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Abstract

In recent years, information and communication technologies have exerted profound and wide-ranging
impacts on individuals' economic and social lives. One of the most significant of these impacts has been
the proliferation and prevalence of online and electronic purchasing. The intention to buy online refers
to consumers' propensity to make purchases via the internet, which is of paramount importance for
businesses today. In this domain, factors such as website quality, page design, and product detail display
play a decisive role in attracting and retaining customers. One of the most crucial elements in customer
acquisition and retention is customer satisfaction. Customer satisfaction is achieved when the products
and services provided meet or even exceed customers' expectations and desires. Satisfaction leads to an
increased inclination among customers for repeat purchases and product recommendations to others.
Furthermore, satisfaction results in heightened customer loyalty towards the business and its brand.
Loyalty constitutes a positive attitude and sentiment on the consumer's part towards the brand, leading
to repeated and continuous purchase of that brand by the customer. Numerous studies have
demonstrated that loyalty mediates the relationship between customer satisfaction and their intention
for repeat purchases. In other words, satisfaction enhances customer loyalty, which in turn reinforces
customers' intention to make repeat purchases. Given the burgeoning online purchasing market and
intense competition in this domain, it is imperative that online businesses, including sports retailers,
develop a profound understanding of the factors influencing customer satisfaction, loyalty, and purchase
intention. This understanding will enable them to design and implement effective strategies for
enhancing customer satisfaction and loyalty, consequently increasing purchase intention and gaining a
competitive edge over rivals. Conducting research in this area can provide businesses with the necessary
insights to achieve this critical objective.

The present research is an applied study conducted through a field survey. The statistical population
consists of all customers who have experience with online purchasing from sports retailers. By
searching the internet, a list of online sports retailers was compiled, and a number of them were
randomly selected across the country. After obtaining consent from customers, an electronic
questionnaire was randomly sent to them and subsequently collected. The G-power software was used
to determine the sample size. In the present study, three questionnaires were utilized: the Customer
Satisfaction questionnaire by Dorzi & Bahat (2018), the Customer Loyalty questionnaire by Zahir et al.
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(2011), and the Electronic Purchase Intention questionnaire by Chatter et al. (2008). The questions in
these questionnaires were based on a five-point Likert scale. The reliability of the questionnaires was
assessed using Cronbach's alpha, yielding values of 0.84 for customer satisfaction, 0.91 for customer
loyalty, and 0.88 for purchase intention. In this research, the SPSS26 and PLS3 were employed for data
analysis.

To assess convergent validity, statistical indices related to composite reliability, Cronbach's alpha, and
AVE were utilized. Additionally, the HTMT matrix was employed to examine discriminant validity.
The results indicated that the measurement model exhibited convergent and discriminant validity. Based
on the data, the effect of customer satisfaction on loyalty (T-Value = 37.641, § = 0.882) was positive
and significant. Moreover, the effect of customer satisfaction on purchase intention (T-Value = 6.122,
R = 0.299) was positive and significant. Furthermore, the effect of loyalty on purchase intention (T-
Value = 12.144, 8 = 0.649) was positive and significant. The coefficient of determination for the loyalty
variable was 0.778, and for the purchase intention variable, it was 0.853. Considering the benchmark
values, it can be stated that the effects of satisfaction on loyalty and purchase intention were strong and
substantial .To evaluate the quality of the measurement instruments, the redundancy index was utilized.
Given the obtained values for the loyalty variable (0.522) and the purchase intention variable (0.489),
as well as the positive redundancy validity values for all latent variables, it can be asserted that the
measurement model exhibited appropriate quality. Overall, based on the model fit indices, it can be
concluded that the structural model exhibited a strong fit. In examining the mediating role of the loyalty
variable between satisfaction and purchase intention, loyalty played a significant mediating role (T-
Value = 6.028, B = 0.573) in the causal relationship between satisfaction and customer purchase
intention.

