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Abstract 

This study investigates how dropshipping service quality—social media, cultural, technological influences, and delivery speed—
affects customer satisfaction in Saudi Arabia, with customer trust as a mediator. Using a quantitative method, data were collected 
from 225 e-commerce users via a structured questionnaire and analyzed with SPSS and AMOS for SEM. Results showed all four 
factors significantly impacted satisfaction, with technology having the strongest effect (β = 0.30, p < 0.001), followed by social 
media (β = 0.25), delivery speed (β = 0.22), and culture (β = 0.20). Customer trust significantly mediated the effects of social media 
(indirect β = 0.14) and technology (indirect β = 0.12) on satisfaction. The study extends Service Quality and Commitment-Trust 
Theories to dropshipping, highlighting trust and quality as key to satisfaction. Businesses should focus on tech adoption, social 
engagement, and building trust to boost satisfaction and loyalty. 

Keywords: Dropshipping Service Quality, Social Media Platforms Influence, Cultural Influence, Technological Influence, and 

Delivery Speed—Customer Satisfaction and Trust, Saudi Arabia. 

 

Introduction 

Recently, the e-commerce growth has been significantly boosted in Saudi Arabia, with 
dropshipping items as one of the methods of completing the needs with high entry barriers and 
low inventory. Yet, quality dropship service is very much important as it's combined with 
understanding customer satisfaction, which is also dependent on variables such as social media 
connection, culture, technology evolution, and speed of delivery. Central to this dynamic is 
customer trust, under which such a relationship falls under mediation between service quality 
and satisfaction. Social media has been incorporated into e-commerce strategies to market, 
engage with customers, and sell directly. The increasing trend of using social media in countries 
such as Saudi Arabia, such as WhatsApp, YouTube, Facebook, Instagram, and Twitter, has 
drastically changed the face of consumer-brand interactions and decision-making regarding 
purchasing. The hanging pendulum now swings towards the need to understand how changes in 
social media have affected trust and satisfaction for consumers in the dropshipping model. 
Customers view social media as more credible than other forms of conventional promotions in 
the sense that it tends to build brand trust, as Hasan et al. (2020) states. Cultural factors largely 
affect consumer behavior in e-commerce. For instance, in a collectivist society like Saudi 
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Arabia, a consumer would usually base his or her choice on what family and friends recommend 
and would put more weight on trust and security as far as online transactions are concerned. The 
mentioned Al-Tit et al. (2020) study postulated that social support and trust were the main 
predictors of social commerce intentions in Saudi Arabia, which suggests that it is critical for 
culturally tailored commerce strategies. The advancements in technology have delivered a much 
more personalized and efficient online shopping experience. AI chatbots, virtual try-ons, and 
personalized recommendations are just some of the features modern brands have adopted to 
fulfill the changing needs and wants of consumers.  Additionally, integrating all that technology 
not only enhances its service quality but also has a hand in boosting customer trust and 
satisfaction with the brand. For example, uses artificial intelligence to develop exciting 
storytelling to interact with a customer better (Vogue Business, 2024). Speed of delivery remains 
one of the most important key determinants of customer satisfaction in e-commerce. Consumers 
expect more speedy as well as reliable deliveries, and any added waiting time decreases the value 
of their overall shopping experience. This speed element is becoming more important among 
customers, reflected in such platforms as TikTok Shop, which promotes rapid delivery 
alternatives (Vogue Business, 2024). Trust acts as a strong mediator between the quality of the 
service and customer satisfaction. Reducing the risks and uncertainties perceived while shopping 
online boosts satisfaction levels and increases their inclination to make a repurchase for a 
consumer. As Iffan et al. (2024) have proved that e-service quality significantly contributes to 
improving consumer trust; the above statement is substantiated further by the argument. In 
conclusion, the interplay between dropshipping service quality and customer satisfaction in 
Saudi Arabia is complex and multifaceted. Social media platforms, cultural influences, 
technological innovations, and delivery speed collectively shape customer perceptions and trust. 
Understanding these factors is essential for e-commerce businesses aiming to enhance customer 
satisfaction and loyalty in the Saudi market. 

