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ABSTRACT

This research carries a Systematic Literature Review (SLR) approach to explore the concept of E-Service
Quality in various digital service sectors. By following the PRISMA protocol, as many as 53 scientific
articles from the Scopus database have been systematically analyzed. The results of the study show that
E-Service Quality consists of six main dimensions, namely efficiency, reliability, security, responsiveness,
personalization, and service fulfillment, which synergistically shape user perception of digital service
quality. However, most studies still address this dimension separately, so the understanding gained tends
to be partial and not yet thorough. In addition, the utilization of cutting-edge technologies such as
Artificial Intelligence (Al), Internet of Things (loT), and real-time-based systems is still not optimally
integrated within the framework of service quality. This study contributes by mapping various theoretical
approaches used, ranging from grand theory, middle-range theory, to applied theory, and identifying the
next research direction for the development of user-oriented digital service quality models.

Keywords: E-Service Quality, User Satisfaction, Digital Loyalty, Technology Integration.

ABSTRAK

Penelitian ini menggunakan pendekatan Systematic Literature Review (SLR) untuk mengeksplorasi
konsep Kualitas Layanan Digital (E-Service Quality) di berbagai sektor layanan digital. Dengan
mengikuti protokol PRISMA, sebanyak 53 artikel ilmiah dari basis data Scopus telah dianalisis secara
sistematis. Hasil penelitian menunjukkan bahwa Kualitas Layanan Digital terdiri dari enam dimensi
utama, yaitu efisiensi, keandalan, keamanan, responsivitas, personalisasi, dan pemenuhan layanan, yang
secara sinergis membentuk persepsi pengguna terhadap kualitas layanan digital. Namun, sebagian besar
penelitian masih membahas dimensi-dimensi ini secara terpisah, sehingga pemahaman yang diperoleh
cenderung parsial dan belum menyeluruh. Selain itu, pemanfaatan teknologi mutakhir seperti Kecerdasan
Buatan (Al), Internet of Things (10T), dan sistem berbasis waktu nyata belum terintegrasi secara optimal
dalam kerangka kualitas layanan. Studi ini berkontribusi dengan memetakan berbagai pendekatan teoretis
yang digunakan, mulai dari teori besar, teori menengah, hingga teori terapan, serta mengidentifikasi arah
penelitian selanjutnya untuk pengembangan model kualitas layanan digital yang berorientasi pada
pengguna.

Kata Kunci: Kualitas Layanan Elektronik, Kepuasan Pengguna, Loyalitas Digital, Integrasi Teknologi.

INTRODUCTION competitive and sustainable digital
The dynamic development of service experience (Bhattacharya &
businesses has pushed customer Mulay, 2024).
expectations for digital services to be According to Ingaldi (2022), E-
even higher. In this context, customers Service  Quality  reflects  users'
not only want service efficiency, but perception of the ability of digital
also expect digital experiences that are systems to meet their needs, through
secure, responsive, and functionally as key dimensions such as efficiency,
well as emotionally relevant. This security, responsiveness, and
makes E-Service Quality a strategic personalization. These dimensions are
element in ensuring a superior, key indicators in shaping customer
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satisfaction, building digital trust, and
driving loyalty in various online service
contexts (Goutam & Gopalakrishna,
2018).

The transition from conventional
services to digital platforms requires
service provider organizations to
develop systems that are adaptive,
responsive, and interactive. Findings
from various studies show that digitally
designed services are able to effectively
increase user satisfaction, strengthen
trust in service providers, and create
long-term loyalty (Rahman et al., 2022).
However, most previous studies still

analyze the dimensions of E-Service
Quality separately and have not
integrated cutting-edge technologies

such as Aurtificial Intelligence (Al),
Internet of Things (loT), and blockchain
thoroughly in creating an integrated
digital service experience (Iffan et al.,
2024).

