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ABSTRACT 
This research examines online shopping behavior before and after a stressful time in 

consumers’ lives, the COVID-19 pandemic.  Prior to the announcement of widespread 

availability of vaccines in 2021, in-store shopping was risky and people engaged in more online 

shopping behavior. As a result, the importance of online shopping grew and new online 

consumers entered the market.  This study examines the mediating effects of trust and loyalty on 

consumer satisfaction and the moderating influence of presence of vaccines on these mediators.  

A moderated mediation analysis using Hayes Process Model 14 (2017) was assessed in the 

study.  The findings suggest that relationships influence satisfaction through the mediating 

variables of trust and loyalty and presence of vaccines moderates the mediated relationships.  

However, trust had a stronger effect on satisfaction when the vaccine was not available and 

loyalty had a stronger effect on satisfaction post vaccine availability.  This research contributes 

to the satisfaction literature by examining the effect of vaccine availability on online shopping 

outcomes.  

 

INTRODUCTION 
In March of 2020, the global pandemic shut down US cities and retail establishments.  

During this time there were increased deaths from COVID-19 and fear among members of the 

population (Campanile 2020) who refrained from shopping in-store even when it was possible to 

do so.  As a result, ecommerce sales grew 32% in 2020 over the prior year (US Census Bureau 

2022). Due to the pandemic online retailers invested heavily to improve their online sales 

operations and brick and mortar stores were forced to build their online offerings (Boudreau, 

2021).  Reports suggested that the ecommerce shopping trend would continue to grow (CNN 

2020).  In fact, U.S. total online retail sales increased 17.9% (±0.5%) in 2021 year over year and 

accounted for 13.2% of total retail sales (US Census Bureau 2022).   

Relationship marketing has been studied for over 40 years, but the influence of COVID-

19 on shopping behaviors is a novel phenomenon that may influence customer-firm 

relationships. Steinhoff and Palmatier (2021) suggest that “the developments surrounding the 

COV1D-19 global pandemic have been strongly catalyzing the shift towards online 

relationships” (p. 111).   This research examines the effect of a relationship on satisfaction in 

online shopping, the mediating influence of trust and loyalty on satisfaction and the moderating 

effect of vaccine presence in the model.  The role of relationships in leading to customer 

satisfaction is an important concern for marketers who should understand the degree to which 

they can and should foster online relationships with customers.  Future system shocks may lead 

to increased demand for online shopping and even without a pandemic, stressful times may be 

ahead and marketers should be prepared.   

Though many consumers had experience with online shopping the pandemic forced more 

shopping online.  In 2019 70.5% of US consumers had made an online purchase and this 

increased to 74.3% of the American population by 2021 (Statista 2022).  Global ecommerce 

represented $3,351 billion in 2019 and increased to $5,211 in 2021 (Emarketer 2022), suggesting 
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significant growth.  During the early stages of the pandemic walking into stores became riskier 

and it was not until vaccines became widely available in 2021 that some risk was reduced.  

During the time of stress, consumers responded by shifting purchases online and spent more time 

and money on online shopping (US Census Bureau 2022). 

Shopping has been known to be a response to stressful situations and stress influences 

both panic and hedonic shopping. Shopping has also been shown to be a diversion for stress 

release (Statista, 2022).  Research conducted during the COVID-19 pandemic found that whereas 

panic purchasing resulted from perceived feelings of insecurity and instability, hedonic 

purchases may also have been motivated by an attempt to regulate negative emotions, whether 

the product was needed or not (Crosta et al. 2021). Research conducted on Italian consumers in 

October of 2020 found that the savings rate increased as a result of fears associated with being 

out in public, affecting service industries in Italy (Immordino et al. 2022).   

Models of consumer satisfaction have examined the role of expectations in forming 

responses to products and services.  Similarly, researchers have suggested that causality, stability 

and locus influence consumer responses (Erevelles and Leavitt 1992).  As such, when stressors 

hit the marketplace, consumers may have new responses to shopping stimuli that influence 

satisfaction with the product, retailer and relationship.  Therefore it is important to examine 

consumer behaviors during stressful times.   

