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2 Sekaran, Uma and Bougie, Roger,(2016), Research Methods for Business, A Skill-
Building Approach, Seventh Edition, John Wiley & Sons Ltd.
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Sekaran& Bougie,2016:23 83 (i jiaa

*Saunders, M., Lewis, P.& Thornhill, A. (2019). Research methods for business
students. Eighth Edition, Pearson, New York.

> Grewal, D., Tania, B., Levy, M., Kopanidis, F, Harrigan, P, & Mathews, S. (2021).
Marketing, 3rd Edition. McGraw-Hill Education.:100

6 Wong, L. W., Tan, G. W. H., Hew, J. J.,, Ooi, K. B., & Leong, L. Y. (2022). Mobile
social media marketing: a new marketing channel among digital natives in higher
education?. Journal of Marketing for Higher Education, 32(1), 113-137.

’ Sekaran& Bougie,2016:237
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® Student, W. S. (1908). ""The probable error of a mean." Biometrika, 6(1), 1-25.

% Wesselman , Maria , (2014) , Social media to enhance e-service quality, Master’s
Thesis ,Copenhagen Business School MSocSc. in Service Managemen tlrvine

" Al-Hawary, S. I. S., & Al-Smeran,W. F. (2017). Impact of electronic service quality on
customers satisfaction of Islamic banks in Jordan. International Journal of Academic
Research in Accounting, Finance and Management Sciences, 7(1), 170-188.
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' Al-Nasser, M., Yusoff, R. Z., Islam, R., & ALNasser, A. (2013). E-Service Quality and its
Effect on Consumers Perceptions Trust. American Journal of Economics and Business
Administration, 5(2), 47-55

12 Zeithaml, V. A., Parasuraman, A., & Malhotra, A. (2002). Service Quality Delivery
Through Web Sites: A Critical Review of Extant Knowledge. Journal of the Academy of
Marketing Science, 30(4), 358-371

BWu, Y. C. J, Shen, J. P., & Chang, C. L. (2015). Electronic service quality of Facebook
social commerce and collaborative learning. Computers in human behavior, 51, 1395-1402

“ Nguyen, T.N., &Nguyen, T. T.(2018).The impact of website quality on customer satisfaction
and loyalty: Evidence from Vietnam. Journal of Asian Business and Economic Studies,
25(1), 17-37.

5 Al-dweeri, R.M., Ruiz Moreno, A., Montes, F.J.L., Obeidat, Z.M. and Al-dwairi, K.M.
(2019), ""The effect of e-service quality on Jordanian student’s e-loyalty: an empirical study
in online retailing™, Industrial Management & Data Systems, Vol. 119 No. 4, pp. 902-923.

® Kuo, Y. F., Wu, C. M., & Deng, W. J. (2019). The effect of website quality on customer
loyalty and purchase intention in the B2C e-commerce context. International Journal of
Retail & Distribution Management, 47(1), 98-116.

7 Lionello, R. L., Slongo, L. A., & Matos, C. A. D. (2020). Electronic service quality: a meta-
analysis. Marketing Intelligence & Planning, 38(5), 619-635.
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¥ Wadjdi, F., & Djamin, Z. (2021). The Relationship between E-Service Quality and Ease of Use
on Electronic Customer Relationship Management (E-CRM) Performance Mediating by Brand
Image. Asian Journal of Economics, Business and Accounting, 21(4), 9-19

¥ Chiu, Y.-C., Hsu, M.-H., & Wang, E. T. G. (2012). Understanding knowledge
sharing in virtual communities: An integration of social capital and social cognitive
theories. Decision Support Systems, 52(1), 187-196.

2| in, C.-H., & Chen, Y.-C. (2017). Assessing e-service quality of banks: An empirical
study. Total Quality Management & Business Excellence, 28(3-4), 404-423.

2! Fink, D., Kenning, P., & Laroche, M. (2018). A systematic review and meta-analysis
of electronic service quality (e-S-QUAL). Journal of Business Research, 83, 174-184.
2 Kim, S., & Lee, S. (2013). A study on the factors affecting customer loyalty of
internet shopping malls. The Journal of the Korea Contents Association, 13(11), 218-

229.
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2% Lin, C.-C., Huang, Y.-C., & Li, Y.-C. (2012). The influence of e-service quality on
customer satisfaction and loyalty in online shopping. International Journal of
Organizational Innovation, 5(2), 321-330.

