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 The aim of this research is to identify the relationship between online sale and customer value co-
creation. In addition, to identify the mediating role of E-Satisfaction and E-Trust in the relation-
ship between the online sale and customer value co-creation. This study selected a sample of 364 
customers who shopped from the Modanisa website in Jordan, and a structural equation modeling 
(SEM) approach was applied in this study to suit the nature of the study and to achieve the desired 
goals. This approach is based on showing the variables' relationship with each other. In this study, 
the relationship between online sale and customer value co-creation was influenced by E-trust and 
E-satisfaction. As per the results have indicated the foregoing, the analysis exhibited a favorable 
relation between them. E-trust impacts online sale and customer value relationship CO-creation, 
E-satisfaction affects the connection between the customer and online sales value. In addition, 
this study proves that online transactions contribute to the CO-creation of customer value for 
Modanisa. The customer value of CO-creation is, however, influenced by online purchases by E-
trust and E-satisfaction in the Modanisa site. The findings of the study show that consumers with 
the higher online sale are far more committed to rising customer value by enhancing E-trust and 
E-satisfaction. 

© 2021 by the authors; licensee Growing Science, Canada. 

Keywords: 
Online Sale  
Customer Value CO-Creation  
E-Satisfaction  
E-Trust 

 

 

 

1. Introduction 
 
 

 
Ongoing technological developments, connected to capitalism, shifts in purchasing behaviors, and amended consumption 
patterns, had also complicated the differentiation of companies’ rivals in competitive industries. The modern economic and 
community paradigm calls for deeper analysis mostly on the marketing concept of generating value (Kotler et al., 2010). 
Online sale is a model that allows customers to purchase goods and services directly from the seller through the Internet using 
the web browser and applications. Therefore, customers can buy goods online using different ways of communication tech-
nology (Alsafadi et al., 2020). However, the use of the internet became a major means of purchase among individuals (Alja-
warneh et al., 2020). Through the Internet, the buying and selling of goods and services take place on the Internet where 
customers and sellers meet in the digital world in many sites to offer goods and services (Kitaneh, 2009). Value Co-creation 
implies that the process results in a valuable outcome by competing parties. (Prahalad & Ramaswamy, 2004). Few researchers 
are exploring the incentive of customers to be active in recognizing the significance of identifying catalysts leading to value-
co-creation motives for buyers (Aljawarneh & Atan, 2018). Suppliers offer ingredients with manufacturers in some kind of a 
conventional value-creation process, who then create goods for customers (Al-Omari et al., 2020). Increasing the value with 
an exchange of financial by both the producer and supplier throughout the type including its commodity which would be sold 
to the consumer (Vargo et al., 2008). Corporations, therefore, concentrate on communication and try to draw on financial 
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value (Prahalad & Ramaswamy, 2004). Customer feedback can improve any organization's products and services and without 
it, the organization would be limited to evaluate the customers’ needs and experiences (Alshare et al., 2020). E-Satisfaction 
is a customer experience during the specific stages of online purchase (Mahafzah et al., 2020). (McKinney et al., 2002). There 
are studies that prove that the quality of the electronic service and electronic satisfaction are two main factors for creating E-
Trust, while these factors have direct and indirect effects on E- Trust (Reichheld and Schefter, 2000). Throughout the market 
these days, E-satisfaction mostly as a concept is becoming more and more important (Alomari et al., 2020). Service quality is 
analyzed by following an increasing agreement in which client satisfaction is not only a vital success result and therefore a 
major aspect of online customer purchase intentions in online shopping as in conventional retailing’s (Masa'd & Aljawarneh, 
2020). Throughout 2017, Arab Advisors Group conducted a questionnaire of online shoppers in Jordan. The report indicated 
that in 2017 34, 4% of web users were purchasing or paying for online items and/or services, which was up against 15, 4% in 
2010. In addition, these findings indicate the willingness of Jordanians to pay money online to take advantage of online 
transactions (Al-Jawarneh, 2016). After all, Jordanians are also exposed to obstacles to internet purchases because of certain 
issues that impact their buying perceptions (Aljawarneh & Al-Omari, 2018). Such issues include the absence of internet and 
the ability to use internet devices, lack of information about web access, people profiles, consumer and confidence features, 
internet payment processing, and confidentiality and product issues (Alsmadi, 2002). The researcher is trying to find a better 
way to improve Online Sale and Customer value CO-creation with the mediating role of E-satisfaction and E-Trust (Alja-
warneh et al., 2020). Szymanski and Henard (2001) indicated that the influence of E-Satisfaction on the connection among 
online sale and customer value co-creation is greater offline, so when customers are satisfied with a particular website for sale 
online, they will buy more of it, and they become to have the intention to purchase, and they will also be keen to recommend 
the product or service to their friends (Al-Da’abseh, et al., 2018). Hence, customer satisfaction and retention have become 
more important for online shopping sites (Devaraj, 2002). The purpose of the present study attempts to find a better way to 
improve online sale and customer value co-creation with the mediating role of E-satisfaction and E-Trust (Al-Omari et al., 
2018). Online sale and customer value co-creation are significant as it is the major part of modern life and its needs (Alzoubi 
et al., 2020). 