 

CONCEPTUAL BACKGROUND 
 

Stress, Fear and Shopping Behavior 

According to the Oxford Languages Dictionary, a stressor is something that causes a state 

of strain or tension (Oxford 2022).  Stressors have been categorized as physical, social and 

psychological and may have an external or internal locus (Anglin, Stuenkel, and Lepisto 1994).  

Psychological stressors refer to strong emotions, including worry and fear, which may be caused 

by external or internal factors.  Stressors may represent intense or less intense pressures and may 

be short or long-lived and can lead to negative feelings in consumer situations (Moschis 2007).   

Stress represents an imbalance when environmental demands overwhelm a person’s 

ability to cope with those demands (Maes, Vingerhoets, and Van Heck 1987). Pandemics and 

natural disasters are environmental stressors (Crosta et al. 2021), which may have caused 

increased stress levels among US residents.  The 2020 Stress in America survey found that 

though people began acclimating to the lockdowns and pandemic, Americans continued to 

struggle with the disruptions through October 2020, when 78% of adults reported that “the 

coronavirus pandemic is a significant source of stress in their life” (American Psychological 

Association 2020). The population reported higher levels of stress negatively affecting their 

behaviors resulting in more bodily tension (49%), anger (20%), mood swings (20%) and yelling 

at loved ones (17%) (American Psychological Association 2020).  By contrast, in July 2022 only 

25% of Americans said they were concerned about a major outbreak of COVID-19, down from 

30% in January of 2022 (Funk et al. 2022). 

Stress has been examined as an antecedent to shopping behaviors since the early 1990’s 

with Celuch and Showers (1991) calling for examination of stress, the influence it has on 

avoidance behaviors and stress-reduced attention to optimizing end-goals.  Under stress 

consumers may be more likely to engage in “satisficing,” accepting results from a search that are 

acceptable, but not optimal (Caplin, Dean, and Martin 2011). In addition, consumers may 
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evaluate choice criteria differently, utilizing more non-compensatory strategies when examining 

search, experience and credence attributes.  Similarly, Sneath (1995) suggests that stress leads to 

both impulsive and compulsive shopping behaviors and stress also may influence price 

sensitivity and an increased desire for comparison shopping (Anglin et al. 1994).   

In stressful times consumers seek out methods to assuage their discomfort.  When 

engaging in online shopping customers may want more security or signals that the company 

values them and their business.  Consumers may engage in coping behaviors when feeling stress 

and these may include solving the problem or using emotional mechanisms.  Relationship 

marketing may help consumers cope by meeting some emotional needs (Folkman and Lazarus 

1988) as people seek out social support (Carver, Scheier, and Weintraub 1989).   

Researchers have also examined vulnerable consumers defined as those with lower power 

in a relationship with a marketer and generally found satisfaction levels to be higher than for 

those with more power.  In the case of the pandemic many types of consumers may have felt 

vulnerable.  These consumers are more likely to have experienced negative shopping outcomes 

and are less likely to believe their complaints would be addressed by marketers (Andreasen and 

Manning 2022).  

 

Shopping Under Fear Conditions 

Another emotion that may be present during a natural disaster or pandemic is fear.  Fear 

has been found to affect perceptions, thoughts and behaviors with those experiencing fear 

attempting to minimalize those feelings. Fear leads to defensive responses because the individual 

may view the situation as threatening and under conditions of fear people are more suspicious of 

the motives of others.  Fear appeals have been widely studied in the literature, but there is no 

definitive evidence that fear appeals are effective in changing behavior.  Fear appeals do lead to 

increased attention to messages, but people tend to become defensive (Ruiter et al. 2014), which 

may not benefit marketers.  Regardless, individuals adapt their behaviors as a response to 

shifting environmental stimuli and a pandemic may induce fear responses. Research also 

suggests that fear may lead to unusual shopping behaviors. During the early pandemic, Laato et 

al. (2020) found that Finnish consumers who self-isolated were also more likely to hoard 

products.  Fear can lead to negative emotions and has been found to influence levels of 

satisfaction (Krishnan and Olshavsky 1995).  