The results indicated that customer satisfaction with online shopping has a positive and significant
impact on their loyalty to electronic sports stores. The obtained path coefficient was approximately
0.299. On the other hand, customer loyalty to electronic sports stores played a significant mediating
role in the relationship between their satisfaction with online shopping and their intention to make
another online purchase. The indirect path coefficient value was 0.573. Customer satisfaction with
online shopping leads to an increase in their loyalty to electronic stores. This developed loyalty, in turn,
leads to an increase in customers' intention to make another purchase from the same electronic stores.
In other words, customer loyalty mediates the relationship between their satisfaction with the previous
shopping experience and their intention to make another online purchase. Customer satisfaction with
the online shopping experience increases their loyalty to online stores. In other words, the more satisfied
customers are with online shopping, the more loyal they become to virtual stores. Now, this increased
loyalty, in turn, leads to strengthening the customer's intention and desire for another online purchase.
Therefore, customer loyalty plays a mediating role in the relationship between satisfaction and intention
for another online purchase. Overall, the findings of the present study showed that customer satisfaction
with the online shopping experience plays an essential role in shaping their loyalty to online stores and
their decision to make another purchase. Given the importance of customer satisfaction in the online
shopping process, it is recommended that virtual store managers identify and strengthen the influential
factors on it to enhance customer satisfaction and loyalty, ensuring long-term sales and profitability. On
the other hand, managers and marketing specialists of sports stores should focus specifically on
customer satisfaction and loyalty to influence their online shopping behavior and ultimately enhance
their sales and profitability.
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38 79 220 171 357 ASe 158 e R o
diploma Married
s 5 .
213 445 21530 123 257 L 78 163 S 491 235 o
AD single
Ll
147 307 3140 56 117 Law 152 317 5‘;3 s) | >Gender
.OC
i 9k o) Sy
64 134 41550 129 26.9 65 13.6 233 48.6
e M.S Male
e »
17 35 W50 2% 54 S oug 514 2
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Table 2. The average variances extracted from the structures and reliabilities

ou w- -
e e Eligys Wl e e Indices
Result Criterion Cronbach’s Result Criterion CR AVE
alpha s yicio
Variables
Lgd.;.n;"/antb)
0.844 0.844 0.643 . .
satisfaction
= = sl
9 Q9 o Q9 SHE
[ 0.908 ; 8 0.908 0.831
- = 0.70 ” = 0.70 Loyalty
D O D O N "
o o Q> dad
(o] (9]
0.881 0.882 0.651 purchase
intention
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Table 3. Discriminant Validity Test via the (HTMT) Criterion

satisfaction / guwegls, Loyalty / s,lelg S Mﬁ _ _ L o
purchase intention Variables
A, dab
purchase intention
lols
0.013 S
Loyalty
wlols
0.882 0.872 e
satisfaction
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Table 4. Research hypotheses

37.641 T-Value The customer satisfaction on customer loyalty First hypothesis
0.299 B 5 8
Olrie &y aad p ol i gatecols) Péo wj
6.123 T-Value  Customer satisfaction on customer purchase intention econa
hypothesis
0.649 R UL‘)"""""‘ JJ)DMB)JULJW Lg)bléj L.
Customer loyalty depends on customer purchase P S

12.144 T-Value yaity |$1 tention P Third hypothesis

Sl o e g caie (BAIAAY s T-Value= YVIEFY) g lolsg » o\l yiie gaiacols, 51F Jgox slaosls Lulul 5
S omiza 0l o o sme g i (B4/Y29 5 T-ValUB= £/V YY) ()L i 0y 3 auad p saielols, 31058 saw
oy Syl p s Aslol jo 0l e b sae g cie (Be/2FA g T-Value= Y YNV FF) 55 oL e oy 5 el (5l
150950 e (il jlg 5l ao o diz il a4 el i o o () LSl Jow il sl el 1 (SO ol el s

(O J992) 09d g0 (el a0 e dansgs



_ 1FeY Gl ipyle 05bowi ip sl 099 333 1L Gl aolikad

e (ot s e B Jgux
Table 5. The value of the coefficient of determination of the model

A Cardyg o Confroiantaf
. . oemcient o
status =

Result Criterion Dete rmination
W50y By 5y stecald) seite G weak s 0.778) loyalty / ¢ 55,

il 553 ake/ken 0.19 -
The variable of customer satisfaction has ~ medium/lawgxs 0.33 purchase intention /o, > .
a strong impact on customer loyalty and Strong / s 53 0.67 0.853)

purchase intention
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Table 6. Research construct Communality index

I LI statistic
1-SSE/SSO SSE SSO
constructs /e ;Lw
— 1437 1437 satisfaction / saiscols,
0.522 458.389 958 loyalty /s st
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Table 7. Findings of the examination of the validity of research constructs
NFI  Chi-Square d_G d_ULS SRMR I A3l sla sl
model fit indices
odelawsay polie
The obtained values
0.90 VL — 095 ,; 095,; 0.08 Criterion /S

0.981 62.581 0.025 0.018 0.020
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Figure 2. Causal relationship of variables in standard mode
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Figure 3. Causal relationship of variables in a significant
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Table 8. Indirect effects of variables

adimso poé 1 (4] 30 Wiy yuisio e g 185 5] isie
P-Value T-Value  The amount of Dependent Mediating  influencing
indirect effect variable variable variable
S 8 (NE] o ls
0.001 6.028 0573 b <° S
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