This paper is organized as follows: first, the theoretical framework of the study. Second, the methodological procedures. 
Third, the results of the study. Finally, discussions and conclusions. 

2. Theoretical literature review 

2.1. Online Sale and Customer Value CO-Creation 

Throughout the field of co-creation, analysis demonstrates all ideas as relevant to clients, staff, organizations, technologies, 
and customer relationships. In accordance with the research of Bowden et al. (2017), this study reveals that significant vali-
dated online sale has beneficial impacts that encourage co-creation value (Banyhamdan et al., 2020). Clients with positive 
interaction habits, so that they are pleased, respected, and perceive mutuality, are more likely to co-create value (al-Bourini 
et al., 2020). The main result applies to the attitudes and behavior of service employees, particularly compassion, and respon-
siveness. Ease of use is an important component of the customer use of computing technology (Morris and Turner, 2001) and 
is of specific significance to modern consumers (Gefen and Straub, 2000). It is a determinant of product performance (Dab-
holkar, 1996) and is crucial for consumer satisfaction because it increases the productivity of the usage of the service (Xue 
and Harker, 2002). Safa and Ismail (2013) noted that the value-creating business and the consumer online sale are the strategic 
edges of a local alternative, and observed that customer engagement in value co-creation would increase the efficiency of the 
enterprise. Primary value-creating practices can improve their service capability, improve the intensity of operation, impact 
the ability of the business to customize; they will impact the current competitive strength of the company. On the basis of the 
mentioned research scholars, it's been observed that Co-creating value can enhance the awareness of the business, affect the 
capacity of the business to serve since the business has a critical part to play; that the consumer is interested in joining to build 
the value of the business in order to better satisfy their prices of goods or services (Ma and Wei, 2012).   

H1: Online sale is positively related to Customer Value CO-Creation. 

2.2. E-Satisfaction 

E-satisfaction is a significant subject of research, a key element in dealing with competitors and gaining market share (Zeglat 
et al., 2016). Though because of the various interactions with all other factors, it is a challenging term to describe. However, 
an attitudinal disposition can be recognized, which affects the actions of the consumer and the evaluation of the goods, and 
this in turn determines the loyalty of the client (Zhang & Dran, 2000). The factors of the development (Szymanski & Hise, 
2000) have been examined, such as its connection with online sale and customer value co-creation (Cyr et al., 2008). The 
interaction between e- satisfaction and online sale, such as the quality of knowledge and consumer preferences, has also been 
modeled by a group of studies (McKinney et al., 2002). According to Al-dweere et al. (2017) e-satisfaction is positively 
related to the relation between customer value co-creation and online sale. However, it was explained that the outcomes from 
the variables within the online satisfaction and e-satisfaction. In addition, Szarucki and Menet, (2018) in their study examined 
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the ability to deliver consumer value and loyalty as part of the service marketing strategy. However, we investigate the fol-
lowing hypothesis to study the relation between Customer Value CO-Creation and Online Sale considering the e-satisfaction 
as a mediator. 

H2: E-Satisfactions Mediates the relationship between online sale and Customer Value CO-Creation 

H4: E-Satisfaction and E-Trust sequentially mediates the relationship between Online Sales and Customer Value CO-Crea-
tion. 