During disasters people still shop, but may use shopping to ameliorate negative emotions 

(Larson and Shin 2018).  Consumers engage in utilitarian shopping as a result of fear that 

supplies may be limited. However, consumers also engage in hedonic shopping to restore control 

over their environment when feeling sad (Rick, Pereira, and Burson 2014). Fear has also been 

found to lead to hedonic shopping (Rooney, Krolikowska, and Bruce 2021) to mitigate the 

negative feeling.  Some researchers have found differences in responses to sadness versus 

anxiety, with anxiety fostering the goal of reducing uncertainty and sadness leading to high risk, 

high reward behaviors (Raghunathan and Pham 1999).   

A number of studies suggest that perceived risk reduces satisfaction among consumers.  

Specifically, Tandon et al. (2018)  found that perceived risk had a negative influence on 

customer satisfaction for online shoppers in India.  Perceived risk makes the outcomes 

expectations uncertain in shopping situations and can be caused by a variety of factors including 

financial risk, product risk and performance risk.  Certainly consumers attempt to reduce their 

risk by engaging in shopping behaviors such as examining reviews, suggesting a preference for 

lower levels of risk (Srivastava and Kalro 2018).   
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Relationships Marketing and Online Shopping  

The concept of relationship marketing has been discussed in the academic research since 

1983 as a strategy to enhance customer acquisition and retention (Agariya and Singh 2011).  

Relationships with marketers play a key role in creating customer expectations (Evans and 

Laskin 1994), improving satisfaction and value perceptions (Webster 1992) and growing lifetime 

value (Payne, Ballantyne, and Christopher 2005). Relationships with marketers may help ease 

consumers’ concerns and increase their positive affect in transactions, particularly when people 

are under stress.   

When consumers enter a retail establishment, they may be approached or engage in some 

manner with store staff.  As a result, a relationship is possible through communications and 

sharing mutual space. In the case of online shopping the relationship is less obvious, but 

consumers do form relationships in ecommerce situations. Rooney, Krolikowska and Bruce 

(2021) suggest that as consumers create their own online shopping experiences with technology 

they internalize aspects of relationships.  Consumers can take advantage when marketers offer 

multisensory experiences and opportunities for consumers to customize the task as they see fit 

using the internet of things, robotics, interactive haptics or other emerging technologies.  

Relationship marketing is when firms attempt to build meaningful connections with 

customers to improve customer retention and lifetime value (Lemon and Verhoef, 2016). Factors 

including satisfaction, loyalty, service quality, customer centricity and engagement influence the 

customer experience (Lemon et al. 2016) and signal to the customer the degree of the 

relationship that has formed with the company.  A deep analysis of relationship marketing 

research (Agariya and Singh 2011) found that 19 studies had identified satisfaction as an 

outcome of relationship marketing and the finding has been validated in online marketing 

(Verma, Sharma, and Sheth 2016).  Similarly, Palmatier (2002) suggested that relationships lead 

to stronger satisfaction and repurchase intent and Ward & Dagger (2007) found that the length of 

the relationship, which contributes to trust and loyalty, affects relationship strength and 

satisfaction.   

When consumers perceive a relationship with the marketer they are more likely to be 

satisfied with the experience (Evans and Laskin 1994).  Research has shown that establishing a 

relationship with an online marketer can lead to increased customer loyalty and higher levels of 

customer satisfaction. When customers perceived relationships with online marketers they were 

more likely to repeat purchases and engage in positive word of mouth (Gremler and Brown 

1999). Similarly, another study suggested that consumers with a sense of connection in a virtual 

community may have more positive outcomes such as feelings of membership, connectedness 

and favorable attitudes (2022).  Morgan and Hunt’s  (1999)  seminal paper noted that 

relationships can be competitive advantages for firms because they lead to loyalty and repeat 

purchase.  In general, consumers feel more satisfaction when they have relationships with 

marketers even when experiencing negative outcomes (Priluck, 2003).  However, the COVID-19 

pandemic presented a unique situation for consumers and led to widespread “distress to the 

majority of the population in the world” (del Castillo 2021) p. e757.  The pandemic upended the 

manner by which many daily tasks were accomplished and individuals altered their shopping 

behaviors. While under normal circumstances relationships offer security to shoppers, 

relationships would not likely suffice to ameliorate the negative emotions brought on by 