Based on this background, this
study aims to systematically review the
literature related to E-Service Quality
through the Systematic Literature
Review (SLR) approach. The main
focus of this research is to identify the
latest research trends and patterns,
uncover theoretical and practical gaps,
and compile scientific contributions in
the development of user-centric digital
service models. Specifically, this
research aims to identify the main
dimensions of E-Service Quality
currently discussed within the digital
service literature. Furthermore, this
study seeks to examine the various
factors that significantly affect users'
perceptions and overall experiences
regarding digital services. Ultimately,
by synthesizing these elements, the
research intends to uncover and
highlight the existing research gaps that
remain unanswered in previous studies,
providing a clear foundation for future
investigations.
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RESEARCH METHODS

Customer This research uses the
Systematic Literature Review (SLR)
approach, which is a method designed
to identify, select, and synthesize
literature in a systematic, transparent,
and scientifically replicated manner.
This approach aims to produce valid
and reliable evidence in support of
knowledge development in the field of
digital services (Irannezhad et al., 2020).
In its implementation, the researcher
conducts a critical evaluation of the
literature relevant to the topic of E-
Service Quality, especially on strategic
issues such as customer satisfaction,
digital  loyalty, and technology
integration in electronic service systems
(Goutam & Gopalakrishna, 2018). This
approach allows for the formulation of
comprehensive and targeted scientific
synthesis.

To ensure the transparency and
accountability of the review process,

this study adopted the PRISMA
(Preferred  Reporting  Items  for
Systematic  Reviews and Meta-

Analyses) protocol as recommended by
Moher et al. (2009 ), This protocol is
used to establish a structured review
flow and meet high academic standards.
The initial process of searching for
literature was carried out through the
Scopus database using the keywords "e-
service quality”, "digital service
quality”, and "customer satisfaction and
loyalty"”. From the initial search results,
961 documents were obtained.
Literature selection is carried out
through two stages of screening.

The first stage of filtering by
subject, which was limited to the field
of  Business,  Management and
Accounting, resulted in 102 articles.
The second stage screens further based
on criteria: scientific articles that have
gone through peer-review, are in
English, and are available in open
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access (open access gold). The final
result of this screening was 53 articles
that met the inclusion criteria and were
used in the main analysis. With this
approach, a total of 53 final documents
were selected and analyzed in depth.
The entire article reflects the latest
developments in the literature on E-
Service Quality and forms the basis for
the preparation of theoretical mapping
and future research directions for the
development of user-oriented digital
service models.

Atrticles identified through
Scopus.com in relevant subjects
Identification cover from inception to 2025

(n=961)

[’

Articles included in the survey Removed articles

(n=220) " (n=741)

Filtering

y

Articles available after
filtering/filtering L,

Excluded articles

(n=118)

(n=102)

Qualification l

Articles available after the Gold
open access selection

(n=53)

'

Articles assessed for eligibility

(n=53)

Figure 1. Article selection process
flowchart
From the above PRISMA
approach, a summary of the results of
the systematic review of the literature is
obtained in the following table:

Table 1. Summary of Research (Systematic Review of the Literature)

. . . Article Theories
No. Article Title Writer Journal Methodology Contents Used
1 Unlocking (Teo et al., 2025) Cogent Quantitative Repurchase E-S-QUAL,
repurchase Business - Survey intention in TAM
intentions in e- Management e-commerce
commerce
platforms:  the
impact of e-
service quality
and gender
2 Examining the (O’Connor & Assaker, Journal of Structural Trustand e-  Trust-Loyalty
Role of 2024) Theoretical Equation loyalty in Model,
Reputation as a Applied Modeling online travel Reputation
Moderator of E- Electronic Theory
Service Quality, Commerce
Trust, and E- Research
Loyalty in
Online  Travel
Services
3 Chatbot Service (Vena-Oyaetal., Tourismand  Experimental Chatbot Perceived
Quality: An 2024) Hospitality service Service
Experiment quality cross- Quality
Comparing Two country
Countries  with
Different Levels
of Digital
Literacy
4 Improving (Lestari & Pradana, Journal of Case Study E-service SERVQUAL
Customer 2024) Logistic quality in
Satisfaction: An Informatic and food delivery
Analysis of Service
Indonesia's Science

Railfood App E-
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Service Quality