2.3. E- Trust  

Pappas et al. (2017) in the study of Value co-creation and trust in social commerce illustrated how customer and company 
value-co-creation and core elements of trust converge to affect the buying intentions of consumers in social business. By 
exploring the interaction between variables the value of co-creation can be more critical than e-trust in achieving high online 
purchases. Ziaullah and Akhter (2014) in the study of E-trust explored the relationships between E-satisfaction, E-trust, and 
online sale as mediating roles are significant. The positive impact of E-satisfaction on trust can be observed in online sales. 
However, the beneficial impact of E satisfaction and E trust of the service provider has been demonstrated (Pavlou, 2003). 
Similar to these results, the satisfactory interaction of consumers with a particular online shop is anticipated to accelerate their 
desire to accept further online transactions, and also their confidence in the electronic websites as well. E- Satisfaction with 
the particular implementation of the system would improve trust in the market as a whole. However, we investigate the fol-
lowing hypothesis to study the relation between Customer Value CO-Creation and Online Sale considering the e-trust as a 
mediator. 

H3: E- Trust mediates the relationship between Online Sale and Customer Value CO-Creation. 

H4: E-Satisfaction and E-Trust sequentially mediates the relationship between Online Sales and Customer Value CO-Crea-
tion. 

3. Theoretical Framework 

Based on the literature reviewed for this paper we develop a model shown in Fig. 1.  

 

Online sale   

E-satisfaction   
Ease of use    

Response time    Customer value co-creation 
Information accuracy   

E-trust   
Product diversity    

 

Fig. 1. Research theoretical model 

4. Methodology 

4.1. Procedure 

First, the survey elements were first developed in English and then translated back into Arabic by a linguist (Perrewe et al., 
2002). 

Second, Prior to data collection, the management of the surveyed establishment was contacted by email for permission. To 
verify the validity of the study variables, the researcher presented the survey questions in their initial form to a group of 
arbitrators totaling seven faculty members. Or paragraphs, and in the end, some changes and modifications were made. 

Finally, a pilot study was conducted with 30 questionnaires distributed manually to 30 participants from outside the target 
study sample to test the reliability of the study and to ensure that the participants were able to understand the questions. 

4.2. Data collection 

The data were collected by using simple random sampling, according to Dwidri (2000). The data were collected by distributing 
the questionnaire online to the Jordanian customers who shopped from the Modanisa website. This site was chosen because 
it is considered one of the distinctive and unique sites in selling women's Islamic fashion, dresses, and accessories. Modanisa 
website is the first Turkish site that deals with 75 countries, including Jordan, and has more than 6 million visitors per month. 
There are more than 300 different brands and fashion brands on Modansia. In addition to the exclusive offers provided by the 
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site on a regular and continuous basis. Modanisa is available in two languages, Arabic and English so that the user can under-
stand the site without any complication (“Modanisa Website,” 2016). The number of surveys distributed was (364) and the 
answers were (364) valid answers. 

4.3. Constructs measurement 

The questionnaire developed for this research was adapted from the existing leading literature in the field. A 5-Likert scale 
was used as followed by previous studies, and answers ranged from strongly disagree to strongly agree. Online sale was 
measured using 20 items as following: Ease of use adopted from (Teo et al., 2000), Response time adopted from (Al-Adaileh, 
2015), Information accuracy adopted from (Shabeel, 2012), Product diversity adopted from Wang and Chou (2014), and 
Hernandez et al. (2009). Customer value CO-creation was measured using 12 items adopted from Yim et al., (2012) and Yi 
and Gong (2013). E-Satisfaction was measured using 7 items adopted from Lee and Lin (2005), Kim and Jackson (2009), Yao 
and Liao (2011), (Mustafa, 2011) and Xiaoying Guo et al. (2012). E-Trust was measured using 5 items based on Ribbink et 
al. (2004). 

5. Data analysis and Results 

In this section, data that has been collected from the survey are presented and analyzed statistically. 

First, demographic information is analyzed using descriptive analysis such as frequency and mean were used in the analyses, 
second, analysis of data is presented for each variable and its indicators, third, the generated hypotheses are tested, using 
structural equation modeling (SEM).  