COVID-19.  As such an examination of the factors that lead to satisfaction is an important 

contribution to the marketing literature.  
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Trust and Loyalty in Online Environments 

Trust has been examined as an antecedent to customer satisfaction in both retail and 

online purchasing and has been found to be a key mediator in the relationship between purchase 

factors and satisfaction in a variety of studies of relationship marketing (Agariya and Singh 

2011).  Trust is the belief in the credibility, integrity, reliability and benevolence of the entity and 

(Urban, Amyx, and Lorenzon 2009) is an important element in maintaining relationship 

continuity in online retailing.  Specifically, Papadopoulou et al. (2001) identified the structural 

elements of trust in an ecommerce business as built on repeated interactions with a marketer in 

which promises are made, which lead consumers to perceive a relationship and develop beliefs 

regarding security and privacy.  In online environments trust is a determining factor in 

consumers' intentions to purchase online because trust is the belief that a seller will fulfill its 

obligations in a transaction and ensure that the product or service purchased meets the 

consumer's expectations. Chung and Shin (2010) found that both e-commitment and e-trust are 

important to customer satisfaction in online shopping and Lee and Overby (2022) predicted that 

satisfaction would lead to loyalty, but it could also be argued that loyalty leads to satisfaction. 

Loyalty is defined (Oliver 1980) as “a deeply held commitment to rebuy or repatronize a 

preferred product/service consistently in the future, thereby causing repetitive same-brand or 

same brand-set purchasing, despite situational influences and marketing efforts having the 

potential to cause switching behavior” p. 460.  In some models customer satisfaction predicts 

loyalty as in Khan et. al. (2022) and Veloutsou (2015). However, customer satisfaction and 

loyalty may operate in tandem. For example, Bei and Chiao (2022) examined customers of a 

repair shop and customer satisfaction served as a consequence and also an influence on loyalty.  

However, relationships have been found to lead to loyalty (Evans and Laskin 1994) and the 

variable would then serve as a mediator.  Loyalty and satisfaction have also been conceptualized 

as demonstrating a reciprocal relationship; each positively reinforces the other (Shankar, Smith, 

and Rangaswamy 2003).  For example, Srivastava and Rai (2013) examined a service quality 

model in the insurance industry and found that satisfaction lead to customer loyalty in that 

context.  Yoon (2002) suggests that loyalty in online shopping is influenced by trust, satisfaction, 

and perceived value. This research examines trust and loyalty as mediators with vaccine presence 

serving a moderating effect on satisfaction.  

In a situation such as a global pandemic individuals may behave in unexpected ways. 

Normally we predict that higher levels of trust led to satisfaction as do higher levels of loyalty. 

However, trust is an antecedent to the shopping process that does not necessarily require 

experience and loyalty is more likely the result of direct experience.  As such, presence of 

vaccine may lead to different outcomes for these variables.  Specifically, trust may be more 

important and lead to higher levels of satisfaction before the vaccine was available with many 

shopping more online and seeking psychological comfort prior to the purchase.  After vaccine 

availability, individuals had more psychological comfort and therefore vaccine availability may 

moderate loyalty more at higher levels of satisfaction.  The proposed model predicts that trust 

and loyalty mediate between a relationship with the marketer and satisfaction in an online 

shopping context (as shown in Figure One) with vaccine availability moderating the relationship 

between trust and satisfaction and loyalty and satisfaction as follows:   

 

H1. Relationship with the marketer has a positive relationship with trust. 

 

H2. Relationship with the marketer has a positive relationship with loyalty. 
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H3. Trust has a positive relationship with satisfaction. 

 

H4. Loyalty has a positive relationship with satisfaction. 

 

H5. Presence of vaccine will moderate the relationship between trust and 

satisfaction. 

 

H6. Presence of vaccine will moderate the relationship between loyalty and 

satisfaction. 