The Mediating (Iffan et al., 2024) Australasian Quantitative ~ Mediation of Trust-
5 Roles of Accounting - SEM trust and Satisfaction-
Customer Trust Business and satisfaction Loyalty
and Satisfaction Finance Framework
in E-Service
Quality and
Repurchase
Intention
Relationship
6 Investigating E- (Eni etal., 2024) Journal of Survey Ease of use TAM, E-SQ
Service Quality, Logistic and trust in
Ease of Use, Informatic and Indonesia
Trust and Service
Satisfaction in Science
Indonesian  E-
Commerce
Platforms
7 Perception  of (Bhattacharya & Cogent Survey E-service Customer
Indian Mulay, 2024) Business & quality & Happiness
Customers Management consumer Framework
Towards E- happiness
Service Quality
and Its Effect on
Consumer
Happiness,
Retention, and
Loyalty
8 Assessing (Hauptman et al., Zbornik Quantitative Taxpayer Service
taxpayers’ 2024) radova satisfaction Satisfaction
satisfaction with Ekonomskog in digital Theory
tax fakulteta u service
administration e- Rijeci /
services Proceedings of
Rijeka Faculty
of Economics
9 E-Trust and E- (Rohwiyati et al., Journal of SEM E-trust and e- E-Trust
Service Quality 2024) Ecohumanism loyalty link Model
on E-Loyalty:
Role of E-
Satisfaction and
Customer
Privacy
10  Sustaining (Madueke & Sustainability Survey Loyalty in E-Service
Economic Eyupoglu, 2024) SMEs via Quality
Growth: E- service Model
Service quality
Quality’s  Role
in Fostering
Customer
Loyalty in
Nigeria SMEs
11 The Impact Of (Alsuwaidi & Sultan, International Survey Institutional  SERVQUAL
E-Service 2023) Journal of excellence
Quality on Professional through e-
Institutional Business services
Excellen Within
Abu Dhabi
Municipality in
UAE
12 Building E- (Mittal & Kaur, 2023) Asian SEM Online food Customer
Loyalty Academy of delivery Loyalty
Towards Online Management loyalty Model,
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13

14

15

16

17

18

19

20

Food Delivery
Apps: A Serial-
Mediation
Model
Platform-Based
Transportation
Company in
Indonesia:
Perspective
Brand Switching
Behaviour  on
Generation Z
Smart

University
Image: Branding
Strategy in
Private
Universities

The mediating
role of perceived

value on
electronic
service quality

and customer
satisfaction:
Evidence
Malaysia
E-service quality
and customer
loyalty in the e-
commerce
market,  South
West, Nigeria:
Post-COVID-19
Innovation
marketing
management by
using  negative
emotional value
and impact of
online learning
on intention to
enrol

from

Using Smart
Applications in
Delivering
Government

Services in the
UAE: Factors of
Adoption  and
Satisfaction
Measuring  E-
Commerce
Service Quality
for the Adoption
of Online
Shopping during
COVID-19
Relationship
between E-
Service Quality
Dimensions and
Online Banking
Customer

(Purbohastuti et al.,
2023)

(Luckyardi et al.,
2023)

(Okour et al., 2023)

(Ojochide et al., 2023)

(Achmadi & Pramono,
2023)

(Radwan et al., 2023)

(Albugami & Zaheer,
2023)

(Islam et al., 2023)

Journal

Journal of
Eastern
European and
Central Asian
Research

Journal of
Eastern
European and
Central

Innovative
Marketing

Innovative
Marketing

Journal of

Governance &

Regulation

International
Journal of
Service
Science,
Management,
Engineering,
and
Technology
International
Journal of
Technology

Banks and
Bank Systems

Quantitative

Survey

SEM

Survey

Qualitative

Survey

Survey

Survey

GenZ
switching
behavior

Smart
university
image and

service

quality

E-service
quality and
satisfaction
in Malaysia

Customer
loyalty in e-
commerce

Online
learning
impact

Factors
affecting
adoption and
satisfaction

Consumer
behavior
during
lockdown

Satisfaction
with digital
banking

Mediation
Model

Perceived
Value Theory

Brand Image
Model,
SERVQUAL

Perceived
Value Theory

E-SQ,
Customer
Loyalty

Negative
Emotion
Theory

UTAUT

UTAUT, E-
SQ

SERVQUAL,
Customer
Satisfaction
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Satisfaction
The Impact of
E-Service
Quality on
Institutional
Excellence
Within Abu
Dhabi
Municipality
Effects of
Government
Electronic
Service Quality
on Citizen
Satisfaction with
Integrated
Service Delivery
in Urban Areas
E-Service
Quality
Assessment
According to
Hierarchical
Service Quality
Models