IBM SPSS 25.00 and IBM SPSS AMOS 25.00 software were used to interpret the data collected by the questionnaire and in 
order to measure mediation effects. The frequency, percentage, and standard deviation of the respondents were calculated 
using descriptive statistical methods. Due to the conceptual research model method that was developed for this research, the 
Structural Equation Modeling (SEM) technique was adopted, This is due to the fact that SEM is one of the most common 
methods used by practitioners in the field of Management Business and marketing research, especially in order to assess the 
causal research model and research hypotheses (Ringle et al., 2018). 

SEM allows researchers to test a bunch of interrelated hypotheses by evaluating the relationships between many independent 
and dependent fixtures in a structural model (Gefen& Straub, 2000). AMOS software version 24 was used in this research in 
order to estimate model measurement and structural models (Byrne, 2013). 

5.1. Descriptive analysis 

First, the gender of customers participating in the research is 15.4% of them are male and 84.6% of them are female. Second, 
the age of the customers participating in the research. The age of the customers participating in the research, 8.5% of them 
are in the age under 20 year’s, 42.3% in the age of 21-30 year’s, 31.6% in the age of 31-40 year’s, 13.5% in the age of 41-50 
year’s, 4.1% in the age over 51 years. The most age of the distribution is the age of 21-30 year’s. Third, the monthly income 
of customers participating in the research. The monthly income of customers participating in the research, 41.5% of customers 
their monthly income less than 500 dinars, 36.5% of customers their monthly income from 501-999 dinars, 15.4% of custom-
ers their monthly income from 1000-1499 dinars. 6.6% of customers have their monthly income over 1500 dinars. The most 
monthly income of the distribution was less than 500 dinars. Fourth, the participants’ educational status, 8.5% graduated from 
high school, 50% has a bachelor degree, 23.4% a master degree, 18.1% a PHD degree. 

5.2. Model Measurement 

A confirmatory factor analysis (CFA) was administered (Alwagfi et al., 2020). This is often because CFA may be a statistical 
technique that won’t verify the factor structure of a group of observed variables as noted by Harrington (2008). Bagozzi and 
Yi (1988) added that CFA assists scholars and researchers in identifying and determining construct validity (i.e., convergent, 
discriminate, and nomological validity). CFA was conducted on the general model. 

As shown in Table 1, the retained scale items from the confirmatory factor analysis have standardized factor loadings (SFL) 
above 0.50 as noted by Bagozzi (1980); and Bagozzi & Yi (1988). The SFL values ranged from (.501–.940). Hair et al. (1998) 
added that composite reliability (CR) above .70 and average variance extract (AVE) above .50. The obtained results provided 
evidence of convergent and discriminant validity. The accepted threshold for the Cronbach alpha was also above .70, thus 
satisfying internal consistency and scale reliability (Cronbach, 1951; Hair et al., 1998; J€oreskog, 1971). 
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Table 1 
CFA standardized loading, AVE, CR. 

Variables Paragraphs                                                                                                                                                 Standardize loading (λ) CR AVE 

 

Ease of use 
(α=.76) 

The Modanisa website is easy to use.   0.81   
 The Modanisa website is easy to learn.  .885   
 The Modanisa website is user friendly.  .852   
 The Modanisa website is easy to master. .820   

Response  

time (α=.77) 

This website provides its services to the customer at the required time. .933 0.95 0.75 
This website works to create trust with the customer at the time of providing the service. .888   
This website delivers the product to the customer on time. .852   
This website responds to customer purchase requests according to priority at the time of ordering. .922   
This website provides the customer with a choice of product and making a purchase with minimal time and effort. .752   
This website responds quickly to customer requirements. .834   

Information  

accuracy   

 (α = .76) 

The online sale system for this website is characterized by the integration of its information. .554 0.89 0.57 
The online sale system for this website is characterized by the credibility of the information provides to the customer. .823   
The online sale system for this website is characterized by the accuracy of information. .782   
The online sale system constantly updates product information. .758   
The online sale system for this website provides the information needed to help customers make a decision. .715   

Product diversity    

(α =74) 

 

This website diversifies its products to satisfy the customer’s tastes and needs. .802 0.91 0.63 
This Website provides high-quality products. .617   
This Website is distinguished in creating new products. .895   
This Website provides products at different prices and suitable for customers. .775   
This Website is constantly improving its products based on customer suggestions. .782   