 

H7: Relationship with the marketer has a positive relationship with satisfaction. 

 

Figure 1: Regression Path Model 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

METHOD 
Subjects were asked to consider a shopping scenario in which they purchased a t-shirt 

online and were exposed to images of an online shop with colorful clothing, a process for 

purchasing and a payment option (see appendices 1 and 2).  The treatment subjects were in the 

relationship condition in which they were told that the website offered personalization, 

recommendations and shopping tips in addition to 24 hour assistance and a chat function. The 

control condition demonstrated the same shopping scenario without the additional relational 

components, as shown in the appendix.   
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The research was conducted among US consumers online using Qualtrics and represented 

the shopping experience with pictures of products and the check-out process. Subjects were told 

they went to the online store to purchase a plain black t-shirt with information about the retail 

experience, pictures of the shirt, images of the check-out process and a ‘thank you’ page. 

Further, subjects learned that the shirt arrived 2 days following the online purchase.  As a 

manipulation check the degree to which subjects perceived a relationship with the online retailer 

using a 10-item semantic differential scale was examined. The researcher then measured 

satisfaction with the t-shirt, the online store itself and satisfaction with the relationship.  Subject 

were also asked questions about their levels of trust and loyalty for the online marketer.  

The research examines an event that took place over the time frame of the study.  The 

event demarcation point is the announcement of the widespread availability of the COVID-19 

vaccine for the general public in the US.  The specific event that marks the post vaccine 

availability is President Biden’s announcement on March 3rd 2021 that “every US adult will have 

access to a COVID-19 vaccine.” Therefore the variable vaccine availability is actually 

knowledge of immanent vaccine availability for all US adults. Study data collection was as 

follows:  

 

Pre Vaccine Availability – May 5th, 2020 – December 1, 2020 

Post Vaccine Availability– March 16, 2021- December 20, 2021 

 

The COVID-19 vaccine roll out took place over a long period of time.  Specifically, the 

FDA issued an emergency use authorization for the Pfizer vaccine on December 11, 2020. The 

data collection for the pre-vaccine condition was concluded by December 11th, 2020.  The data 

for the post vaccine condition was collected beginning in March, 2021 after the announcement 

that every adult would have access to a COVID-19 vaccine and no data were collected in the 

interim time period.   

The dependent variable in the model is satisfaction.  According to Larsen and Wright 

(2021), consumer satisfaction is the most important outcome variable in marketing studies and as 

a result, many studies examine consumer satisfaction in a variety of marketing environments.  

Consumer satisfaction has been widely studied and recently Frechette and Wingate (2022) 

examined the difference between satisfaction with the service provider compared to overall 

satisfaction.  They suggest that there are a variety of measures for satisfaction and the choice 

depends on the problem at hand. Whereas they examine a service encounter, purchasing a 

physical product may have somewhat different measures.  In this study SERVQUAL would not 

be appropriate as the item purchased is a t-shirt.  In addition, the consumer confirmation-

disconfirmation model of satisfaction suggests that when consumers’ needs are met they will be 

satisfied.  However, this research examines the affective measures of satisfaction to a shopping 

experience to evaluate the hedonic outcomes as per Batra and Ahtola (1991).   

In this research subjects completed a Qualtrics questionnaire following exposure to the 

shopping scenario.  First, they responded to a set of questions to determine the degree to which 

the subjects perceived a relationship with the online store on a 10-item 7-point semantic 

differential scale (e.g. friendly-unfriendly, fair-unfair, close-distant).  Next, subjects were asked 

their levels of satisfaction with three entities: the t-shirt, online store and relationship with the 

store. Each consisted of a 5-item 7-point semantic differential scale (e.g., good-bad, pleased-

displeased, happy-sad) as per Batra and Ahtola (1991). The measures were highly correlated and 
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were therefore combined into a single measure of satisfaction. Wirtz and Lee (2003) examined a 

variety of semantic differential and Likert scales and suggest that semantic differential scales, 

even those with only one item, can measure satisfaction effectively and Hausknecht (1990) 

demonstrated use of such scales as well.  Interestingly, Frechette and Wingate (2022) measure 

