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1. Introduction

In the contemporary digital landscape, e-commerce marketplace platforms serve as important
intermediaries that facilitate seamless online transactions between buyers and sellers [Yoo, Jeon,
Han, 2016]. Designed to streamline transactions and enhance user experience, these platforms
integrate various features, such as online storefronts, secure payment systems, and responsive
customer support. By catering to participants across different industries, e-commerce marketplace
platforms have garnered widespread adoption, supporting transactions ranging from traditional e-
commerce to specialized professional services and secondhand markets. Operating as virtual
commerce, platforms like Amazon and eBay aggregate sellers, offering consumers a wide selection
of products and services. User-generated content, including ratings and reviews, plays a crucial role
in informing purchasing decisions and building trust [Hu, Krishen, 2019]. Flexible business models
and advanced technological integration enhance user experience and streamline operations.

At the core of e-commerce marketplace platforms lies a robust technical infrastructure that
facilitates seamless transaction processing, secure payments, and intelligent recommendation
algorithms. To remain competitive, these platforms continuously pursue technological
advancements, prioritizing e-service quality (e-SQ) and customer satisfaction (CS) amid rising
competition. Recognizing their pivotal role, e-commerce marketplace platforms understand that e-
SQ and CS are essential for building e-trust and fostering repeat usage as they influence customer
retention, brand reputation, and market differentiation.

Exploring the interplay between service quality, CS, trust, and continuous usage intention (CUI)
offers valuable insights. Studies have demonstrated that service quality is a crucial factor
influencing CS, trust, and CUI, while CS and trust are key predictors of CUI across various fields
[ Keating et al, 2011; Rita, Oliveira et al, 2019; Hghkhah et al., 2020 Song, Gui et al, 2023;].
However, applying insights from existing research to e-commerce marketplace platforms presents
challenges due to their unique diversity and complexity [Singh et al, 2023]. Consequently, new
research tailored specifically to these platforms is required.

To address this gap, this study aimed to examine the structural relationships between e-SQ, CS, e-
trust, and CUI, as well as the mediating roles of CS and e-trust. The findings can provide valuable
insights for establishing service strategies and policies tailored specifically to e-commerce
marketplace platforms.

The following sections of this paper are organized as follows: First, relevant literature is reviewed.
Next, the research model and hypotheses are presented. Then, an empirical analysis is conducted.
Finally, the results and implications are discussed.

2. Brief Literature Review

2.1. E-Commerce Marketplace Platforms

The e-commerce marketplace platform is a fundamental business model in the digital era, serving as
an online intermediary facilitating the exchange of goods and services between diverse sellers and
buyers [Eisenmann et al, 2011]. Emerging with the Internet, it has rapidly expanded. These
platforms offer improved services, including robust transaction processing, secure payment systems,
and dedicated user support. Emerging technologies like AI, big data, and blockchain promise more
intelligent and efficient transactions, personalized recommendations, and strengthened security
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[Albshaier et al, 2024]. Intensifying global competition is expected to spur increased adoption
across industries.

These platforms exhibit several characteristics: First, they create a dynamic environment where
sellers compete directly, offering a diverse range of products. Second, they act as reliable
intermediaries prioritizing transaction safety and security to foster customer trust [Wei et al, 2019].
Finally, flexible fee structures promote inclusivity and healthy competition, enhancing the overall
customer experience [Lahkani, 2020].

2.2. E-Service Quality

E-SQ is central to e-commerce, profoundly shaping CS and the overall experience within the digital
marketplace. Defined as customers’ evaluations related to service quality in the virtual marketplace,
e-SQ encompasses convenience, accessibility, user experience, and traditional factors like speed,
accuracy, and reliability [Kandulapati et al, 2014]. Customers have high expectations for online
service encounters.

The success of online commerce is intricately linked to e-SQ enhancement. Components like swift
payment systems, accurate product information, and responsive customer support play crucial roles
in augmenting CS. Failure to meet quality standards can result in customer dissatisfaction and erode
trust [Carlson et al, 2010]. E-SQ significantly enhances companies’ competitiveness, leading to
increased sales and market share [Rita et al, 2019]. Optimizing e-SQ drives customer retention,
satisfaction, and long-term business success [Otto et al, 2020], [Liao et al, 2017], establishing
market leadership [Shared, 2019].

2.3. Customer Satisfaction

CS is a key metric evaluating the extent to which customers’ expectations align with actual
fulfillment [Oliver, 2010]. It is a subjective assessment based on customers’ experiences,
perceptions, and emotions. Factors influencing CS include functionality, convenience, reliability,
trustworthiness, and overall interaction experience [Becker et al, 2020; Shokouhyar et al, 2020].

