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ABSTRACT ARTICLE HISTORY
Millennial purchases of footwear products online have grown in South Africa.  Received 6 October 2023
Consequently, retailers in the country should develop increased knowledge of these Revised 14 December
consumers’ online expectations to strengthen their satisfaction and future loyalty 2023 d

intentions. The study aimed to explore the factors influencing millennial consumers’ Accepted 27 May 2024
e-satisfaction and e-loyalty when buying footwear online in South Africa. An enhanced KEYWORDS
understanding is required of the factors impacting millennial consumers’ e-service E-service experience;
experiences and e-trust behaviour, and their influence on e-satisfaction when purchasing e-security; e-privacy;
footwear online. Data were collected from 248 respondents who bought footwear e-trust; e-satisfaction;
online over the past year. An online questionnaire and structural equation modelling ~ 2ttitudinal loyalty;
were used to measure the hypotheses. In terms of the findings, website design secured behavioural loyalty
the most significant impact on customer e-service experience, when buying footwear SUBJECT

through an online platform. In addition, it was established that e-satisfaction significantly Multidisciplinary;
impacted millennial consumers’ e-loyalty when buying footwear online. As such, it is Psychology, Business,
imperative for online retailers targeting millennials to ensure a superior online shopping Management and
experience that will exceed their expectations. This will enhance the overall e-satisfaction Accounting, Technical
experience of millennials and ultimately positively influence their attitudinal loyalty (AL) ~ Communication

towards the retailer. REVIEWING EDITOR
Kaouther Kooli,
IMPACT STATEMENT Bournemouth University,

Designer footwear has become the ultimate status symbol for millennials and this United Kingdom of Great
consumer cohort is spending more money on clothing and footwear than any other  Britain and Northern
consumer cohort in South Africa (Morency, 2018). Footwear is starting to feature as a Ireland
prominent segment in the online purchases of apparel among millennials (BMI, 2022,
GlobalData, 2022; Statista, 2023).

Millennials (born between 1985 and 2000) in South Africa are spending more money

on clothing and footwear than any other consumer group (Biron, 2017; Shezi & Redda,

2022). This consumer cohort is fashion-conscious and has shown a strong preference

for fashion brands (Eytan, 2019). According to Duggan (2021), millennials spend on

average about one sixth of their monthly budget on clothing and footwear and are
specifically purchasing online (Swiegers, 2018). To reach this target market, online

retailers need to identify the online needs of this cohort through an understanding of

e-service quality and e-trust to secure the e-satisfaction of the millennial market. Ting

et al. (2016) concur stating that a positive e-service experience will increase customer
satisfaction and result in repeat purchases. Superior e-service quality results in
e-satisfaction, while e-trust enhances e-satisfaction (Purnamasari, 2018). As such when
consumers (such as Millennials) are satisfied with an online retailer, this satisfaction

creates the perception that the retailer is trustworthy (Chou et al., 2015; Krishnadas &
Renganathan, 2022). Considering this, an understanding of the factors that influence
millennials’ e-service experience and e-trust behaviour and their impact on e-satisfaction

is of importance to South African retailers. Specifically considering that it will enable

online retailers to retain loyal customers and increase overall retailer profitability in the

long term. The results of the statistical analysis revealed that e-service quality dimensions

are an important element of online shopping that hs a significant positive influence on

the e-service experience of millennial consumers online purchase of footwear. In

addition, e-satisfaction was also found to be an important element of online shopping

that has a significant positive influence on the attitudinal loyalty (AL) of millennial
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consumers purchasing footwear online. The main recommendations for online retailers
is i) to invest in website personalisation functionalities that create a unique digital
experience for an online visitor, ii) to incorporate price comparison features over
promotional seasons to entice consumers to purchase from their online store over their
competitors and iii) implement voice search functionalities to create real-time voice
user interfaces and use live video chat services to update consumers on their purchase
and the status of their orders.