Value Co-
Creation in E-
Services:  The
Case of
Websites

Identifying Key
Determinants of

E-Banking
during COVID-
19 in
Bangladesh
Examining the
effects of
electronic
service quality
on online
banking
customer
satisfaction:
Evidence from
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A study on
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satisfaction in e-
retailing
business
Enhancing
Patronage
Intention on
Online Fashion
Industry in

Indonesia: The
Role of Value
Co-Creation,
Brand Image
Improving  the
Satisfaction and

(Alsuwaidi & Sultan,

2023)

(Thenmozhi et al.,
2022)

(Ingaldi, 2022)

(Rodriguez-negron et

al., 2022)

(Chowdhury et al.,
2022)

(Mwiya et al., 2022)

(Thenmozhi et al.,
2022)

(Syah & Olivia, 2022)

(Rahman et al., 2022)

International
Journal of
Professional
Business
Review

International
Journal of
Public Policy
and
Administration
Research

Management
Systems in
Production
Engineering

Issues in
Information
Systems

Banks and
Bank Systems

Cogent
Business &
Management

Serbian
Journal of
Management

Cogent
Business &
Management

Gadjah Mada
International

Survey Impact of E-
SQ in public

sector UAE

E-service
quality in
urban
government
services

Survey

Model
Development

E-SQ
measurement
framework

Co-created
value in
websites

Case Study

Quantitative ~ E-SQ during
COVID in

Bangladesh

E-service
quality &
satisfaction

Survey

Service
quality &
customer

satisfaction

Survey

Value co-
creation and
brand image

Survey

SEM Innovation

and E-SQ in

SERVQUAL

SERVQUAL,
Public
Service
Theory

E-S-QUAL,
Hierarchical
SQ

Value Co-
Creation
Theory

UTAUT, E-
SQ

SERVQUAL

E-S-QUAL

Value Co-
Creation,
Brand Theory

Innovation
Theory, E-SQ

3546



2026. COSTING: Journal of Economic, Business and Accounting 9(1):3541-3561

30

31

32

33

34

35

36

37

Loyalty of
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Based on E-
Commerce
Innovation and
E-Service
Quality
COVID-19
lockdown and
the satisfaction
with online food
delivery
providers
Identifying  the
Relationship
between Travel
Agent’s Web
Service Quality
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The Impact of

Online Food
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The influence of
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Evidence from
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2020)
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Journal of
Business

Estudios
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Business &
Management

International
Journal of
Technology
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Journal of
Internet and e-
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Studies

Advances in
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and
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Science
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Content
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Conceptual
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e-commerce

Satisfaction
during
lockdown

Web quality
and brand
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satisfaction
from food

apps

Blogger
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Online retail
service
performance

Model for
intention to
buy online

E-SQ to
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Tourism
service
experience

Service
Recovery, E-
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E-Service

Quality,
Brand Equity
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Relationship
Marketing
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Loyalty
Framework

Theory of
Planned
Behavior
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Framework
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Shopping
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(Shafiee & Bazargan,

2018)

(Kwok et al., 2017)

(Lin et al., 2017)

(Kim et al., 2017)

(Akkucuk & Teuman,

2016)

(Belanche Gracia et

al., 2015)

(Al-Nasser et al.,

2015)

(Pabedinskaite &
Milisauskas, 2012)

Journal of
Theoretical
and Applied

Electronic
Commerce

Research

International
Journal of
Business and
Society

Journal of
Business
Economics
and
Management

Journal of
Distribution
Science
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Perspectives in
Management
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Research
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Design
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Theory, E-
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RESULTS AND DISCUSSIONS
Research on E-Service Quality