satisfaction with an overall satisfaction 5-point measure that asks subjects to rate both the 

lodging and the satisfaction with the apartment owner at the same time with one item and then 

rate just the apartment owner.  In contrast, this research uses 5 items for each individual measure 

of satisfaction for product, store and relationship without confounding the measures.  Trust was 

measured with a 5-item 5-point Likert scale (e.g. “The site appears to be more trustworthy than 

other sites I have visited,” “My overall believability of information on this site is high”) (Bart et 

al. 2005). Loyalty was measured with a 6-item 5-point Likert scale (e.g. “I would purchase an 

item from this site again and “I would recommend this site to a friend”) (Hsieh 2022). All scales 

had been used in prior research and are shown in the appendix.  

 

RESULTS 
The sample consisted of 143 responses with 71 in the relationship treatment and 72 in the 

control.  A manipulation check demonstrated significant differences (t = 2.9, p <.01) in the two 

groups using a 10-item 7-point scale (see appendix 3).  The sample consisted of the following: 

29% male and 71% female and 26% 25-34 and 74% 18-24.  Cronbach’s alpha for the measures 

were as follows: relationship (.890), satisfaction (.989), trust (.942) and loyalty (.870). Table 1 

presents the correlations.  

 

Table 1: Correlations 
 

 Presence of 

Vaccine 

Trust Loyalty Satisfaction 

Relationship .014 -.225** -.212* .680 

Vaccine  .212* .210* .242** 

Trust   .736** .718** 

Loyalty    .728** 

** p < .01 * p < .05 

 

The analysis used the PROCESS bootstrapping regression tool, model 14 (Hayes 2017). Results 

of the regression analysis are presented in Table 2. The relationship condition demonstrated 

significantly higher levels of trust supporting H1. Similarly, the relationship condition showed 

significant higher loyalty supporting H2.  Both trust and commitment had significant influence 

on satisfaction supporting H3 and H4.  Further presence of vaccines, moderated the effect of 

trust and loyalty on satisfaction providing support for H5 and H6.  Table 3 demonstrates the 

conditional indirect effects of the mediational model.  Finally, there was a direct effect of 

relationship on satisfaction supporting H7.  

The regression model and Hayes Process 14 support the hypotheses in the study. 

Specifically, there is a significant influence of relationships on trust and loyalty and both trust 

and loyalty are partial mediators in the relationship between the conditions and satisfaction.  The 

mediational effects are demonstrated with a significant direct effect of relationship on 

satisfaction and both trust and loyalty on satisfaction. Also observed is a significant indirect 

effect of both trust and loyalty on satisfaction.  The moderated mediator effect is significant as 
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presence of vaccine moderates the relationship between both trust and loyalty and satisfaction as 

shown in Figure 2.  

 

Table 2: Regression Results PROCESS Model 14 
 

 F MSE Sig 

Outcome: Trust 7.6033 1.1061 .0066 

Outcome: Loyalty 6.6883 1.2963 .0107 

    

Outcome: Satisfaction b SE Sig. 

Relationship .5452 .1932 .0055 

trust 1.0860 .1821 .0000 

loyalty .3410 .1665 .0425 

Presence of vaccine .2145 .1895 .2596 

Trust x presence of vaccine -.7595 .2540 .0033 

Loyalty x presence of vaccine .7242 .2355 .0025 

 

 

Table 3: Conditional indirect effects of relationship on trust and loyalty 
 

 LLCI ULCI b SE 

Direct effect .1631 .9273 .5452 .1932 

Trust No Vaccine 

Vaccine 

-1.0313 

-.4971 

-.1395 

.0141 

.5249 

-.1578 

.2278 

.1326 

Loyalty No Vaccine 

Vaccine 

-.4444 

-.9847 

.0464 

-.1132 

-.1674 

-.5228 

.1255 

.2269 

 

However, the findings suggest different outcomes for the influence of trust and loyalty on 

satisfaction in the mediated moderation model.  For trust, higher levels of trust lead to 

satisfaction pre-vaccine availability, while for loyalty, higher levels of loyalty lead to satisfaction 

post presence of the vaccine.  The explanation for these findings is that trust serves more often as 

an antecedent to satisfaction and would be a key indicator of a marketer’s likelihood of service.  