Customer 

 Value  

CO-Creation     

(α =.83) 

Spending a lot of time-sharing information about my needs and opinions with this website during the shopping process. .734 0.89 0.58 
Putting a lot of effort into expressing my personal needs to this website during the shopping process. .817   
I give advice to this website to provide new products and services. .862   
I give suggestions to this website on how to improving its product offerings. .834   
I am always participated in improving the services provided by this website. .776   
Being very much involved in deciding the payment way (cash money/ credit card). .690   
I would say positive things about this website to others. .765   
When I receive a good service, I will let this website know. .720   
When I have a new idea on how to improve service, I will let this website know. .590   
When I experience a problem, I will let this website know. .848   
I would do things that make this website job easier .654   
I would carefully observe the rules and policies of this website. .755   

E- Satisfaction  

(α = .80) 

My decision to purchase from this website was a wise one. .852 0.92 0.63 
 I am satisfied with the shopping experience of this website. .888   
 I have truly enjoyed purchasing from this website. .745   
 I am satisfied with the product provided by this website. .689   
The performance of this website meets my expectation. .693   
 I am satisfied with electronic purchasing with this website. .871   
Overall, I am satisfied with the online transaction service provided by this website. .766   

E-Trust       

(α = .73) 

I am prepared to give my private information to this website. .921 0.95 0.78 
This website always fulfills promises and commitments. .940   
This website is professional in online shopping field. .881   
I am willing to give my credit card number to this website. .842   
It is not a problem to pay in advance for purchased products over the internet. .821   

α = Cronbach alpha; CR = composite reliability; AVE = average variance extracted 

Table 2 
Model fit 

Measure Estimate Threshold Interpretation 
CMIN 1974.28 - - 
DF 824 - - 
CMIN/DF 2.39 1 to 3 Excellent 
NFI .94 >0.90 Excellent 
CFI .96 >0.95 Excellent 
RMSEA .075 <0.80 Excellent 
PCLOSE .91 >0.05 Excellent 

 

Table 3 
Correlativity, Mean Values, and Standard Deviations 

Variables Mean Standard deviation 1 2 3 4 
Online sale .76 4.11 -    
CO-creation .795 4.05 .576** - .517** .494** 
E-satisfaction .73 4.18 .605**  -  
E-Trust .77 4.1 .441**  .500** - 

**Correlation is significant at the 0.01 level 
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As shown in Table 3, the correlations calculations of Online sale are connected to Customer value CO-creation (r= .576, p < 
.01) and E-Satisfaction (r= 0.605, p <.01) and connected with E-Trust (r= 0.441, p <.01).  Therefore, it presents that the E-
Trust is connected to Customer value CO-creation regarding the value of (r= 0.494, p <.01). E-satisfaction is positively con-
nected to Customer value CO-creation regarding the value (r= 0.50, p <.01). 

5.3 Structural Model 

The assessment of the structural model is the final step after model measurement. As mentioned before, SEM was chosen 
because of the nature of the research model, the mediating effects. 

5.3.1. Direct effects 
Structural equation modeling technique was used with AMOS program version 20. The result shows that the online sale has 
a positive direct effect on customer value co-creation (β = 0 .373, p <0.001). Therefore, H1 is accepted. Online sale has direct 
effects on E-Satisfaction (β = 0.682, p < 0.13***) and E-Trust (β = 0.269, p <0.25***). E-Satisfaction has a direct effect on 
customer value co-creation (β = 0.283, p <0.23***). E-Trust has a direct effect on customer value co-creation (β= 0.161, p < 
0.14***).  E-Satisfaction has a direct effect on E-Trust (β = 0.405, p <0.003), see Table 4. 