1. Introduction

E-loyalty has been extensively validated in marketing literature as an outcome of e-satisfaction (Juwaini
et al,, 2022; Lépez-Miguens & Vazquez, 2017). Numerous scholars (e.g. Kaya et al.,, 2019; M. A. Khan et al.,
2019) have confirmed that customers’ future e-loyalty is guided by their e-satisfaction experiences when
purchasing online. Consequently, a deeper understanding of e-satisfaction and its impact on attitudinal
and behavioural loyalty in a competitive environment, such as online retail, is required. Rodriguez et al.
(2020) referred to e-loyalty as customers’ online willingness to secure continuous purchases of a product
in the future. The outcome is the unremitting purchase of and support for specific product types or
brands, although competitor brands are making similar products available. Consequently, knowledge on
e-satisfaction, its precursors and outcomes is critical to strengthen the future e-loyalty of online custom-
ers, such as millennials. This is imperative considering that the millennial cohort (born between 1985 and
2000) in South Africa is spending more money on clothing and footwear than any other consumer group
(Biron, 2017). According to Duggan (2021), millennials spend on average one sixth of their monthly bud-
get on clothing and footwear and are specifically purchasing online (Swiegers, 2018). This consumer
cohort is fashion-conscious and has shown a strong preference for fashion brands (Eytan, 2019). According
to Duggan (2021), millennials spend on average about one sixth of their monthly budget on clothing
and footwear and are specifically purchasing online (Swiegers, 2018). To reach this target market, online
retailers need to identify the online needs of this cohort through an understanding of e-service quality
and e-trust to secure the e-satisfaction of the millennial market. Ting et al. (2016) concur stating that a
positive e-service experience will increase customer satisfaction and result in repeat purchases. Superior
e-service quality results in e-satisfaction, while e-trust enhances e-satisfaction (Purnamasari, 2018). As
such when consumers (such as Millennials) are satisfied with an online retailer, this satisfaction creates
the perception that the retailer is trustworthy (Chou et al, 2015; Krishnadas & Renganathan, 2022).
Therefore, to reach the millennial market, online retailers need to identify their online needs through an
understanding of e-service quality, e-service experience and e-trust to secure their e-satisfaction and
ultimately their e-loyalty.

Ting et al. (2016) and Juwaini et al. (2022) stated that a positive e-service experience will also increase
customer satisfaction which could result in repeat purchases. Superior e-service quality results in
e-satisfaction, while e-trust enhances e-satisfaction (Purnamasari, 2018). When consumers are satisfied
with an online retailer, this satisfaction creates the perception that the retailer is trustworthy (Wani et al.,
2023). Customer satisfaction is also validated as a cognitive construct where consumers compare the
service quality received based on their expectations. Various studies have addressed the positive relation-
ship between e-satisfaction and e-loyalty (Azhar & Bashir, 2018; Al Amin et al., 2023). Therefore, consum-
ers who are highly satisfied with the product or service of an online retailer tend to display high levels
of loyalty and will repeatedly purchase products or services from the same retailer (Purnamasari, 2018).
Marketing scholars, such as Malhotra et al. (2021) concur and state that a deeper understanding of the
factors impacting e-satisfaction is required, as it can provide guidance on online customers’ future
e-loyalty intentions (Gupta et al, 2019). Emamdin et al. (2020) and Wani and Mushtaq (2019) agree,
arguing that the future e-loyalty intentions of online customers (e.g. millennials) are guided by their level
of e-satisfaction when purchasing from an online platform. The results that accrue from these studies are
critical, since they validate the importance of e-satisfaction as a stimulant of future e-loyalty intentions.
Furthermore, e-satisfaction is considered important for strengthening the e-satisfaction and e-loyalty
relationship (Juwaini et al, 2022). The delicate nature of the e-satisfaction and e-loyalty relationship is
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the result of increased customer expectations towards e-trust and e-service experience when using an
online platform (Wani et al., 2023).