Pre-vaccine availability, trust would be very important in giving subjects psychological comfort.  

Trust is dependent on the actions of the marketer and a perception that the marketer will perform.  

Loyalty is an outcome and is often hypothesized as occurring after satisfaction.  Loyalty is also 

an action that consumers take in response to satisfaction.  After the vaccine was available 

subjects might have felt more comfort in demonstrating loyalty because the situation became 

more predictable.   

 

LIMITATIONS 
There are some limitations to this research. First, the study includes an experimental 

manipulation that may not accurately reflect real-world shopping experiences.  However, the 

manipulation check did show a significant difference in responses.  In addition, our sample does 

not reflect a wide demographic and is focused on those ages 18-34.  In the future it would be 

interesting to examine older adults.  The study was conducted in event format leading to a 

number of limitations as discussed by Sorescu et. al. (2017). Specifically, it is difficult for 
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researchers to take into account all the expectations and experiences of individuals during the 

event time period.  As a result there is no assertion of causality.   

 

 

Figure 2: Regression Path Model with Significant Relationships 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

IMPLICATIONS 
This research reiterates the findings that relationships influence satisfaction through the 

mediating variables of trust and loyalty.  In addition, presence of vaccine was found to moderate 

the mediational relationship.  As demonstrated here, relationships are important to consumers 

and suggests that people view relationships as more important to their online shopping 

satisfaction.  Subjects who were exposed to the relationship scenario were more likely to rate 

satisfaction higher and presence of vaccine moderated the relationship between trust and 

satisfaction more pre-vaccine availability than post vaccine.  On the other hand presence of 

vaccine was moderated the relationship between loyalty and satisfaction more strongly post 

vaccine availability.  Both trust and loyalty have been found to be important aspects of a 

relationship and have been variables in many studies of both in-store and online exchanges, 

(Arghashi, Bozbay, and Karami 2021).   
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Figure 3: Moderated Mediation Effect of Trust 

 

Figure 4: Moderated Mediation Effect of Loyalty 
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Marketers should be aware that forging relationships with customers is a revenue 

generating strategy that can lead to increased customer lifetime value because of the ease and 

psychological comfort in consumer loyalty.  That relationships can also be formed in online 

environments is a factor that online marketers should also seek to foster to enhance returns. 

Studies have even suggested that loyalty is a more important driver of satisfaction in online 

environments because of the risk associated with the purchase (Shankar et al. 2003).  Trust in 

online marketing has been shown to be developed in multiple transactions and related to the 

design of the website as well as the degree to which the company fulfills its promises (Urban et 

al. 2009).  Similarly, Lin et al. (Lin, Miao-Que and Lee, Bruce, C.Y. 2012) found that the 

website and its interactivity influenced loyalty and trust in online bookstores. Relationships with 

online retailers have been found to matter more to customers than dependence on the seller or the 

expertise of the seller in determining outcomes (Steinhoff et al., 2019).   

Trust and loyalty have also been important in the development of the concept of brand 

love.  Brand love utilizes the romantic love scale to measure degree of yearning for a brand, 

which goes even further than relationship marketing in describing consumer deep feelings 

regarding products and services.  Brand love is associated with purchase intention, word-of-

mouth, and willingness to pay (Wong 2023). The concept is another exemplar of the importance 

of relationships in consumer marketing.  Marketers benefit greatly when consumers perceive 

relationships because consumers tend to purchase repeatedly from trusted sellers (Dwyer, Schurr, 

and Oh 1987).  The psychological benefit is also accrued to consumers who are more satisfied 

when they feel trust and loyalty toward marketers.  Understanding the role of trust and 

commitment on relationships and satisfaction during a global may help elucidate consumer 

response in future stressful situations.    
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Appendix 1. Treatment and Control Conditions 

TREATMENT 

Imagine that today you decide to buy a T-shirt online.  

  

You decide to buy it from a typical online store. You have purchased a number of items from 

this store in the past and were satisfied with the process and products.   