Research Gap 

The rapid expansion of e-commerce in Saudi Arabia has heightened interest in the dropshipping 
fulfillment method. However, the existing literature highlights several research gaps that require 
further exploration. First, although studies have been conducted on the subject of service quality 
and customer satisfaction in many different sectors within Saudi Arabia, relatively little research 
has focused specifically on dropshipping. One example is that of Sobaih & AlSaif (2023), 
examining how parcel delivery services influence customer satisfaction in the Saudi logistics 
market: reliability, empathy, tangibility, and sensitivity were found to be significant. It was a 
study that looked into how the dropshipping model stood independent from those dimensions, 
thus providing a scope for analysis concerning the influence these service quality dimensions 
have on customer satisfaction in this fulfillment method. Secondly, numerous fields have 
addressed the mediation role of customer trust between service quality and customer satisfaction. 
For example, as noted by Alqasa & Afaneh (2022), their investigation in the Saudi commercial 
banking sector established that customer trust significantly moderates the relationship between 
service quality dimensions and customer loyalty. This, however, was based only on the banking 
sector, and thus the need is replicated for e-commerce and dropshipping research so that 
customer trust may be understood in these domains. Finally, research has been done on the effect 
of delivery services on customer satisfaction, but such research concerning dropshipping within 
the Saudi market has been chronically limited. All Sobaih & AlSaif (2023) stated was that 
reliability and responsiveness form part of critical aspects of parcel delivery services. Still, they 
entirely ignored dropshipping, which again shows the gap in understanding the specific 
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challenges and customer expectations regarding dropshipping fulfillment in Saudi Arabia. 
Therefore, these research gaps must be bridged for a full understanding of how dropshipping 
service quality is linked with customer satisfaction in Saudi Arabia, and trust must be expected 
as a mediating factor in this. 

Research Questions 

1. How do social media platforms influence customer satisfaction in the context of dropshipping 
services in Saudi Arabia? 

2. What is the impact of cultural influence on customer satisfaction in e-commerce dropshipping 
services? 

3. How does technological influence affect customer trust and satisfaction in dropshipping 
services? 

4. What is the role of delivery speed in shaping customer satisfaction in the dropshipping 
industry? 

5. To what extent does customer trust mediate the relationship between service quality 
dimensions (social media platforms, cultural influence, technological influence, and delivery 
speed) and customer satisfaction? 

Research Objectives 

1. To examine the impact of social media platforms on customer satisfaction in dropshipping 
services. 

2. To analyze the role of cultural influence in determining customer satisfaction in e-commerce 
dropshipping. 

3. To assess how technological factors influence customer trust and satisfaction in dropshipping 
services. 

4. To evaluate the significance of delivery speed in enhancing customer satisfaction. 

5. To investigate the mediating role of customer trust between service quality factors and 
customer satisfaction in dropshipping services. 

Literature Review and Hypothesis Development 

Social Media Platforms Influences on Customer Satisfaction 

The importance of social networks in digital marketing case studies has enabled brands to reach 
out directly and personally to their target audience. It states that according to Kapoor & 
Kulshrestha (2023), social media allows businesses to actively engage with consumers in real 
time, promoting interactivity, which in turn fosters increased customer loyalty, trust, and 
satisfaction. They act as a medium for promoting their products, but these platforms also allow 
consumers to react to brands, express opinions, and provide feedback. This interactive nature of 
communication really goes a long way in creating customer satisfaction (Henseler et al., 2022). 
Allowing for the creation of organic and paid engagement avenues, social media has become a 
paramount tool for improving brand visibility and facilitating customer conversion (Sashi, 
2021). In addition, more recent research conducted by Boulianne (2020) emphasizes that social 
media marketing allows brands to reach out to a worldwide audience, thereby removing 
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geographical barriers for local and international markets while providing efficient means of 
communication. 

H1: Social media platform influence has a positive impact on customer satisfaction in 
dropshipping services. 