Asih and Pratomo (2018) purported that the level of satisfaction of online customers (specifically mil-
lennials) is increasingly guided by their level of trust towards the online platform as well as their overall
experience when using the platform (Emamdin et al., 2020). This argument aligns with the findings of
Bailusy et al. (2022), stating that millennials increasingly need honesty and transparency when purchas-
ing through an online platform. Therefore, these customers are more likely to attain increased levels of
e-satisfaction when they believe that the online store has incorporated security measures to safeguard
internet shoppers purchasing online and when the online store has a secure online paying system
(Hatane et al.,, 2019). This implies that online customers (e.g. millennials) have a greater intent to be loyal
to an online retailer if their need for online safety and a fluent online experience are satisfied (Al-Khayyal
et al, 2020). However, a new school of thought has emerged, arguing that the strengthening of future
customers’ e-loyalty will be guided by their desire for greater online privacy and engagement when
purchasing online (Annisa Islam & Ezni Balgiah, 2021; Parihar et al., 2019). In addition, Al-Khayyal et al.
(2020) and Juwaini et al. (2022) confirmed that the strengthening of the e-satisfaction and e-loyalty
relationship will depend on online retailers’ ability to provide a trustworthy online experience. Such an
experience needs to be characterised by the online retailer’s ability to safeguard transactional informa-
tion from inadvertently being changed or destroyed during transmission on the internet, that the online
retailer offers a secure online paying system, that the online store is capable of managing online hijack-
ings, and that the online store protects online transactions through a state-of-the-art security system
(Giao et al., 2020; M. A. Khan et al., 2019).

Relationship marketing research has extensively explored the direct relationship between e-satisfaction
and e-loyalty in banking or tourism settings (S. A. Khan et al, 2021; Mahadin et al, 2020a; Ul Hag &
Awan, 2020). Moreover, e-trust and e-service experience have been explored as antecedents to e-loyalty,
word of mouth, loyalty and repurchase intention in multiple settings (Ghosh, 2022; Zia et al., 2022). Yet,
limited studies have explored e-service quality as a multidimensional antecedent to e-service experience,
and e-service experience and e-trust as unidimensional precursors to e-satisfaction in an emerging
African market context. Furthermore, the interrelationships between the constructs in this study’s pro-
posed model have not been explored in their entirety in the context of the online purchase of footwear
in South Africa. Investigating such relationships is imperative, since online millennial customers’ e-loyalty
reflects a continuous intention to repurchase a product in the future (Li et al., 2022). Additionally, inves-
tigating the hypothesised relationships is necessary in a highly competitive online retail environment in
an emerging African market, such as South Africa, where the loyalty of online retail customers like mil-
lennials cannot be guaranteed. Subsequently, e-satisfaction directly impacts online retail millennial cus-
tomers’ future loyalty intentions, thereby directly influencing the future existence of online retailers
(Emamdin et al., 2020).

The general significance of e-satisfaction and its relationship with e-loyalty have been widely studied
over the past decade (Kesharwani, 2023; Rodriguez et al., 2020). Nevertheless, limited research has been
conducted assessing the relationships between e-satisfaction, its precursors and postcursor (i.e. e-loyalty)
in an online retailer context and exploring these relationships from an online footwear purchasing per-
spective in South Africa remains unexplored. To explore this research gap, this study’s primary focus is to
establish the factors influencing millennial consumers’ e-satisfaction and e-loyalty when purchasing foot-
wear online. South Africa’s online retailer industry is the focus of this study, where elevated levels of
competition are relevant (Larkin, 2022; Mordor Intelligence, 2022; Research & Markets, 2021). In addition,
there are low switching barriers in the industry, highlighting the need to develop knowledge of the fac-
tors that influence millennial customers’ e-satisfaction and e-loyalty. By securing such knowledge, online
retailers in South Africa will be empowered to enhance millennial customers’ overall e-service experience
and e-satisfaction levels, which could lead to positive future loyalty intentions. Emamdin et al. (2020) and
Racbhini et al. (2021) argued that e-satisfaction is a differentiator that could enhance millennial custom-
ers’ future willingness to remain dedicated to an online retailer. Such dedication could enhance future
loyalty intention, thereby increasing the sustainability of an online retailer in a competitive South African
retail industry. Therefore, scholars, such as Li et al. (2022) and De Silva and Wijesundara (2023) argue in
favour of continued research on the factors that influence the e-satisfaction of millennial customers
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purchasing online and its ultimate impact on their e-loyalty in an emerging market context. They argue
that such research is important to secure the future survival of the online retail industry in emerging
markets.