The results of this systematic
study show that the concept of E-

Service Quality has been widely applied
in various sectors of the digital industry.
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logistics, financial services, education,
and digital governance. This reflects
that the quality of digital services is a
strategic element that is cross-industry
and contributes directly to increasing

user satisfaction and strengthening
digital loyalty.
Each sector has a different

research focus, depending on the
characteristics of the service and the
expectations of the user. For example,
in the e-commerce and digital banking
sectors, the dimensions of efficiency
and security are more dominant, while
in public services and education,
reliability and responsiveness are the
main concerns. This diversity of
contexts confirms the importance of a
contextual approach in the measurement
and development of E-Service Quality.
The distribution of articles by
industry type analyzed in this study is
presented in the following Table 2:
Table 2. Research Areas Related to
E-Service Quality

No Industry Type Number of
Articles

1 General Digital Services 13

2 E-Commerce dan Retail 10

3 Transportation and Public 7

Services
4 Digital Logistics and Supply 6
Chain Services

5 Financial Services (E- 6
Banking, Fintech)

6 Digital Government and 4
Public Services

7 Education and Universities 2

8 Digital Tourism and Culinary 3

9 Others (Fashion, Healthcare, 2
Apps, etc)

Total 53

Through the table above, it can be
seen that research on E-Service Quality
is very relevant in various sectors,
ranging from e-commerce, public
services, to logistics services and digital
supply chain. This confirms that E-
Service Quality is an important
foundation in  ensuring  system
efficiency, user engagement, and digital

sustainability in various service contexts
(Bhattacharya &  Mulay, 2024;
Rohwiyati et al., 2024).

In general, E-Service Quality
plays an important role in shaping the
digital service experience that includes
the process of user interaction with the
system, speed of service, transparency
of information, and ease of electronic
transactions. This is the reason why
dimensions such as efficiency,
reliability, and digital security are so
dominant in the relevant literature
(Luckyardi et al., 2023).

Dimension E-Service Quality

The Through this systematic
literature review, it was found that E-
Service Quality is a multidimensional
concept that includes the main elements
that shape customer perception of
digital service  quality. These
dimensions are the main indicators in
evaluating user satisfaction, loyalty, and
trust in digital service systems in
various industry sectors.
Table 3. Dimension E-Service Quality

No Dimension Shprt. Main
Description References
1 Efficiency Ease and (Belanche
speed of users  Gracia et al,
in completing  2015;  Ingaldi,
transactions 2022)
digitally
2 Reliability Consistency (Linetal., 2017,
of digital Shafiee &
services in Bazargan, 2018)
conveying
information
and
performing
functions
without

interruption

3 Security & Protection of ~ (Thenmozhi et

Privacy personal data  al., 2022) &
and security (Radwan et al.,
of digital 2023)
transactions
4 Pemenuhan The system's ~ (Chowdhury et
Layanan ability tomeet al., 2022) &
service (Luckyardi et
promises, al., 2023)
such as
accuracy of
information
and service
time
5 Responsiveness Speed and (Rahahleh et al.,
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alertness of
the system in
responding to
user
complaints or
requests

2020) &
(Achmadi &
Pramono, 2023)

6 Personalized The ability of  (Purbohastuti et
the systemto al., 2023) &
tailor the (Mittal & Kaur,

service tothe  2023)

needs or
preferences of
the individual
user

Research shows that the above
dimensions contribute synergistically in
forming high quality E-Service Quality.
Efficiency and reliability are considered
the most basic dimensions because they
are directly related to the ease of access,
process speed, and stability of the
digital service system used by
customers (Ingaldi, 2022).

However, several dimensions
such as personalization and
responsiveness are now increasingly
important, especially with the growing
expectations of users for fast, adaptive,
and user-friendly digital services (Shah
& Olivia, 2022).

Research Gaps

Various studies on E-Service
Quality have made  substantial
contributions  to  increasing  user
satisfaction, building digital loyalty, and
operational efficiency in various service
sectors. Nevertheless, the results of this
systematic review reveal that there are
still a number of research gaps that are
important to pay attention to in the next
research agenda.
1. Limitations of Holistic Approach

Between Dimensions

Most  previous studies  still
analyzed the dimensions of E-Service
Quality separately, such as focusing
only on the efficiency or security of
services in (Islam et al., 2023). This
fragmentary approach has not been able
to comprehensively explain  how
interdimensional integration such as
personalization, response speed, and
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reliability can synergistically shape a
comprehensive, user-oriented digital
service experience.