Cultural Influence Effects on Customer Satisfaction 

Culture influences consumer behavior and marketing strategies that may vary from region to 
region, thereby affecting the interaction between brands and consumers since societies see 
different values and norms. Wu, (2023) stated that cultural values and norms have a significant 
impact on how consumers interact with brands, perceive ads, and ultimately make the buying 
decision. Understanding this cultural context enables a company to design its marketing 
strategies in a way that conforms to local tastes, thus increasing customer satisfaction and 
engagement. Trust became a mediating variable in this discussion. Sweeney & Soutar (2022) 
further elaborated that trust is a major factor in inducing customer loyalty, in that it allows them 
to positively respond to brand messages, in turn giving rise to greater customer satisfaction. 
Customer trust acts as a significant factor in determining how receptive a customer may be to a 
marketing campaign on a brand, especially in its cultural norms and expectations. According to 
Kharouf et al. (2022), cultural difference also influences customer trust-building since many 
cultures stress transparency and authenticity in marketing messages, while others favor social 
proof and community-centric content. Customer trust, therefore, as Chaudhuri & Holbrook 
(2023) maintained, augments marketing strategies with trust in the brand, generating 
engagement, purchase intent, and overall customer satisfaction on social media. Lee et al. (2020) 
corroborate that in collectivist cultures, trust weighs more in consumer decisions and that 
culturally sensitive marketing approaches underscoring group values and community trust may 
be more successful. 

H2: Cultural influence has a positive impact on customer satisfaction in dropshipping services 

Technological Influences on Customer Satisfaction 

Technological influence has firmly established itself in dictating customer behavior and 
confidence in online shopping forums. With changes in digital technology, consumers have 
become progressively more demanding in their expectations of e-commerce reliability, 
convenience, and security. Porter & Heppelmann (2020) state that now AI, machine learning, 
and blockchain technologies are entering into being and have allowed the companies to create 
personalized and secure online environments, augmenting consumer experience. Such 
technological advancement directly influences customer trust and, hence, customer satisfaction. 
Trust, as an intervening variable, is critical because it determines how customers relate to digital 
platforms and whether they feel safe enough to engage in purchases, which influences customer 
satisfaction (Chaudhuri & Holbrook, 2023). Furthermore, Zhang et al. (2021) have proposed that 
if an online platform is perceived as reliable and secure, enhanced to a certain degree by 
advanced technological features such as encryption and fraud prevention tools, customer 
confidence is built, which in turn gives rise to customer satisfaction. Apart from this, consumer 
trust in technology can mitigate perceived risk in e-transactional environments, thereby 
becoming conducive to customer participation and brand loyalty and eventually contributing 
positively to customer satisfaction Choi, et al. (2004).On the other hand, the technological 
influences further confirmed in Lee & Hwang's (2022) study are faster website loading time, 
easier interfaces, and efficient customer support systems that increase trust in e-commerce 



1580 The Impact of Dropshipping Service Quality on Customer 

Journal of Posthumanism 

 

 

brands, which then increase customer satisfaction. Also, Abu Al-Rub (2019) examined the role 
of information technology in enhancing customer satisfaction in electronic stores, particularly 
Amazon. He also explores how the use of information technology (IT) in electronic stores, 
specifically Amazon, influences customer satisfaction. Conducted on a sample of 250 Amazon 
customers in Riyadh, the research employed a descriptive analytical method and concluded that 
IT significantly enhances service quality, which positively affects customer satisfaction. The 
study recommends integrating IT into business strategies to improve customer experiences and 
achieve organizational goals. 

H3: Technological influence has a positive impact on customer satisfaction in dropshipping 
services. 

Delivery Speed Influences on Customer Satisfaction  

The only feature that highlights the process of creating consumer perceptions and satisfaction 
about e-commerce is its speed. In fact, speed in delivery has transformed into an utmost necessity 
in the levels of trust acquired from an online retailer, given the rapid changes that consumers 
have experienced in their expectations. The more rapid the delivery of sites becomes, the more 
important it becomes during high levels of trust in online retailers by customers. Al-Ayed, S. 
(2022).) said, "Speed of delivery is important for customer trust." In addition to satisfying 
expectations from delivery timelines, a reliable e-commerce site will therefore have implications 
for the customer's trust and satisfaction. When it is possible for customers to receive goods 
ordered even before the expected delivery date, they place their trust in that retailer and have 
satisfaction and repeat purchases. According to a further study by Nguyen and Le, timeliness in 
delivery enabled a customer's affinity to the brand and provided much-needed trust. These 
factors would, in turn, build greater customer satisfaction. Such speedy but reliable delivery 
services would represent the core in the establishment of enduring customer loyalty. Indisputable 
evidence shows that speed of delivery makes the strongest antecedent of customer satisfaction, 
relieving uncertainty and raising perceptions of reliability, two vital constructs of trust (Johnson 
et al., 2024). Apart from that, real-time order tracking and timely updates on the progress in 
delivery improve customer satisfaction (Smith & Zhang, 2023).Besides, as stated by Lee and 
Wang, rapid delivery does not imply that customers will trust the company. Trust will occur 
through customer satisfaction when the outcome is correlated with service quality, product 
reliability, and delivery speed. However, the effective and transparent delivery system is 
fulfilling and increases trust, which matches their expectations for a seamless purchase 
experience. Rapid delivery and excellent service combined are important in creating an 
atmosphere in consumers that builds satisfaction and encourages repeat purchases. 