Businesses recognize CS as a strong basis for fostering loyalty and cultivating enduring
relationships [Nielsen, 2010]. Satisfied customers are more likely to make repeat purchases and
become brand advocates. Organizations prioritize strategies aimed at continually monitoring and
enhancing CS, understanding its direct correlation with long-term business success [Deng et al,
2010; Rane et al, 2023]. Maintaining high CS levels is imperative for retaining customers and
differentiating oneself from competitors in today's market [Pei et al, 2020].

2.4. E-Trust

E-trust is critical in digital commerce, representing users’ confidence in online platforms, services,
and transactions. It encompasses perceptions of reliability, security, and integrity, reflecting users’
willingness to entrust digital environments with their information and activities [Gefen, 2000; Yeh
et al, 2009]. In the absence of traditional trust cues, e-trust becomes more significant, with users
relying on indicators of digital security and reliability [Suh et al, 2003; Pavlou, 2003].

The impact of e-trust extends beyond perception to influence user engagement and loyalty.
Customers who perceive high e-trust are more likely to engage frequently and conduct transactions
without hesitation [Huang et al, 2013]. Positive customer experiences significantly contribute to e-
trust and platform reputation. Enhanced e-trust fosters customer retention, as users are more likely
to return and recommend platforms, driving organic growth [Samson, 2026]. Cultivating e-trust is
paramount for sustained digital commerce success [Gefen,2000].
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2.5. Continuous Usage Intention

CUI indicates the likelihood or intention of customers to persistently use products or services over
extended periods, serving as a key metric for measuring customer loyalty and commitment
[Bhattacherjee, 2001]. Customers with strong CUI are inclined to make repeat purchases and
advocate for a brand.

Understanding CUI involves delving into factors such as functional benefits, performance reliability,
emotional attachment, and perceived value. Businesses leverage these insights to enhance customer
satisfaction and loyalty. CUI is strategically important for fostering long-lasting customer
relationships, enabling companies to tailor offerings and services, and cultivating a loyal customer
base for sustained revenue growth [Huang, 2021]. High CUI enhances customer lifetime value
(CLV) and reduces customer acquisition costs [Ali et al, 2024]. Strategically managing CUI
involves continuous engagement, proactive customer support, and meaningful interactions
[Bhattacherjee, 2001].

3. Research Method

3.1. Research Hypotheses
 Hypothesis 1 (H1). E-SQ is positively related to CS.
 Hypothesis 2 (H2). E-SQ is positively related to e-trust.
 Hypothesis 3 (H3). E-SQ is positively related to CUI.
 Hypothesis 4 (H4). CS is positively related to e-trust.
 Hypothesis 5 (H5). CS is positively related to CUI.
 Hypothesis 6 (H6). E-trust is positively related to CUI.
 Hypothesis 7 (H7). CS mediates between e-SQ and CUI.
 Hypothesis 8 (H8). E-trust mediates between e-SQ and CUI.
 Hypothesis 9 (H9). CS and e-trust mediate between e-SQ and CUI.

This study investigates the relationships between e-SQ, CS, e-trust, and CUI in e-commerce
marketplace platforms, focusing on the roles of CS and e-trust as mediating variables. Figure 1
presents the research model and the corresponding hypotheses.

Figure 1. Research model

3.2. Measurement of Variables and Data Collection

We established the variables in this study by adapting measurement variables from previous
research, specifically focusing on e-SQ, CS, e-trust, and CUI. The measurement items for e-SQ
comprised three questions. Similarly, the measurement items for CS, e-trust, and CUI consisted of
four questions for each construct. We used a five-point Likert scale for all measurements.
Conducted in November 2023, our survey targeted the users of e-commerce marketplace platforms
based in South Korea. The study focused on four major e-marketplace platforms: Coupang, Naver
Shopping, Gmarket, and 11st Street. These platforms offer a similar range of products, including
electronics, travel services, apparel, beauty products, groceries, and home appliances. In 2023,
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Open survey, a consumer data analysis platform operating in South Korea, conducted a survey on
major online shopping platforms. The results showed that Coupang received 37.7% of the responses,
Naver Shopping garnered 27.2%, Gmarket attracted 6.8%, and 11th Street was noted as having
5.5%.

The questionnaires were distributed online, ensuring that respondents were fully informed about the
study’s purpose and content before obtaining their consent. The survey was conducted using a self-
administered method. Of the 330 questionnaires sent out, 316 were returned. Data analysis was
performed using SPSS 29.0 and Amos 29.0. First, a frequency analysis was conducted to examine
the respondents’ demographic characteristics. Second, confirmatory factor analysis was performed
to assess the reliability and validity of the constructs. Finally, structural equation modeling was
employed to investigate the relationships among the variables.