2. Lack of Focus on the Developing
Context

Most research on E-Service
Quality is still dominated by studies in
developed countries such as Japan,
Europe, and the United States
(Bhattacharya & Mulay, 2024; Mittal &
Kaur, 2023). However, the context of
developing countries, such as Indonesia,
which has complexity in digital
infrastructure, characteristics of public
services, and diverse levels of digital
literacy, is still rarely explored in depth.
In fact, users' perceptions of service
quality are greatly influenced by local
geographical, economic, and cultural
conditions (Okour et al., 2023).
3. Lack of Exploration of New

Technology Integration

Although technologies such as
Artificial Intelligence (Al), Blockchain,
Internet of Things (loT), and cloud
computing have great potential in
improving key dimensions of E-Service
Quality, such as real-time
personalization, system security, and
service transparency (Iffan et al., 2024).
There is still little research that
systematically and comprehensively
explores the integrative impact of these
technologies in shaping an adaptive and
intelligent digital services ecosystem.

4. Lack of Dynamic Model and Real-
Time Monitoring Approach

Most of the existing studies are
still static, with a transient survey
approach that does not capture the
dynamics of user behavior on an
ongoing basis. In fact, in a rapidly
changing digital context, a longitudinal
approach and the use of big data-based
analytics technology and artificial
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intelligence are needed to monitor
service quality in real-time and
proactively (Madueke & Eyupoglu,
2024).

5. Limited Digital Resilience
Perspective in Crisis Situations

Global crises such as the COVID-
19 pandemic have become clear
evidence of the importance of digital
service resilience. Nevertheless, few
studies explicitly address how E-Service
Quality can serve as a resilient
mechanism in the face of major
disruptions, such as cyberattacks,
sudden changes in user behavior, or
extreme spikes in digital traffic
(Chowdhury et al., 2022). Further
research is needed to explore the role of
E-Service Quality in strengthening
operational sustainability during times
of disruption.

Article Per Year

Based on the results of a
systematic review of 53 articles
analyzed, it was found that studies on E-
Service Quality show a consistent

growth trend over the past decade. The
earliest relevant publications in this
study were recorded in 2012. Since
2016, there has been a significant
increase in the number of publications,
which coincides with the acceleration of
digital  transformation in  various
industrial and public service sectors.

The peak of publication activities
was reached in 2023 and 2024,
reflecting the increasing academic and
practical urgency of digital service
quality issues, especially in responding
to the dynamics of digitalization after
the COVID-19 pandemic. This surge
indicates that E-Service Quality has
become a strategic topic in the
contemporary research agenda.
Meanwhile, the relatively low number
of publications in the early period
reflects that the focus on quality aspects
in digital services is still limited before
the  digitalization era  develops
massively.

The distribution of the number of
articles reviewed per year is shown in
Figure 2 below:

Documents by year

Documents

2012 2013 2014 2015 2016 2017

Figure 2. Document Articles Per Year

Country of Origin Research

Referring to previous findings
related to geographical gaps, the
distribution of articles in this study

indicates that most of the studies on E-
Service Quality come from developing
countries. This reflects the increasing
global relevance to the issue of digital
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service quality, especially in regions
with high digitalization growth such as
Asia and Africa. Of the 53 articles
analyzed, the largest contribution came
from Indonesia with a total of 12
articles, confirming Indonesia’s position
as one of the main contributors in the E-
Service Quality literature. India and
Malaysia followed with 5 articles each,
followed by Spain with 4 articles. Other
countries such as Bangladesh, the
United Arab Emirates, and Vietnam
contributed 3 articles each. Meanwhile,
Australia, Poland, and Saudi Arabia
were recorded to have contributed 2
articles each. The rest are from various
other countries such as South Korea, Sri
Lanka, Taiwan, Turkey, and Zambia,

which are collectively classified in the
"Other" category.

This distribution shows that the
study of E-Service Quality has
transcended  certain  geographical
boundaries and is beginning to reflect
regional dynamics, especially from
regions that are experiencing significant
digital acceleration. The fact that
developing countries dominate this
study shows the local urgency in
understanding, measuring, and
improving the quality of digital services
in accordance with their respective
social, cultural, and infrastructure
contexts.