The study contributes to theory since it confirms the importance of two theories (i.e. social contract
theory and expectation confirmation theory) in an evolutionary online setting in South Africa. In addi-
tion, the research confirms the importance of nurturing e-service quality, e-service experience and e-trust
in enhancing the relationships between e-satisfaction and e-loyalty. Furthermore, the study recommends
a model that confirms the relationships between e-satisfaction, its antecedents, and postcedents in an
online retailing context in an emerging market, such as South Africa. Regarding its practical contribution,
the study guides online retailers in developing enhanced knowledge of the factors that impact
e-satisfaction and how e-satisfaction can enhance online customers’ future e-loyalty intentions. Online
retailers can also obtain increased knowledge of the role of e-satisfaction and its impact on the different
dimensions of e-loyalty in an online retail context.

This article initiates an overview of the problem being explored and the need for the research prob-
lem under investigation. This is followed by the different theories applied to the study and the validation
of the different hypotheses proposed. Furthermore, the methodology applied, the study’s results, the
theoretical contributions, and the managerial implications flowing from the study are discussed.

2. Theoretical framework

South Africa’s footwear industry is well developed, centring on manufacturing and distributing of domes-
tic and international brands (Research & Markets, 2022). In 2022, the industry recorded total sales of
US$2.2 billion (approximately R37.4 billion), and is expected to grow by 3.17% between 2023 and 2027
(Statista, 2023). From an online perspective, the online footwear sector in South Africa forms a small
percentage of the footwear sector (2%) and it is predicated that 8% of overall revenue in the footwear
sector will be created from online sales by 2024 (Statista, 2022). In South Africa, the footwear and apparel
industry is a division of the clothing, textile, footwear and leather goods sector. Furthermore, there are
approximately 11,000 people in the employ of the South African footwear retail sector, a labour-focused
sector in the country (Who Owns Whom, 2019, p. 1). Moreover, in South Africa, the footwear retail mar-
ket includes income from sales made from children’s, women’s and men’s footwear (Allied Market
Research, 2019). There are around 184 footwear makers and around 100 cut, make and trim industrial
units and component producers that feed into the industry supply chain (Who Owns Whom, 2019)

3. Theoretical framework and hypotheses testing
3.1. Social contract theory

A social contract is a legitimate pact between exchange partners that protects each partner from being
negatively influenced by practices, such as exploitation (Weber, 2014). Compared formal contracts, social
contracts are informal and guide exchange partners to manage conflict in a fair and orderly manner
(Loewe et al., 2021). The aim of social contract theory is to inform individuals how to behave when they
are requested to share their personal information (Smith et al, 2009). Therefore, social contract theory
stipulates that in an online environment, the collection and provision of personal information needs to
be managed in a professional manner that is characterised by the desire to care and protect (Vermanen
et al., 2022; Martin, 2016). In the context of online purchasing, scholars (e.g. Salminen et al., 2018) argue
that social contract theory reflects an arrangement between suppliers and customers. In such an arrange-
ment, the customer is requested to disclose private information and, in return, the business (e.g. the
retailer) is required to safeguard customers from sharing customers’ personal data with third parties with-
out customers’ approval.

3.2. Expectation confirmation theory

Expectation confirmation theory is built on the principle of evaluation and comparison, since individuals
base their judgement of performance on assessment or comparison (Biswas et al, 2019). The theory
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further posits that should a service provider’s performance be in excess of previous performance out-
comes secured, positive disconfirmation is achieved, which enhances satisfaction levels (Grimmelikhuijsen
& Porumbescu, 2017; Qazi et al., 2017). Consequently, expectation confirmation theory is crucial when
exploring customer expectations towards e-satisfaction and e-loyalty (Al-Maghrabi et al., 2011). Wu et al.
(2020) concurred, stating that a business’s ability to go beyond customers’ e-satisfaction expectations is
contained in the business's capacity to develop knowledge of how customer expectations are created
and affected. In the context of online retailing, H. Tang et al. (2017) purported that expectation and
disconfirmation work together, having a contrasting effect on e-satisfaction. This implies that positive
disconfirmation is the outcome when performance is higher than expectation, while negative disconfir-
mation is the outcome of performance being below individual expectation (Forero & Gémez, 2017;
Venkatesh & Goyal, 2010). In summary, should the expected performance of a product, such as footwear,
purchase online be in excess of pre-purchase expectation levels (confirmation), higher levels of
e-satisfaction and eventually e-loyalty can be secured (Chen & Chang, 2018; H. H. Huang, 2015; H. Tang
et al.,, 2017).