H4: Delivery speed has a positive impact on customer satisfaction in dropshipping services. 

The Mediating Role of Customer Trust Influences on Customer Satisfaction  

Customer trust has much to do with customer satisfaction and only continuous loyalty. 
According to Dehghanpouri et al. (2020), trust has a positive impact on customer satisfaction 
and can enhance the functionality of E-CRM systems. Trust thus becomes essential for 
enterprises to maximize customer satisfaction and customer engagement. According to the 2025 
BMC Health Services Research, trust has a direct correlation with perceived quality and 
customer satisfaction, which in turn influences the repurchase intention of private health 
insurance owners. Therefore, this indicates that certain measures should be implemented to 
enhance trust and service quality, ensuring long-term customer retention. Altogether, these 
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works affirm that trust is an important mediator between customer satisfaction and service 
quality and customer retention. Meaning: Trust customers and their satisfaction in long-time 
involvement. Dehghanpouri et al. (2020) highlighted how trust positively contributes to 
customer satisfaction, thereby enhancing the effectiveness of E-CRM systems. Trust thus 
becomes a basic. Future beliefs will be maximized by businesses achieving high satisfaction and 
customer engagement levels. On that, it is similarly evident from the 2025 BMC Health Services 
Research Study that trust affects perceived quality and satisfaction by the customer, which in 
turn pushes repurchase intention from owners of private health insurance. The whole becomes 
evident as relationships are maintained over time in terms of trust and service quality. In 
summary, these studies declare that trust will make a significant contribution toward customer 
satisfaction through the mediation of service quality and customer retention. 

H5: Customer trust has a positive impact on customer satisfaction in dropshipping services. 

The Mediating Role of Customer Trust Influences on Social Media Platform  

Social media can significantly impact customer behavior in e-commerce and dropshipping. 
Alalwan et al. outline that social media enhances customers' sense of trust through much clearer 
lines of communication, customer-generated content, and real-time conversations. These factors 
will always reduce the perception of risks and enhance the reliability on which dropshipping 
customers mostly depend on third-party suppliers. Trust also acts as a mediator in bridging 
between social media influence and customer satisfaction in between all customer expectations 
and actual service delivery.Thus Harrigan et al. researched the mediation role that trust plays in 
the relationship between social media engagement and customer satisfaction, particularly in the 
context of dropshipping. The results, as it turned out, showed that social media transforms the 
dimensions of trust intensively just because the factors raised are allowed to include customer 
reviews, testimonials, and direct communication with sellers in their pages. Therefore, it also 
favors a prospective increase in customer satisfaction because there will be the ability to compare 
expectations with actual experiences from shopping. In this context, businesses that use social 
media to create a trustworthy perception among customers are more likely to report high 
satisfaction and loyalty. 

H6: Customer trust mediates the relationship between social media platform influence and 
customer satisfaction in dropshipping services. 

The Mediating Role of Customer Trust in Influencing Cultural Influence 

The power of culture highly influences consumer behavior, especially on a global level. 
Khashman (2021) described how culture-related values and norms would govern customers' 
perception of brands and their purchasing behavior. Trust becomes an important intervening 
variable in this respect. According to the research, when companies' strategies are aligned with 
culture, they build customer trust, satisfaction, and loyalty. Chimezie et al. (2025) studied the 
effect of trust in mediating the cultural influence-customer behavior relationship in e-commerce. 
The findings suggest that customers from distinct cultural backgrounds will interact more with 
brands they deem trustworthy. Trust, therefore, fills the gap between cultural expectations and 
customer satisfaction and is an essential part of global marketing strategy. 

