customer Shipping Tracking Return Sca:::::g::ii: n %:it:‘:?::
Service (X1) | Service (X2) | Service (X3) | Service (X4) 2 Intention (Y)
Customer Satisfaction (2Z) 0.000 0.000 0.000 0.000 0.000 0.000
Customer Behavior Intention (Y) 0.666 0.054 0.056 0.284 0.000 0.000

The following section discusses the mediating effects of
test results based on Tables 5 and 6. Initially, for hypothesis
6 testing, we compare whether the value of the direct impact
is smaller than the value of the indirect effect. Testing the
relationship between the two variables showed a value of
0.122, smaller than 0.666. It shows that the value of the
direct result is less than the value of the indirect impact.
These results mean that hypothesis 6 is supported,
representing customer satisfaction mediates customer
service to customer behavior intention. Then, for our
hypothesis 7 test, we also compared whether the direct
effect values were smaller than the indirect effect values.
The result showed that the relationship between the two
variables was -0.027, smaller than 0.054. It shows that
hypothesis 7 supports customer satisfaction and mediates
shipping service to customer behavior intention. For
hypothesis 8 with the same technique, we found the
relationship between the two variables shows a value of
0.260 greater than 0.056. It indicates that hypothesis 8 is not
supported. It means customer satisfaction does not mediate
tracking service to customer behavior intention. Finally,
hypothesis 9 testing results showed a value of 0.109, smaller
than 0.284. It indicates that hypothesis 9 supports customer
satisfaction mediates return service to customer behavior
intention.

4.2. Discussion

We got support for our first five hypotheses based on the
hypothesis testing, and these results also supported the
previous research findings. Based on the first hypothesis
testing result, customer service positively influences
customer satisfaction. It proves that a better quality of
customer service provides higher customer satisfaction. The
results of this study align with Cao et al. (2018) and
Rajendran et al. (2018). Our result of the second hypothesis
testing showed that shipping service positively influences
customer satisfaction. It proves that the better the quality of
shipping service, the higher customer satisfaction. This
finding aligns with Cao et al. (2018), Liu and Kao (2021),

and Yuen and Thai (2015). Our third hypothesis testing
revealed that tracking services positively influence
customer satisfaction. It proves that the better the quality of
tracking services, the higher customer satisfaction. This
study’s results align with Cao et al. (2018) and Gounaris et
al. (2010). Our fourth hypothesis testing results show that
return service positively influences customer satisfaction. It
proves that a better quality of return service means higher
customer satisfaction. In addition, the results of this study
align with those of Cao et al. (2018). Our fifth hypothesis
test finding shows that customer satisfaction positively
influences customer intention. It proves that the higher
customer satisfaction, the better customer behavioral
intentions. The results of this study align with Gounaris et
al. (2010) and Liang and Zhang (2011).

5. Conclusion

We concluded, except for the eighth, that the bulk of our
proposed hypotheses were supported based on the findings
of our hypothesis testing. According to the findings,
customer, shipping, tracking, and return service positively
impact customer satisfaction. Customer satisfaction also
positively impacts customer behavioral intention. Results of
mediating hypothesis testing showed that customer
satisfaction indirectly mediates the relationship between
shipping service, return service, and customer service to
customer behavior intention. However, customer
satisfaction does not mediate the relationship between
tracking service and customer behavior intention (although
the direct effect of each variable is significant). This finding
implies that marketers must concentrate on increasing
customer satisfaction. It can be accomplished, in our
opinion, by improving the quality of customer service,
shipping, tracking, and return services to avoid customer
dissatisfaction, as it becomes the source of customer
satisfaction. We also demonstrated that good customer
behavior intention requires customer satisfaction. Again,
this result emphasized maintaining customer satisfaction in
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post-purchase service dimensions. Our findings revealed a
critical aspect of the quality of e-commerce services in
online businesses and generated new knowledge to improve
previous understanding of e-commerce service quality.

This study also improves e-commerce users' prior
knowledge of post-purchase shipping: shipping service,
tracking service, return service, and customer service
concerning customer behavior intention and satisfaction as
intervening variables. Although we supported the majority
of our hypotheses, we recognize that this study has
limitations. We restrict the survey to residents of a Special
Region of Yogyakarta, Indonesia, and use a single
marketplace with a small sample size. As a result, we
propose that future studies broaden the sample and research
setting beyond a single market. Future research needs to
expand the geographic scope of sample selection to improve
the sample representativeness and generalizability of the
research findings.
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