3.3. An overview of the key constructs in the study

E-service experience refers to the degree to which a web page enables seamless and effective shopping,
purchasing, and delivery of products and services (Z. Huang et al., 2019). E-service quality comprises four
dimensions that make up overall e-service quality, namely efficiency, fulfilment, reliability and website/
application (app) design. Efficiency refers to a customer’s ability to easily steer, explore and look through
a web page to obtain knowledge regarding a product or service (Indeche, 2017). Through the provision
of a quality experience founded on efficiency, online consumers are guaranteed a well-organised,
well-structured, manoeuvrable website or app with brief and clear content and conditions to secure a
positive e-service experience (Sheu & Chang, 2022).

Fulfilment relates to the degree to which a website or app declaration relating to order delivery and
item availability are achieved (Hizam & Ahmed, 2019). Ighomereho et al. (2023) validated fulfilment as a
key element that secures high levels of positive e-service experience to online consumers, such as mil-
lennials. Furthermore, marketing scholars, such as Kesharwani (2020), maintain that reliability infers the
ability of a website or app to correctly deliver on the pledged services and secure an accurate online
transaction security. Raza et al. (2020) concur stating that reliability signifies the need to secure truthful
information regarding products and orders, the ability of the website or app to finalise a purchase
dependably and accurately, and the capability of the online retailer to reply to queries fast and profes-
sionally Website or app design encompasses characteristics including graphics, frames, pop-up windows,
search engine configuration, text, site layout dimensions and media dimensions that guide consumers’
decisions to buy a product online (Akram et al., 2018). Concerning the study, millennials perceive a web-
site or app design as physical evidence of a retailer’s ability to provide a painless service experience
(Schauer, 2022). Hence, such assessments indicate the total online service experience delivered by the
website or app (Zhuang et al., 2021). Gosh described e-service experience as ‘electronic offerings’ secured
through the internet that complete tasks, solve problems or conduct online transactions. As such, schol-
ars, such as Companjon (2021) and Li et al. (2022) argued that millennials crave an eloquent and reward-
ing online shopping experience when buying online and not just an impersonal online transaction
experience. Consequently, e-service experience is an online element that can be used to generate
e-satisfaction and loyalty.

As per Kumar and Ayodeji (2021), trust is a positive feeling towards a supplier that stimulates cus-
tomer intent to buy products online. In this study, e-trust is founded on online security (e-security)
and online privacy. E-security is associated with the guarding of financial information, such as credit
card numbers and account details, during online purchases (Ha & Pan, 2018). Online privacy, on the
other hand, is a consumers’ readiness to disclose information over the internet to finalise a purchase
made online (Trivedi & Yadav, 2020). Melinda et al. (2023) described e-satisfaction as customers’
assessment of whether a product or service has reached their expectations. An understanding of
e-satisfaction is important in building long-term relationships with customers as it provides perspec-
tive on how customer expectations are developed and influenced (Wu et al., 2020). Finally, according
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to Shafiee and Bazargan (2018), e-loyalty involves securing a positive attitude towards a product,
brand or a retailer. Sharma et al. (2019) added that e-loyalty embraces an approach of repeat purchas-
ing through an online platform. In the context of this study, e-loyalty consists of attitudinal and
behavioural loyalty. Attitudinal loyalty (AL) relates to a sense of belongingness that a consumer devel-
ops towards a product or brand (Sadeghi Boroujerdi et al., 2023). Behavioural loyalty, on the other
hand, embraces a deeper understanding of consumer intent to purchase online, the rate of online
purchases made as well as the rate of recurrence of online footwear purchases amongst millennial
consumers.