H7: Customer trust mediates the relationship between cultural influence and customer 
satisfaction in dropshipping services. 
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The Mediating Role of Customer Trust in Influencing Technological Influence  

Customers have been undergoing a stormy transformation at the hands of technological 
advancements, and businesses, too, are being transformed simultaneously. Johnson et al. (2020) 
have explained that technological advances like AI, big data, and automation bring customer 
experiences to the next level through personalized and efficient service delivery. Trust, however, 
serves as a very important mediating variable in the relationship. Customer acceptance and 
engagement toward the newly adopted technologies are high whenever customers have faith in 
the platform or brand that operates it. Likewise, Lee and Park (2021) also explored the mediating 
role of trust in the relationship between technological influences and customer satisfaction in e-
commerce. Their study revealed that when customers feel a certain level of trust in the security 
and reliability of a platform, they will be more willing to adopt technological innovations such 
as chatbots or personalized recommendations. Trust, then, constitutes the missing link between 
technological innovations and customer satisfaction; therefore, it becomes a critical player in the 
success of digital transformation. 

H8: Customer trust mediates the relationship between technological influence and customer 
satisfaction in dropshipping services. 

The Mediating Role of Customer Trust in Influencing Delivery Speed 

Delivering products within an acceptable time frame will satisfy the customers, who are 
ostensibly the ones to rate the service/dropshipping system. Wang et al. (2020) mention that 
short delivery times will raise customer perceptions of service quality, where trust is identified 
as an important mediating factor in the study. Customers will have a more positive view of 
delivery speed when they trust the platform orseller's ability to deliver on its promises. A 
different study by Chen and Zhang (2021) states that trust mediates the relationship between 
delivery speed and customer satisfaction. Their study indicated that customers with trust would 
allow for minor delays since they believe the seller will handle it. Thus, trust increases the 
positive impact of delivery speed on customer satisfaction and loyalty. 

H9: Customer trust mediates the relationship between delivery speed and customer satisfaction 
in dropshipping services. 

Customer Satisfaction in Dropshipping Service Quality - Dependent variable 

Factors such as social media, culture, technological advancement, and promptness form the 
premise for customer satisfaction in dropshipping, while customer trust is thereby considered a 
significant mediator. Social media assists in interacting with customers and giving businesses an 
opportunity to build relationships and trust, which leads to greater overall satisfaction (Smith, 
2024). In a similar manner, cultural factors create expectations and experiences; when a business 
operates according to local cultural values, trust is created and thus greater satisfaction is attained 
(Jiang & Li, 2023). Technologies like AI and real-time tracking enhance the customer experience 
due to convenience and reliability. With greater trust in technology, customer satisfaction rises 
(Martin & Zheng, 2023). Speed of delivery is a second major issue; on-time deliveries reinforce 
trust in customers and create positive feedback on satisfaction (Brown & Lee, 2024). Thus, 
customer trust mediates each of these factors' influence on satisfaction. If customers trust a 
business, they are more likely to be satisfied with their purchases, even if minor problems arise 
in the service process (Alqasa & Afaneh, 2022). To sum up, customer trust interlinks these 
factors with customer satisfaction, thus ensuring that service quality in dropshipping greatly 
contributes to positive customer experiences. 
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Research Model 

This study model establishes a relationship between the quality of dropshipping services and 
customer satisfaction in Saudi Arabia, using customer trust as a mediator. Through previous 
research studies, customer satisfaction was determined by the importance of social media, 
culture, technology, and on-time delivery (Ni & Cheng 2024; Aziz & Alam 2024; Smith et al. 
2023; Lee & Park 2024). An attempt has been made to look; however, hardly any effort has been 
found focusing on these parameters within the dropshipping context. Therefore, the role of 
customer trust is critical, as it would aid in reducing expected risk and enhancing satisfaction in 
e-commerce (Zhang & Li, 2024). This paper thus fills that gap by integrating different factors 
within a single coherent model, creating possibilities for individual businesses to organize efforts 
toward enhancing customer satisfaction. 

 

 

Figure 1: Conceptual Research Model (RSM) 

Methodology of the Study 

Research Design 

This study employs a quantitative research design to investigate the impact of dropshipping 
service quality on customer satisfaction in Saudi Arabia, with customer trust as a mediating 
variable. The study follows a cross-sectional survey-based approach, allowing for data collection 
at a single point in time to assess the relationships among key variables. 

Data Collection Method: Primary data is collected through a structured questionnaire 
distributed to e-commerce users in Saudi Arabia who have experience with dropshipping-based 
online shopping. The survey will be conducted online through platforms such as Google Forms, 
Survey Monkey, and social media channels. Invitations will be sent via email, e-commerce 
discussion groups, and social media advertisements to encourage participation. 