3.3. Demographic Characteristics of the Sample

The gender, age, occupation, and educational background of each respondent were recorded as
demographic items. Table 1 presents the respondents’ characteristics. In terms of sex, 54.0% of the
respondents were male and 46.0% were female. In terms of age distribution, most respondents were
in their 20s (34.0%) or 30s (31.8%). Employed workers constituted the largest group, accounting
for 54.3% of the respondents. Regarding education level, over half of the respondents (58.5%) held
a bachelor’s degree.

Table 1. Characteristics of respondents.

4. Empirical Analysis

4.1. Reliability and Validity Analysis

In this study, the variables were established by adapting measurement items from previous research.
Then, confirmatory factor analysis was employed to assess the fit of the predefined model. This
type of analysis is intended to validate a specified factor model instead of simply estimating
correlations between items. Specifically, during the confirmatory factor analysis, it was determined
how well the measurement items aligned with their designated factors.
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During the confirmatory factor analysis, one item from the e-SQ scale was found to be unsuitable
for measuring the intended construct. Consequently, this item was removed, and the fit of the
revised model was re-evaluated to ensure its validity. Following this, we assessed the reliability and
validity of the constructs in the model. First, we examined the reliability coefficient using
Cronbach’s α. As shown in Table 2, the Cronbach’s α values of all variables were 0.765 or higher,
thereby exceeding the reference value (≥0.7) and indicating satisfactory internal consistency.
Second, confirmatory factor analysis was conducted to evaluate the validity of the variables, and we
found that χ2 = 182.829, d.f. = 84, χ2/d.f. = 2.177, TLI = 0.962, CFI = 0.970, RMR = 0.022, and
RMSEA = 0.062; these results adequately met the criteria for good model [Hair et al., 2006].

The factor loading values of the measurement items ranged from 0.636 to 0.953, thus satisfying the
concept validity above the standard value (≥0.5). Composite reliability (CR) was 0.907–0.960,
which exceeded the standard value (≥0.7), while the average variance extracted (AVE) was 0.761–
0.859, which exceeded the threshold of 0.50. These indicators revealed the good convergent
validity of the measures.

Table 2. Reliability and convergent validity

Indices of the measurement model: χ2 = 182.829; d.f. = 84; χ2/d.f. = 2.177; TLI = 0.962; CFI =
0.970; RMR = 0.022; RMSEA = 0.062. Abbreviations: e-SQ = e-service quality; CS = customer
satisfaction; CUI = continuous usage intention; CR = composite reliability; AVE = average
variance extracted.

Table 3 presents the correlation coefficients between the constructs and the discriminant validity
results. All correlations were statistically significant (p < 0.001). The square root of the AVE of
each construct was greater than the correlation coefficients between the constructs, thereby
implying discriminant validity. These results demonstrate that the reliability and validity criteria
were satisfied.

Table 3. Correlation coefficients between constructs and discriminant validity.
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4.2. Hypothesis Test Results

The structural equation modeling technique was employed to estimate the hypothesized
relationships, with the adequacy of the structural model confirmed by the good fit indices (χ2/d.f. =
2.177, TLI = 0.956, CFI = 0.962, RMR = 0.022, RMSEA = 0.062) that satisfied the recommended
thresholds. Table 4 lists the parameter estimates for the hypothesized relationships.

Table 4. Parameter estimates for hypothesized relationships

The standardized coefficient (β) of e-SQ on CS was 0.394 (p = 0.000), thus supporting H1 and
indicating the significant and positive effect of e-SQ on CS. The coefficient of e-SQ on e-trust was
0.195 (p = 0.000), thus supporting H2 and revealing the significant and positive effect of e-SQ on e-
trust. Similarly, the coefficient of e-SQ on CUI was 0.213 (p = 0.000), thus supporting H3 and
revealing the significant and positive effect of e-SQ on CUI. Moreover, the coefficient of CS on e-
trust was 0.579 (p = 0.000), thereby supporting H4 and indicating the significant and positive effect
of CS on e-trust. Additionally, the coefficient of CS on CUI was 0.466 (p = 0.000), thus supporting
H5 and highlighting the significant and positive effect of CS on CUI. Furthermore, the coefficient
of e-trust on CUI was 0.194 (p = 0.005), thereby supporting H6 and demonstrating the significant
and positive effect of e-trust on CUI. These findings underscore the need for further experiments to
explore the mediating roles of CS and e-trust.

The bootstrap method, developed for non-parametric resampling tests, was employed to identify the
roles of CS and e-trust as mediators, with 500 bootstrapping procedures conducted at a 95%
confidence level. Table 5 illustrates the indirect effects of the three paths between e-SQ and CUI.
The indirect effects through CS (β = 0.183, p = 0.014) and e-trust (β = 0.038, p = 0.004) and
through the sequential influences of CS and e-trust (β = 0.044, p = 0.004) were significant.
Therefore, H7–H9 were supported. This result indicates that both CS and e-trust serve as significant
mediating factors in the relationship between e-SQ and CUI within e-commerce marketplace
platforms.