Table 4  
Results of SEM model 

Relations Estimate C.R. P 
Online sale - E-Satisfaction 0.682 14.468 0.13*** 
Online sale - E-Trust 0.269 3.894 0.25*** 

E-Satisfaction - E-Trust 0.405 6.609 0.003 
E-Satisfaction - CV Co-creation 0.283 5.257 0.23*** 

E-Trust - CV Co-creation 0.161 3.307 0.14*** 
Online sale - CV Co-creation 0.373 7.060 0.001 

  ***= p < .001           

5.3.1. Bootstrap analysis of the magnitude and statistical significance of the direct and indirect effects 

In this article, the author(s) bootstrapped the sample with a resample of (n = 5,000) using a bias-corrected confidence interval 
of 95% (Preacher et al., 2007). Show the indirect effect of online sale on Customer Value CO-Creation through E-Satisfaction 
(β= .049, 95% C.I = .063, .300), E-Trust (β=.007, 95% CI = .072, .236) are important. Hence, H2 and H3 are supported. In 
addition, and according to the results that have supported the second and third hypothesis, E-Satisfaction and E-Trust sequen-
tially mediate the relationship between Online Sales and Customer Value CO-Creation, Hence, H4 is supported see Table 5. 

Table 5 
Bootstrapped mediation results 

Independent  
Variable 

Mediator Dependent  
Variable 

Direct Effect (B) Indirect 
Effect 

CI Low CI High 

Online Sale E-Satisfaction Customer Value 0.12 .003 .063 .300 
Online Sale E-Trust Customer Value 0.13 .007 .072 .236 

 

6. Discussions 

The present study included 364customers (males, females) who shopped from the Modanisa website in Jordan as seen before. 
All results were as expected. Hence, all variables enhance the connection between the Online Sale and Customer Value CO-
Creation through mediating variables, E-Trust and E-Satisfaction. 

The study query "What is the relationship between online sale and the customer value CO-creation" has been positively veri-
fied by this analysis and all findings have been verified. The second study query “What is the impact of E-Satisfaction on 
customer value CO-creation” has been positively verified by this analysis and all findings have been verified. Regarding the 
findings of this study. The query "What is the impact of E-trust on customer value CO-creation” has also been addressed and 
verified. In particular, the findings of this study verified the query “How Do the E-Satisfaction & E-trust sequentially mediate 
the relationship between online sale and customer value CO-creation ". 

The approach of competing groups leads to a valuable outcome by co - creation of value. Limited research’s results investi-
gated the potential for consumers to be involved in understanding the relevance of finding catalysts that contribute to value-
added motivations for shoppers. In any form of traditional value co-creation process, suppliers sell supplies with producers 
that deliver products to consumers. Financial hedging by the manufacturer as well as the provider’s economic transaction in 
the form of product, and even the product offered to the customer. Therefore, companies rely on connectivity and strive to 
build on commercial value. Customer input could enhance the goods and services of any enterprise and without that, the 
enterprise can only determine the perceptions and abilities of customers. 
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We also understand that E-satisfaction and e-trust lead to online sales and consumer value CO-creation. This study contributes 
to an appreciation of the impact on electronic trust and electronic satisfaction of online purchases. We think the on-line pur-
chases are even better for consumers with more favorable reactions. More broadly, our analysis determines the online selling 
criteria to decide the kinds of variables that respond more effectively. 
  
6.1. Theoretical implications 
  

We have tested and constructed the proposed model of how online sales affect customer value co-creation in the Modanisa 
website. Prior research for example has investigated the customer value co-creation and trust in social commerce in firms, 
value co-creation may be more important than trust in implementing high sale intentions (Pappas et al., 2017). Value co-
creation in the sharing economy has also been tested (Nadeem et al., 2020). In addition, some previous researchers have found 
the relationship between customer value co-creation and other factors such as the effects on the consumer and the company 
(Haro et al., 2014), and engaging customers in value co-creation (Zhang et al., 2018).  

However, in this paper the author has found that online sales had a positive relationship with organizational customer value 
co-creation. Our result is different from prior research where the researchers did not study the effect of E-trust and E-satisfac-
tion on the relationship between online sale and customer value co-creation. 

6.2. Limitations and future research 
  
Significant limitations of this paper are that the work was carried out on the Modanisa website in Jordan. Therefore, the results 
of this study cannot be generalized; it is proposed that future studies will be carried out in other countries and in other sectors. 
Another co-creation activity that impacts businesses and customers, directly and indirectly, may be undertaken through more 
studies. Finally, more literature reviews should be further examined in future works in order to find certain factors which may 
mediate online sale. 
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