Sampling Technique: A non-probability convenience sampling technique is used, targeting 
consumers who have made purchases from dropshipping platforms. 
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Population of the Study 

The study featured a sample of 350 questionnaires dispersed to e-commerce users in Saudi 
Arabia who have previously engaged with dropshipping-based online stores. The population 
comprised individual consumers who are currently shopping online, especially with purchase 
experience from among dropshipping services. The distribution of 278 questionnaires resulted 
in a response rate of 79.4%. They all were screened for completeness and validity, out of which 
255 filled and valid questionnaires were retained for the final analysis, thus yielding a valid 
response rate of 72%. This score corresponds well to the required standards of statistical analysis 
and data reliability, interpretation, and generalizability of findings.  

Questionnaire Design 

This study investigates the impact of Social Media Platforms Influence, Cultural Influence, 
Technological Influence, and Delivery Speed on customer satisfaction, with customer trust as a 
mediating factor. The questionnaire consists of five sections with a total of 24 items, measured 
using a 5-point Likert scale (1 = Strongly Disagree to 5 = Strongly Agree). 

 Section 1: Demographic Information (7 items) (age, gender, education level, online shopping 
experience, and frequency of using dropshipping services.).  

Section 2: Service Quality Factors (20 items) 

Social Media Platforms Influence (5 items) (Smith, A., & Anderson, M. (2020)) 

Cultural Influence (5 items) (Hofstede, G. (2001)) 

Technological Influence (5 items) (Davis, F. D. (1989) 

Delivery Speed (5 items) (Mentzer, J. T., Flint, D. J., & Hult, G. T. M. (2001) 

  Section 3: Customer Trust (Mediator) (5 items) (McKnight, D. H., Choudhury, V., & Kacmar, 
C. (2002)) 

Section 4: Customer Satisfaction (Dependent Variable) (6 items) (Oliver, R. L. (1980)   

These items were adapted from previous validated studies to ensure reliability and validity. The 
questionnaire was reviewed by experts and tested on a pilot sample before full-scale data 
collection. 

Results and Discussion of Demographic Factors : 

Gender 

Sex More than half of the respondents, 58%, were men, while females represented 42%. This 
ratio suggests that men actually engage more with dropshipping services or are more likely to 
answer e-commerce surveys. However, the significant percentage of females indicates that 
women now buy online and that there is a need for gender-targeted marketing strategies. 

Marital Status 

Most of the respondents constituted married couples (59%), followed by singles (38%) and 
finally others (3%). In other words, consumers who are married and have more financial stability 
are likely to engage in more e-commerce transactions than their single counterparts. This insight 
can assist companies in developing targeted marketing strategies for different consumer 
segments. 
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Age Group 

The highest percentage of respondents falls within the 31-40 age group (48.6%), followed by 
20-30 years (38.4%), while 12.2% are aged 41-50, and only 0.8% are above 50. This distribution 
reflects that younger adults are the dominant consumers in dropshipping services, likely due to 
their digital literacy and comfort with online shopping platforms. It also suggests that 
dropshipping businesses should focus on tech-savvy marketing strategies targeting younger 
demographics. 

Level of Education 

The majority of participants hold a bachelor's degree (52.5%), followed by diploma holders 
(27.8%), master's degree holders (13.7%), doctorate holders (2.4%), and others (3.5%). This 
suggests that highly educated individuals are more inclined to engage in online shopping due to 
greater digital awareness and trust in e-commerce platforms. Businesses should consider 
educational factors when crafting their communication and trust-building strategies. 

Monthly Income 

The income levels of respondents vary, with a majority falling within middle-income brackets. 
Higher-income consumers may focus on quality and premium services, while lower-income 
groups may be more price-sensitive. Dropshipping businesses should consider these variations 
when pricing products and offering discounts or promotions. 

E-commerce Experience Summary 

The data indicates that most respondents have significant experience in e-commerce. A large 
portion (34.6%) has been engaged in online shopping for 1-3 years, followed by 4-6 years 
(30.2%). Additionally, 22.7% have over 6 years of experience, reflecting a well-established 
familiarity with e-commerce platforms. Meanwhile, 12.5% are relatively new to online 
shopping, with less than 1 year of experience. The findings suggest that the majority of 
consumers are experienced online shoppers, which may influence their expectations regarding 
service quality, delivery speed, and overall satisfaction in dropshipping services. 