4. Theoretical model development
4.1. The interrelationship between efficiency and e-service experience

In marketing literature, efficiency is the ease and speed of accessing and operating a website (Firdous &
Farooqi, 2019). Efficiency has relevance in the online buying process since it stimulates online users to
utilise the provided electronic platform effortlessly and efficiently more regularly (Ligaraba et al., 2023).
Shared (2019) concurred, stating that an efficient website enables consumers to find their desired prod-
uct and information associated with it and to be able to check out and complete the purchase with
nominal effort. Purwianti and Jeslyn (2021) added that if the functionality of an online platform does not
meet millennials’ expectancies, they are quick to explore alternate channels to secure an online purchase.
Millennials therefore seldom blame themselves for an inefficient unresponsive website, compared to
older users who mostly blame themselves for problems experienced with an online platform. Based on
these findings, it is hypothesised that:

H1: Efficiency has a significant and positive impact on the e-service experiences of millennial customers purchasing
footwear online.

4.2. The interrelationship between fulfilment and e-service experience

The element of fulfilment integrates the accuracy of service promised, the availability of products or
stock in hand, and being able to sell the products to consumers in the promised time (Sukendi et al.,
2021). According to Veloso et al. (2020), e-service experience is influenced by the fulfilment process,
where dimensions, such as stock availability, punctuality and reliability are inserted. Although price is
one of the reasons why millennials utilise online shopping, they still consider fast and reliable delivery
and stock availability to be important (PwC, 2021). Therefore, to achieve maximum levels of fulfilment,
millennials require online platforms to be effective from the processing of information and transportation
of the purchased product to its delivery address, which influences e-service experiences (Veloso et al.,
2020). Based on these findings, it is hypothesised that:

H2: Fulfilment has a significant and positive impact on the e-service experiences of millennial customers purchasing
footwear online.

4.3. The interrelationship between reliability and e-service experience

Reliability is the capability of delivering the requested task or service dependably, consistently, and accu-
rately (Kusdibyo & Februadi, 2019; Al-Rubaye et al.,, 2023). It is related to fulfilling promises made to
customers regarding services and products so that customers’ expectations are exceeded. Esmaeilpour
et al. (2017) postulated that reliability also includes showing an interest in solving customer problems
first time and providing regular updates on the status of their purchase, which influences their e-service
experience. According to Putra et al. (2021), millennials are the most emotional and least loyal consumer
group and are heavily reliant on a satisfactory experience when engaging with an online store for the
first time. This consumer group is deemed to have high service expectations regarding order fulfilment,
timely service and prompt responses when purchasing online (Halim & Malelak, 2021). As such, reliability
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is deemed an important element of e-service quality that influences e-service experience (Vatolkina
et al, 2020). Based on these findings, it is hypothesised that:

H3: Reliability has a significant and positive impact on the e-service experiences of millennial customers purchasing
footwear online.

4.4. The interrelationship between website design and e-service experience

Website design is an essential element in determining the success or failure of online shopping. It can
refer to the aesthetics or general layout of a website, the user interface, and the use of visuals on the
website, which impact customers’ online shopping experiences (Rita et al, 2019). Furthermore, visual
aspects, such as colour combinations, layouts and appealing font size, attract millennials to visit the
website and create an experience for them. Millennials tend to focus on the overall appearance of the
website first, rather than the actual product when visiting an online store (Sukendi et al, 2021).
Anaya-Sanchez et al. (2020) stated that web design is a determining factor in user adoption for millen-
nials and significantly impacts their purchase decisions. Furthermore, Fadli et al. (2023) asserted that
website design should not only be about layout and aesthetics, but should also include elements, such
as navigation and functionality, which create a pleasant online experience for millennials. Based on these
findings, it is hypothesised that:

H4: Website design has a significant and positive impact on the e-service experiences of millennial customers pur-
chasing footwear online.

4.5. The interrelationship between online security and e-trust

E-security is about safety and being secure from possible online threats. Lim et al. (2023) and Vasic¢
et al. referred to e-security as the website’s ability to protect consumers’ personal information from
unauthorised disclosure. It concerns the protection of personal data from online fraud and unwanted
intruders. In addition, e-security issues are also perceived as barriers for consumers, such as millennials
to trust an online retailer (Hussein, 2019). Ecommerce Pro (2019) suggests that millennials are techno-
logically savvy, have sound knowledge of digital platforms and prefer to make purchases online,
although this consumer group still has concerns over the safety and security of online transactions.
Mitek (2021) concurred, stating that millennials want their personal information to be confidential and
fear being exposed to fraudulent online behaviour. Consequently, in an online purchase context,
e-security is perceived as a foundation for e-trust building in the online retail space. Based on these
findings, it is hypothesised that:

H5: Online security has a significant and positive impact on the e-trust of millennial customers purchasing footwear
online.