2% Thet, P.,(2022), Effect of E-Service Quality on Satisfaction and Customer Loyalty of
Online Organic Product Shoppers in Myanmar , thesis of Master of Business
Administration, Department of Management Studies, Yangon Institute of Economic.

2% Jain, V., Verma, R., & Goyal, P. (2021). Assessing the effect of system availability
on perceived system quality and user satisfaction in online banking. Journal of
Financial Services Marketing, 26(1), 1-13.

%6 Kumar, P., & Singhal, D. (2021). Impact of system availability on e-learning
performance during COVID-19 pandemic: An empirical study. Education and
Information Technologies, 26(1), 29-43.

" Sharma, R., and others. (2021). A Novel Framework for Achieving High
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28 Sukmongkol, D., Virathamanont, T., & Mahaprom, M.,(2019),” The Relationship
Between E-service Quality Components and E-loyalty of Thai Consumers Toward
Online Travel Service”, Dusit Thani College Journal Vol.13 No.1,pp89-106.

2% Chen, W., & Chang, Y. (2019). Dimensions of electronic service quality: A review of
the literature. Journal of Service Science and Management, 12(1), 56-69.

% Liu, Y., Wu, J., & Zhang, Y. (2020). The impact of security/privacy on electronic
service quality and customer satisfaction. Journal of Service Science and
Management, 13(1), 67-81.

' Firdous, S., & Faroogi, R. (2019). Service Quality To E-Service Quality: A
Paradigm Shift. In Proceedings of the International Conference on Industrial
Engineering and Operations Management Bangkok, Thailand, March (Vol. 5, No. 7,
pp. 1656-1666).
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%2 parasuraman, A., Zeithaml, V. A., & Malhotra, A. (2005). ES-QUAL: A multiple-
item scale for assessing electronic service quality. Journal of service research, 7(3),
213-233.

%% Santouridis, 1., & Trivellas, P. (2010). Investigating the impact of service quality
and customer satisfaction on customer loyalty in mobile telephony in Greece. The
TQM Journal, 22(3), 189-210.

% Al-Hawary, S. 1. S., & Al-Smeran, W. F. (2017). Impact of electronic service quality
on customers satisfaction of Islamic banks in Jordan. International Journal of
Academic Research in Accounting, Finance and Management Sciences, 7(1), 170-
188.

% Hanafi, M. Suryana, M. Bashari,A.H (2017). Evaluation of e-Service Quality ,
Perceived Value on Customer Satisfaction and Customer Loyalty: A Study in
Indonesia. International Business Management, nternational Business Management
11 (11): 1892-1900.

%8 parasuraman,2005:220 683 (G g

" Niu, Q., & Li, W. (2021). An integrated model of website quality and loyalty in
online shopping: Evidence from China. Information Technology & People, 34(2),
385-406.
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%8 Hanafi et al.,2017:1894 oS3 (b g s

% Rahmawati, Y., & Liswandi. (2018). Analysis of E-Service Quality Dimensions
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Journal of Management, Accounting and Economics, 5(4), 260-271

0 shin, D. H., Lee, J. W., & Lee, H. (2014). An empirical investigation of the
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96-112.

% Lin, C., & Lekhawipat, W. (2017). The effects of electronic service quality
dimensions on customer satisfaction in online shopping: An empirical study.
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ale @lld 3 Ley 4aalSY) Cliaaddl (e de giie 4o saae A“Engagement”
‘_g Ll c‘;..'a\.d\ da=l UA GA:\L.\.\S\ é)ub cu.uéﬂ\ (AL} C:Kﬁ..\.uw\ ?JM\J GELA.\AY\
Clallias 4aalSY) GYE (e 13 B aae aadiul ¢ Gleaddl s (B sl il
aladinl 232005 ale dias 2005 ale Ji "Aedlally Tl VI sl " s 3l Jals )
iy s ¢ (Brodie et al.,2011:252%) o jie JSGs o sl dali ) alluas
JsY a2 Ll W) o seie G N (Zaidun et al.,2021:652%) s Sl
il e Ll ) “4‘395 (el Sl Bhw A ( Kahn,1990)J$ (s 3 5
Gas Lie el a3 il "0 paW0 5 Jeally Jad g0 3 5a s3) dagall o5l
Latill jineS Un ‘JLJ‘“M Diad 3 o B a8 o8 Ml ¢ Ldble 5 18 prag
sy sl Ll o) (Vinerean & Opreana,2015:35%%) sy cduadill
Akl o Jelaill 3 ) Caagd Al Apalal) b)) 85 S Aila i€ L sgida
(Hollebeek,2011:559%") udyse iyl e claidly cilid) & i3l
Jie) Gpme & g se Ay sme ol AN Cle L S 5a 5 i iy Ll Y o)