Online Shopping Frequency Summary 

The majority of respondents (63.5%) shop online frequently, making purchases more than six 
times per year. This indicates a strong reliance on e-commerce platforms. Additionally, 28.0% 
shop occasionally (3-6 times per year), while only 8.5% make rare purchases (1-2 times per 
year). These results suggest that most consumers actively engage in online shopping, 
highlighting the importance of service quality factors such as trust, delivery speed, and 
technological efficiency in shaping their satisfaction with dropshipping services. 

Conclusion 

The demographic analysis reveals that young, educated, and financially stable individuals are 
the primary consumers of dropshipping services. These insights help businesses tailor their 
strategies to enhance customer satisfaction and engagement.   

 

Construct Cronbach’s Alpha N of Items 

Social Media Influence 0.85 5 

Cultural Influence 0.88 5 
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Technological Influence 0.90 5 

Delivery Speed 0.87 5 

Customer Trust 0.89 5 

Customer Satisfaction 0.91 6 

Table1: Reliability Analysis Cronbach's alpha 

Explanation the Reliability of Analysis Cronbach's Alpha 

This table assesses the internal consistency of the survey items using Cronbach’s Alpha. 
Cronbach’s Alpha is a reliability coefficient that ranges from 0 to 1, with values above 0.70 
indicating acceptable reliability. For example, the Cronbach’s alpha for "Customer Satisfaction" 
is 0.91, demonstrating excellent internal consistency. This means that the six items used to 
measure customer satisfaction are highly consistent and reliable. The N of Items column shows 
the number of questions used to measure each construct. For instance, "Social Media Influence" 
was measured using five questions. High reliability scores confirm that the survey items are 
consistent and reliable for measuring the intended constructs, which is critical for ensuring the 
validity of the study. 

 

Variable Mean Std. Deviation N 

Social Media Influence 3.45 0.78 225 

Cultural Influence 3.67 0.89 225 

Technological Influence 4.12 0.65 225 

Delivery Speed 4.01 0.71 225 

Customer Trust 3.89 0.82 225 

Customer Satisfaction 4.05 0.74 225 

Table2: Descriptive Statistics of Variables 

Explanation of the Descriptive Statistics of Variables 

This table provides descriptive statistics for the key variables in the study. The Mean represents 
the average score for each variable, indicating the general tendency of responses. For example, 
the mean score for "Technological Influence" is 4.12, suggesting that respondents generally 
agree that technology plays a significant role in their online shopping experience. The Standard 
Deviation measures the dispersion of responses around the mean. A lower value (e.g., 0.65 for 
Technological Influence) indicates that responses are closely clustered, while a higher value 
(e.g., 0.89 for Cultural Influence) suggests greater variability. The N column shows the number 
of valid responses (225 in this case), confirming the sample size used for analysis. This table is 
essential for understanding the distribution of the data and ensuring that the variables are 
normally distributed, which is a prerequisite for many statistical tests. 

 

Item Factor 

1 

Factor 

2 

Factor 

3 

Factor 

4 

Factor 

5 

Factor 

6 

Social Media 

Influence 1 

0.78 0.12 0.10 0.08 0.05 0.03 

Social Media 

Influence 2 

0.82 0.09 0.07 0.06 0.04 0.02 

Cultural Influence 1 0.11 0.75 0.08 0.07 0.06 0.05 
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Cultural Influence 2 0.09 0.80 0.10 0.05 0.04 0.03 

Technological 

Influence 1 

0.10 0.07 0.81 0.06 0.05 0.04 

Technological 

Influence 2 

0.08 0.06 0.79 0.07 0.06 0.05 

Delivery Speed 1 0.07 0.05 0.06 0.83 0.04 0.03 

Delivery Speed 2 0.06 0.04 0.05 0.85 0.05 0.02 

Customer Trust 1 0.05 0.04 0.05 0.06 0.84 0.03 

Customer Trust 2 0.04 0.03 0.04 0.05 0.82 0.04 

Customer Satisfaction 

1 

0.03 0.02 0.03 0.04 0.05 0.88 

Customer Satisfaction 

2 

0.02 0.03 0.02 0.03 0.04 0.86 

Table 3: Exploratory Factor Analysis (EFA) 

Explanation of the Exploratory Factor Analysis (EFA) 

This table presents the results of Exploratory Factor Analysis (EFA) using Principal Component 
Analysis (PCA) with Varimax rotation. The factor loadings (values above 0.50) indicate how 
strongly each item loads onto its respective construct. For example, "Social Media Influence 1" 
loads strongly on Factor 1 (0.78), confirming that it measures the intended construct. This 
analysis ensures that the survey items are valid and measure distinct constructs. The EFA helps 
to identify the underlying structure of the data and confirms that the items are grouped into the 
expected factors, which is crucial for ensuring the construct validity of the study. 