Table 5. Indirect effects used for analyzing mediation
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5. Conclusions

5.1. Findings and Discussion

The results of this study elucidate the complex relationships among e-SQ, CS, e-trust, and CUI
within e-commerce marketplace platforms. First, the findings confirm the significant positive
impact of e-SQ on CS, e-trust, and CUI, thereby supporting hypotheses 1, 2, and 3, respectively.

This research is corresponds with previous studies [Akter et al., 2013; Al-Nasser et al., 2013;
Cristobal et al., 2007; Olorunniwo et al., 2006; Rita et al., 2019; and Song et al., 2023] and
demonstrates that e-SQ is a critical antecedent to CS, e-trust, and CUI. This outcome underscores
the important role of e-SQ in shaping customer perceptions and behaviors in digital commerce.
Additionally, the study demonstrates a strong positive association between CS and e-trust, thus
supporting hypothesis 4. This finding is in line with those of the studies [Flavian et al., 2006;
Hwang and Kim, 2007; Ribbink et al., 2004; Rita et al., 2019], all of which emphasize the
foundational role of CS in fostering trust and confidence to sustain long-term relationships and
encourage repeat usage. The significant positive impact of CS on CUI supports hypothesis 5, as
corroborated by the results of studies by [Miao et al., 2022; Wang et al., 2029], which highlight the
importance of prioritizing CS as a key driver of CUI within e-commerce marketplace platforms.
Moreover, this study confirms the positive influence of e-trust on CUI; hence, hypothesis 6 is
supported. This finding is consistent with such studies as [Miao et al., 2022; Rita et al., 2019; Shao
et al., 2029], who underscore the role of e-trust in enhancing customer commitment and fostering
sustained usage over time. Furthermore, this study reveals the mediating roles of CS and e-trust in
the relationship between e-SQ and CUI. The significant indirect effects identified through bootstrap
analysis support these mediations; hence, hypotheses 7, 8, and 9 are verified. These findings align
with studies of Haghkhah et al. , Keating et al., and Song et al., who highlight the importance of CS
and e-trust in linking e-SQ to CUI. This result underscores the sequential impacts of CS and e-trust
on translating e-SQ into CUI.

5.2. Theoretical Implications

The theoretical implications of this study extend our understanding of key concepts in the context of
e-commerce marketplace platforms and contribute to the existing literature in several ways. First,
by empirically validating the relationships between e-SQ, CS, e-trust, and CUI, this study provides
empirical support for theoretical frameworks that posit the importance of these factors in shaping
customer behavior within digital commerce. The findings corroborate and extend previous
theoretical propositions by demonstrating the sequential roles of CS and e-trust in translating e-SQ
into CUI. Second, this study advances theoretical understanding by highlighting the interplay
between CS, e-trust, and CUI within the context of e-commerce platforms. By elucidating the
mediating roles of CS and e-trust in the relationship between e-SQ and CUI, this study contributes
to a deeper understanding of the mechanisms through which CS and e-trust influence CUI. These
insights offer theoretical foundations for future research exploring the dynamics of customer
behavior within digital commerce. They also provide a basis for developing comprehensive
theoretical frameworks to guide further inquiry in this domain. Third, the findings underscore the
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multidimensional nature of customer perceptions and behaviors within e-commerce marketplace
platforms, thereby emphasizing the importance of the interplay between e-SQ, CS, and e-trust in the
understanding of CUI. This holistic perspective enriches the theoretical discussions surrounding CS
and e-trust in digital environments and provides a nuanced understanding of the factors that drive
CUI. Fourth, the study underscores the strategic importance of e-SQ enhancements in the context of
emerging technologies like artificial intelligence, big data, and blockchain. As these technologies
continue to integrate into e-commerce marketplace platforms, they promise to further refine e-SQ
dimensions by offering personalized recommendations, strengthening security, and improving
overall service quality. This perspective not only enriches the theoretical discourse on digital
commerce, but also provides actionable insights for businesses aiming to leverage these
advancements to enhance user trust and satisfaction.

Answer the Questions in Russian:

1. What would you call this article? Please explain your answer.
2. What are the main limitations of this study?
3. What other research methods can be used to study this topic? Why?
4. Can the research findings be generalized to different segments of the e-commerce market?
5. What managerial implications of the findings do you suggest?
6. How do you think the e-commerce market will change in the next 5 years, given the

development of new technologies and changes in consumer behavior?