 

The site allows you to personalize the page and the products displayed. The website makes good 

recommendations to you based on your prior purchases, so it is easy to buy.  The store always 

provides good shopping and sizing tips to help you.  

 

It is easy to navigate the site and view the items with videos, recommendations and a virtual 

shopping assistant.  The reviews of each product are clear and helpful and it is easy to interact 

with other users of this web site.   

A toll-free phone number is available for assistance 24/7 and the chat function always comes 

up to help you through the process.  The company cares about you and your satisfaction. 

You turn on your computer and type the website URL into the search bar to open the store’s web 

site.  The main page displays men’s and women’s apparel. The clothing for women includes 

jackets, blazers, dresses, shirts, T-shirts, knitwear, pants, jeans, skirts, shorts and shoes. The 

men’s clothing section has coats, jackets, blazers, suits, knitwear, pants, jeans, shirts, T-shirts, 

polos and shoes.  You click on the appropriate category to bring down the menu and then on T-

shirts to take you to the product page.   

The site presents you with options that you like because you have purchased items in the past 

and the site is personalized for you. 

 

A simple cotton T-shirt appears at the top of the page and you examine the various color 

options.  After choosing the T-shirt style, you pick the color and size and then add it to the 

shopping cart, which is located on the top right corner of the website. 

You check out and enter your shipping details on the form below.  You choose delivery in 2-3 

business days.   You enter your credit card number to pay for the T-shirt.  Your information is 

automatically entered so that your loyalty points are tallied for future free offers and deals. You 

close the website. 

CONTROL 

Imagine that today you decide to buy a T-shirt online.  

  

You decide to buy it from a typical online store.  
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You turn on your computer and type the website URL into the search bar to open the store’s web 

site.  The main page displays men’s and women’s apparel. The clothing for women includes 

jackets, blazers, dresses, shirts, T-shirts, knitwear, pants, jeans, skirts, shorts and shoes. The 

men’s clothing section has coats, jackets, blazers, suits, knitwear, pants, jeans, shirts, T-shirts, 

polos and shoes.  You click on the appropriate category to bring down the menu and then on T-

shirts to take you to the product page.   

A simple cotton T-shirt appears at the top of the page and you examine the various color 

options.  After choosing the T-shirt style, you pick the color and size and then add it to the 

shopping cart, which is located on the top right corner of the website. 

You check out and enter your shipping details on the form below.  You choose delivery in 2-3 

business days.   You enter your credit card number to pay for the T-shirt.  You close the 

website.   

 

Appendix 2. Images for Both Conditions 
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Appendix 3. Measure Items 

 

Relationship Manipulation Check 

Friendly-Unfriendly 

Fair-Unfair 

Unselfish-Selfish 

Equal power-Unequal power 

Cooperative-Uncooperative 

Compatible with my goals-Incompatible with my goals 

Formal-Informal 

Harmonious-Clashing 

Close-Distant 

Intense-Superficial 

Trust 

The site appears to be more trustworthy than other sites I have visited. 

The site represents a company or organization that will deliver on promises made. 

My overall trust in the site is high.  

My overall believability of the information on this site is high. 

My overall confidence in the recommendations on this site is high.  

Loyalty 

 

I would purchase an item from this store again. 

 

I would recommend this site to a friend. 

 

I am comfortable providing financial and personal information on this site. 
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I will bring my business to a competitor (neg.)  

 

I would bookmark this site. 

 

I would register at this site.  

 

 

Satisfaction 

 

“How do you feel about the t-shirt you bought the shirt?” 

 

Good-bad, Pleased-displeased, Happy-sad, Contented-disgusted, Satisfied-dissatisfied 

 

“How do you feel about the company from which you bought the shirt?” 

 

Good-bad, Pleased-displeased, Happy-sad, Contented-disgusted, Satisfied-dissatisfied 

 

“How do you feel about the relationship you have with the company from which you bought the 

shirt?” 

 

Good-bad, Pleased-displeased, Happy-sad, Contented-disgusted, Satisfied-dissatisfied 

 

 

 

 

 
  