4.6. The interrelationship between online privacy and e-trust

Online privacy is an individuals’ ability to control the terms and conditions under which their personal
information is collected, distributed and used (Y. Wang & Herrando, 2019). Zhu et al. (2022) stated that
a general lack of control over online consumers’ private information and/or from doubts about how
retailers will distribute their data to third parties is the root of consumer online privacy concerns.
According to Internet Innovation Alliance (2019), there is growing concern amongst millennials on how
online tech companies access online data and location information for commercial purposes. Therefore,
when millennials have high privacy awareness, it affects their attitude towards online purchases
(Hendriana et al., 2021). Furthermore, the lack of privacy in online retail shopping negatively affects the
e-trust of consumers, such as millennials (Kim & Kim, 2020). Consequently, it is hypothesised that:

H6: Online privacy has a significant and positive impact on the e-trust of millennial customers purchasing footwear
online.
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4.7. The interrelationship between online service experience and e-satisfaction

E-service experience dimensions determine the overall evaluation of the quality of that service in the
virtual marketplace. According to Jaiswal and Singh (2020) and Rita et al. (2019), e-satisfaction is the
result of a good customer online service experience pre-transaction, transaction and post-transaction and
plays an important role in influencing customers’ future purchase behaviour. For millennials, e-service
experience is an ‘electronic offering’ made available via the internet enabling them to complete tasks or
conduct online transactions efficiently and securely (Simamora & Islami, 2023). This generational cohort
values an efficient online platform that offers a quick and easy navigational system to ensure their over-
all service satisfaction with the online experience (Yanez et al, 2022). Prior literature has confirmed a
significant relationship between customer e-service experience and customer e-satisfaction (Jaiswal &
Singh, 2020; Masturoh & Djumahir, 2020; V. Naidoo & Botsi, 2021). Isa et al. (2020) argued that e-service
experience positively impacts e-satisfaction and has a strong influence on the intention to make a future
online purchase. Based on these findings, it is hypothesised that:

H7: Online service experience has a significant and positive impact on the e-satisfaction of millennial customers
purchasing footwear online.

4.8. The interrelationship between e-trust and e-satisfaction

E-trust refers to buyers’ confidence that sellers will not take advantage of a transaction; sellers are
expected to be ethical, dependable and fulfil their commitments (Prahiawan et al., 2021; Wilis &
Nurwulandari, 2020). In addition, e-trust is the expectation or confidence that buyers can rely on sellers
to act ethically regarding the purchases made online (Emamdin et al., 2020). For the millennial genera-
tional cohort, e-trust is the mechanism that relieves the uncertainty of purchasing online and influences
online transactions (Dewanta et al., 2023). Moreover, this consumer group’s e-satisfaction is achieved
when it feels comfortable with making a purchase over the internet and feels confidence and security
towards the online purchase. Hence, e-trust is a strong predictor of e-satisfaction in online retailing (Bhat
& Darzi, 2020; Tran & Vu, 2019) and strengthens long-term commitment (Roberts-Lombard et al., 2017).
Based on these findings, it is hypothesised that:

H8: E-trust has a significant and positive impact on the e-satisfaction of millennial customers purchasing footwear
online.

4.9. The interrelationship between online satisfaction and attitudinal loyalty

AL is the continuous relationship between a customer and a brand or business (Yao, 2019). This type of
loyalty entails different factors, such as commitment, trust and emotional attachment towards the brand
or retailer (Bisschoff, 2020). Ayuni (2019) argued that the millennial consumer cohort has a unique AL
towards brands. Millennials are most satisfied with brands or retailers that offer what is important to
them and what they value in life (Dolan, 2021). These consumers always develop brand loyalty if they
trust the brand, but that loyalty may only last for a limited period due to exposure to multiple price
promotions and alternatives (Carvalhas, 2021). Therefore, Lavuri et al. (2023) posited that AL for millen-
nials is the most vital loyalty behaviour because it ensures long-lasting relationships between retailers
and millennial consumers. Based on these findings, it is hypothesised that:

H9: Online satisfaction has a significant and positive impact on the attitudinal loyalty of millennial customers pur-
chasing footwear online.