The distribution of article
contributions by country of origin is
shown in the following Figure 3:

Documents by country or territory

Malaysio
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Bangladesh

United Arab Emirates
Viet Nam
Australio
Poland
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-
-
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b
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Documents

Figure 3. Articles by Country

Research Subject

Analysis of the classification of
scientific fields from the articles
reviewed shows that the topic of E-
Service Quality has been widely studied
in various disciplines. The largest
proportion came from the realm of
Business and Management (48.6%),
which emphasized that the most
dominant E-Service Quality study was
associated with strategic issues such as
service performance, customer
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satisfaction, and the formation of digital
loyalty. The contribution from the
Economy sector (18.3%) shows that
digital services are also seen in terms of
market efficiency and economic value
generated. Meanwhile, the fields of
Decision Science (10.1%) and Social
Sciences (9.2%) contributed in terms of
developing analytical models,
understanding consumer behavior, and
data-based approaches in assessing the
perception of service quality.
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Interestingly, studies from the
fields of Engineering, Computer
Science, and even Medicine and
Multidisciplinary have also enriched the
perspective on E-Service Quality. The
contributions from these fields reflect
that digital services are not only a
managerial issue, but also closely
related to system design, technological
infrastructure, usability, and
functionality of services in a more

technical and applicative context. This
diversity of disciplines emphasizes the
importance of an interdisciplinary
approach in evaluating and developing
the quality of digital services in an era
of complex and  ever-evolving
technological transformation.

The distribution of these subject
fields can be seen in the following
Figure 4:

Documents by subject area

Medicine (0.99%) ~
Engineering (5.5%) -~ :
Computer Scienc... (5.5%) ~ )

Social Sciences... (9.2%)

Economics, Econ... (18.3%) .

Multidisciplina... (0.9%) —

“lll...h:
Decision Scienc... (10.1%%) '

Physics and Ast... (0.9%)

Business, Manag... (48.6%)

Figure 4. Articles by Subject

Implications For Theory

This Systematic Literature
Review study makes a significant
contribution to strengthening and
developing theoretical frameworks in
digital service management, especially
in explaining the influence of E-Service
Quality on user behavior in the era of
digital transformation that continues to
grow. The findings of the 53 articles
analyzed show that the key dimensions
of E-Service Quality namely efficiency,
reliability, security, responsiveness, and
personalization interact synergistically
in shaping the perception of service
quality, which in turn impacts user
satisfaction and loyalty (Bhattacharya &
Mulay, 2024).

The main contribution of this
study is to strengthen the validity of the
use of the E-S-QUAL model as a
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derivative of SERVQUAL, which has
long been used as a theoretical
foundation in assessing user perceptions
of electronic services (Ingaldi, 2022).
This model has proven to remain
relevant for explaining how efficient
systems, reliable information, and data
security can shape positive perceptions
of quality. In addition, this study also
confirms the role of e-satisfaction and e-
trust as mediators in the relationship
between service quality and user loyalty,
referring to the satisfaction-loyalty
model that has been consistently
adopted in various previous studies
(Mwiya et al., 2022). Furthermore, in
the context of digital technology
adoption, a number of articles also
integrate the approach of the Unified
Theory of Acceptance and Use of
Technology (UTAUT), which
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highlights factors such as perceived
usefulness, ease of use, and system trust
as determinants of the intention to use
digital services in a sustainable manner
(Albugami & Zaheer, 2023). This
approach helps explain the dynamics of
digital service acceptance from the
perspective of user behavior.

In addition, several studies in this
study also show the relevance of the
concepts of value co-creation and
perceived value, especially in the
context of how active engagement
between users and service providers can
create a more responsive, personalized,
and valuable digital experience (Okour
et al., 2023). This opens up new space
for the development of interactive
theory in digital services, which takes
into account user engagement as a
central component. Thus, the findings
of this study not only strengthen the
established theoretical framework, but
also provide a conceptual foundation for
building a more adaptive and contextual
model of today's digital dynamics.
These theoretical implications are
critical to understanding the interaction
between technology, quality perceptions,
and user behavior in an increasingly
complex digital services environment,

especially in developing countries
facing unique digital transformation
challenges.