Dsedal (55 mm da S (Rakaie ) 7 giie / Aedlad) ¢ JUa Jys o) S5 (05
sV B of (Putra et al.,2020:106") s s Alall <l Ll V) S e
e )u.a&HMMJJ;J\ uab)\wb.ul.u‘i\ U}-US\ cyjhuﬁ»wm}&;
.MMDJM\ ;\).HJ\ ‘—’MU—’L’)M c‘)[)‘;r—.iabﬂ\ L@J)AUAuSAgL;d\A\TAY\
srski ) Giagy sl Ll )l aseie G Y (Safitri et al.,2020:43%) uiss
Slo Aadaidl S e aseiall 138 aay cagae ClEall e Jalially 6Ll Aaiss
ol Y A8 el Cpedlial) (e el sl ST day anays 35 JBA e LN ela )
& sl Bl Y saaie iyt G siallly GUSH a0 sl ) Alsh lEdlay

* Renner, A. A. (2020). Customer Engagement and Advertising Message Strategy: An
Application of the Stimulus Organism Response Model (Doctoral dissertation,
University of Ghana)

44 Brodie, R. J., Hollebeek, L. D., Juri¢, B., & Ili¢, A. (2011). Customer engagement:
Conceptual domain, fundamental propositions, and implications for research.
Journal of service research, 14(3), 252-271.

% Zaidun, N. A., Muda, M., & Hashim, N. H. (2021). The relationship between
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International Journal of Academic Research in Business and Social Sciences, 11(6),
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% Opreana , A., & vinerean, S. (2015). A New Development in Online Marketing:
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*" Hollebeek, L.D. 2013. The customer engagement/value interface: an exploratory
investigations Australasian marketing Journal, 23(1):17-24

* putra, N. C., Carolin, C., Jessye, G., Abib, I., & Laurel, M. (2020). Customer
Engagement Impacts Towards Purchase Intentions in the Online Travel Agent
Industry. Jurnal Administrasi Bisnis, 16(2), 103-113

*9 safitri, Y., Evelina, L. W., & Syahputra, N. E. (2020). The Influence Of Social
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International Journal of Organizational Business Excellence, 3(2), 41-48.
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%0 patterson, P., Yu, T., & De Ruyter, K. (2006). Understanding customer engagement
in services. In Advancing theory, maintaining relevance, proceedings of ANZMAC
2006 conference, Brisbane 4(6),1-

>l Bowden, J. (2009). The Process of Customer Engagement: A Conceptual
Framework. Journal of Marketing Theory and Practice, 17(1), 63-74.
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% 80, K. K. F., King, C., & Sparks, B. (2014). Customer engagement with tourism
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Research, 38(3), 304-329.
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tourism social media brands. Tourism Management, 59, 597-609.

> Grisaffe, D. B., & Nguyen, H. L. (2019). Conceptualizing customer engagement in
sport management. Journal of Sport Management, 33(1), 64-77.