4.10. The interrelationship between online satisfaction and behavioural loyalty

Behavioural loyalty refers to the degree to which consumers are committed to a brand or retailer, con-
sidering the emotional component that would influence consumers to switch to an alternative brand or
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Figure 1. Proposed theoretical model. Source: Researchers’ own construct.

retailer (Mardaleta et al., 2022). Consequently, behavioural loyalty is mostly demonstrated in repeat pur-
chase and usage behaviour, which indicate customer satisfaction (Rita et al., 2019). Drenik (2019) postu-
lated that millennials are only satisfied with brands and online retailers that they perceive to be relevant
and authentic. Moreover, Mgiba and Nyamande (2020) argued that millennials rely heavily on word-of-
mouth recommendations and referrals before purchasing a product. This suggests that consumers influ-
ence other potential consumers by expressing their views on a retailer and its products. Based on these
findings, it is hypothesised that:

H10: Online satisfaction has a significant and positive impact on the behavioural loyalty of millennial customers
purchasing footwear online.

The proposed hypothesised relationships in the study are illustrated by Figure 1.

5. Methodology

The study’s target population was South African millennials aged 18-34 at the time of the study who
purchased footwear online in the past 12months. A sample size of 260 were targeted, but only 248
usable questionnaires could be used for data analysis purposes. This sample size is within the minimum
sample range of 200-450 recommended by Hair et al. (2010) and Malhotra (2010). Screening questions
were applied to ensure the sample met the set requirements to partake in the study and the study
intended to generate quantitative data to deliver findings that could be generalised.

A self-administered questionnaire was used in the study and was distributed to online footwear con-
sumers via an electronic channel, such as email or social media (Google Forms, Facebook, LinkedIn and
Instagram), and at high-traffic malls in Gauteng. The study included respondents from Johannesburg,
Ekurhuleni and Pretoria in Gauteng (Statistics South Africa, 2021). The study used a non-probability con-
venience sampling technique. The questionnaire included a foreword that orientated the respondents
towards the nature of the study and their rights, followed by sections measuring respondents’ demo-
graphics and online purchasing behaviour towards footwear. Also, full consent to participate in the study
was secured from respondents as they had to provide permission on the pre-ample of the questionnaire,
prior to completion of the questionnaire.

The items applied to measure the different constructs in the study were adapted from existing mea-
sures used by Chauke (2014) (as referred to in Table 1). A seven-point Likert-type scale was used to
measure the level of agreement for the items tested in the study, where one signified ‘strongly disagree’
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Table 1. Constructs and items.
Key constructs Item count Source

Efficiency 5 Turk et al. (2012)
Fulfilment 5 Tirk et al. (2012)
Reliability 4 Ting et al. (2016)
Website design 5 Noorshella et al. (2015)
E-service experience 5 Chou et al. (2015)
E-security 5 Chou et al. (2015)
E-privacy 5 Chou et al. (2015)
E-trust 5 Chou et al. (2015)
E-satisfaction 5 Chou et al. (2015)
Attitudinal loyalty 5 Hong and Cho (2011)
Behavioural loyalty 5 Tankovic and Benazic (2018)
Source: Researchers’ own construct.

Table 2. Cronbach’s alpha scores per construct.

Key construct Cronbach’s alpha value
Efficiency 0.869
Fulfilment 0.856
Reliability 0.929
Website design 0.900
E-service experience 0.925
E-security 0.927
E-privacy 0.910

E-trust 0.890
E-satisfaction 0.948
E-loyalty 0.900

Source: Researchers’ own construct.

and seven signified ‘strongly agree’ with respect to items measuring efficiency, fulfilment, reliability, web-
site design, e-service experience, e-security, e-privacy, e-trust, e-satisfaction, AL and behav