Implications For Managerial

The findings in this study provide
strategic direction that can be leveraged
by managers and digital service
providers in an effort to improve the
quality of technology-based services.
The five main dimensions of E-Service
Quality, namely efficiency, reliability,
security, responsiveness, and
personalization, have been proven to
play a central role in shaping user
perception, increasing satisfaction, and
driving loyalty in wvarious service
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sectors (Bhattacharya & Mulay, 2024).
In practical terms, the implementation
of real-time-based service systems, the
integration of interactive features
supported by artificial intelligence (Al),
and the strengthening of data security
infrastructure are priority steps to build
digital trust and drive operational
efficiency simultaneously (Lestari &
Pradana, 2024). This approach not only
improves the speed and reliability of the
service, but also allows for a more
adaptive response to customer needs
dynamically.

In addition, the use of user data to
support service personalization is an
important factor in creating relevant,
contextual, and sustainable digital
experiences (Hauptman et al., 2024).
Managers need to leverage data
intelligently to shape services that are
not generic, but proactively tailored to
individual customer preferences. By
adopting this findings-based strategy,
digital service provider organizations
can design systems that are more

responsive, flexible, and customer
satisfaction-oriented. The E-Service
Quality-based approach not only

strengthens its competitive position in
the era of digital transformation, but
also becomes a strategic foundation in
building valuable long-term
relationships between companies and
their users.

CONCLUSION AND SUGGESTION
This Systematic Literature
Review research presents a
comprehensive mapping of the concept
of E-Service Quality in various digital
service contexts. Based on an analysis
of 53 articles studied, it was found that
users' perception of the quality of digital
services is consistently shaped by six
main dimensions: efficiency, reliability,
security and privacy, service fulfillment,
personalization, and responsiveness.
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Each dimension plays a unique
role in shaping the overall user
experience.  The  dimensions  of
efficiency and reliability serve as the
foundation in  ensuring  smooth
interaction and user satisfaction with the
service. Meanwhile, personalization and
responsiveness are the main drivers in
building digital trust and long-term
loyalty. However, most previous studies
still tend to analyze these dimensions
separately, so they have not fully
described the synergistic interactions
between dimensions in creating a
complete and user-oriented service
experience.

In the context of faster digital
transformation, user interaction is no
longer  just  about  functional-
transactional aspects, but has shifted to
a service experience that is influenced
by access speed, data security, and real-
time availability of information.
Unfortunately, the adoption of cutting-
edge technologies such as Artificial
Intelligence (Al), Blockchain, and the
Internet of Things (loT) within the
framework of E-Service Quality has
still not been explored in depth,
especially in studies based on local and
regional contexts. Therefore, this study

emphasizes  the  importance  of
developing a holistic and
interdisciplinary ~ E-Service  Quality

model, which not only synergistically
integrates key dimensions, but also
considers technological dynamics and
evolving user needs. This integrated
approach is believed to be a strategic
foundation in improving operational
efficiency while strengthening user
loyalty in the modern digital ecosystem
that is increasingly complex and
competitive.

Further research is recommended
to adopt a more comprehensive and
integrative approach to all dimensions
of E-Service Quality. The focus of
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research should not be limited to
efficiency or security aspects alone, but
also needs to include the synergistic
interaction between personalization,
reliability, and responsiveness. A
comprehensive study will allow for a
more complete understanding of how
the quality of digital services
collectively shapes user satisfaction and
loyalty in the context of increasingly
complex services and involving various
stakeholders.

In addition, future research
directions also need to be focused on
integrative exploration of the latest
digital technologies, such as Artificial
Intelligence (Al), blockchain, real-time
analytics, and Internet of Things (loT)-
based automated reporting systems.
This approach is important to explain
how these technologies play a role in
creating a smarter, more personalized,
and proactive service experience, while
supporting the user's rapid and precise
decision-making process in a dynamic
digital service environment. No less
important, expanding  geographical
coverage is also  recommended,
especially by directing research focus to
the context of developing countries that
have unique challenges related to digital
infrastructure, cultural preferences, and
access to technology. This contextual
approach will enrich the understanding
of variations in the perception of service
quality between regions, and make the
research results more applicative,
inclusive, and relevant for the
development of adaptive digital services
policies and strategies.
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