*® Xiang, L., Du, S., Ma, Y., & Fan, W. (2021). Co-creation and customer engagement:
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141



.
|
f
!
E
2

g 1§ ol iyl | ke
peiipal & LSl Calidg 5 el mag sl ool oYl Daad ) sam Bl Y ()
O o Bl O i) il el e Gmadl S g s Sl ST J<5 Lol ;O
) Ll Y Blal g sasaadl S bl e AV Gl Sy
Osbail s ainaal) Jelaall asts LWl a3 ol ) Gy pad (S 2385 La ) 13
ALl e Al ¢ i iYL daalie e sl Jeale IS5 Leiil j s Adlall
LU (pe de sane YA (o Lelignss ol U5 ¢ adladly ilalad) Glaill 5 55 50 Al
O Al dshb e coladll s Juady)
The benefits of customer engagement  ¢ge 3 bl ) 2l g8 -2
A Ll Lpeandli (€ Al 5 o g0 30 ol ) 231 8 (e JAT 230 a5 Sy
Improved Customer Retention Rates sl b Blia¥) ciara fpwad -
Pansari & Kumar, °" .J skl 5 il dabaiall g Jag yall (5530 Qo () e all (00
Gosra el sy ¢ Gl BlEaY) C¥aae Gt ) 128 25 ¢ (2017:302)
skl gadl e Jlee Y1 sl
& yidial) i) dadil gﬁ el ) AS jLa 3aL -
Increased Customer Participation in Co-creation Activities
g el as o yidiall o LaaY) ddaial & 0L 1 AS jlia 32y ) il 3l el ) g
(De Aakidl cilatia Sy gk Aadil 8 ¢shisall il ol o
(B Jumdl laad s latia ) g5 1Y) 038 5 Matos & Rossi, 2021:262)
el g5 bl Slalial
Lldae i 5 Aaadl) sladf e palaill A gl 48 Bl 5
Increased Customer  Willingness to Forgive Service Failures
and Errors
Zhang et ) .etaa¥) s daxall b lis (il el 3303 ) sl Bl ) a3
dalaiall ¢ niar o e yall o s yal) L O s 1385 (al., 2019:137°°
&V (Pansari & Kumar,2017:306%) _sius Lo Uad aaa 13) 245 dua i
gl sady dlidiall cpladiyall AL (e Lgple diand ) A saldll e 200 gall iany
O e Aalaiall g 5 8 A U Nl g ¢ clalaial) b L ¢ priay ) Byl Sl
Jilas laia ) Jpeasll Fleadl JS3 8 (5S35 a5 cagudil (o cila shaall
agila slaa alasiuly (Y Cilabiiall xie YA e 5l ¢ age Ll elaial) Jual il
Jumdl (5 il ) agdl Cilabaiall J8 (e o slaall o8 aladinl Glld aey (Say
A 5 agan Jalaill
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Source: Sashi, C. M. (2012). Customer engagement, buyer-seller
relationships, and social media. Management decision, 50(2), pp.
261.
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media. Management decision, 50(2), 253-272
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The impact of electronic service quality in enhancing customer
engagement / an analytical study of the opinions of a sample of
website shoppers from generation (Z) for Mustansiriyah
University students
Mr. Ahmed Mohammed Ibrahim,
Prof Dr. Kazem Ahmed Jawad,
Prof Dr. Maha Aref Beresim

Abstract

The research aims to test the impact of electronic service quality
of organizational websites or brands on customer engagement, with
its dimensions (system availability, privacy/security, responsiveness,
efficiency, Fulfillment) as an explanatory variable in enhancing
customer engagement, which is a responsive variable with its
dimensions (attention, interaction, enthusiasm, absorption,
identification) for the Generation Z, also known as the digital
generation. The research problem was defined by several questions,
the most important of which were: "Is there awareness and
perception among the research sample from Generation Z about the
research variables?" and "Does electronic service quality have an
Impact on enhancing customer engagement?" .To achieve the study's
objectives and answer its questions, an analytical descriptive
methodology was adopted, and an electronic questionnaire in the
form of a Google Form was used as the main data collection tool.
Students from Mustansiriyah University from Generation Z were
selected as the research community, and the questionnaire was
distributed in thirteen colleges representing the total number of
colleges in Mustansiriyah University. The research sample consisted
of 1170 respondents. The data was processed using SPSS V.28
software and a set of statistical methods, including mean, standard
deviation, relative importance, simple regression coefficient, F-test,
determination coefficient, and independent samples T-test, were
used to test hypotheses. The research reached a number of
conclusions, the most important of which is that the organizations'
or brands' focus on electronic service quality on their websites has a
positive impact on enhancing customer engagement among
Generation Z.
Keywords: Electronic service quality, customer engagement,
Generation Z.
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