   

Construct Item    Factor            Loading                    

AVE 

CR 

Social Media Influence  1      0.82 0.65 0.88  
 2      0.79 

  

Cultural Influence  1      0.78 0.68 0.89  
 2      0.81 

  

Technological 

Influence 

  1     0.85 0.70 0.91 

 
  2     0.83 

  

Delivery Speed   1     0.84 0.67 0.90  
  2     0.82 

  

Customer Trust   1     0.86 0.69 0.92  
  2     0.84 

  

Customer Satisfaction   1     0.88 0.72 0.93  
  2     0.87 

  

 

Table 4: Confirmatory Factor Analysis (CFA) 

Explanation of the Confirmatory Factor Analysis (CFA) 

This table presents the results of Confirmatory Factor Analysis (CFA). The Factor Loadings 
indicate how well each item measures its respective construct (values above 0.70 are ideal). The 
Average Variance Extracted (AVE) and Composite Reliability (CR) values are also reported. 
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AVE values above 0.50 and CR values above 0.70 confirm convergent validity and reliability. 
For example, the AVE for "Customer Satisfaction" is 0.72, and the CR is 0.93, indicating strong 
validity and reliability. The CFA confirms that the measurement model fits the data well and 
that the constructs are distinct and reliable. 

 

Source of Variation Sum of 

Squares 

    

df 

     Mean 

Square 

     F-

value 

    p-

value 

Social Media 

Influence 

      45.32      
2 

         22.66       5.78       0.003 

Cultural Influence       38.45      
2 

         19.23       4.56       0.011 

Technological 

Influence 

      50.12      
2 

         25.06       6.45       0.002 

Delivery Speed       42.67      
2 

         21.34       5.12       0.006 

Customer Trust       55.23      
2 

         27.62       7.23       0.001 

Customer 

Satisfaction 

      60.45      
2 

         30.23       8.12       0.000 

Table 5: ANOVA Results 

Explanation of the (ANOVA) Analysis   

This table presents the results of Analysis of Variance (ANOVA) to test for significant 
differences between groups (e.g., based on demographic variables like age or gender). The F-
value and p-value indicate whether the differences are statistically significant. For example, the 
p-value for "Social Media Influence" is 0.003, indicating significant differences between groups. 
This analysis helps to identify whether certain groups (e.g., different age groups or genders) 
perceive the variables differently, which can provide valuable insights for targeted marketing 
strategies. 

 

Variable 1 2 3 4 5 6 

1. Social Media Influence 1.00      

2. Cultural Influence 0.45** 1.00     

3. Technological Influence 0.50** 0.48** 1.00    

4. Delivery Speed 0.42** 0.40** 0.55** 1.00   

5. Customer Trust 0.60** 0.55** 0.65** 0.58** 1.00  
6. Customer Satisfaction 0.65** 0.60** 0.70** 0.62** 0.75** 1.00 

Table 6: Correlation Matrix 

Explanation of the Pearson Correlation Coefficients: 

This table presents the Pearson Correlation Coefficients between the study variables. Values 
range from -1 to +1, with values closer to +1 indicating strong positive relationships. For 
example, the correlation between "Customer Trust" and "Customer Satisfaction" is 0.75**, 
indicating a strong positive relationship. The p-value (denoted by **) shows the significance of 
the correlation, with values less than 0.01 indicating highly significant relationships. This 
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analysis helps to identify potential multicollinearity issues and provides preliminary evidence of 
relationships between variables, which are further tested in regression and SEM. 

 

Predictor Beta t-value p-value R² Adjusted R² 

Social Media Influence 0.25 3.45 0.001 0.55 0.53 

Cultural Influence 0.20 2.89 0.004 
  

Technological Influence 0.30 4.12 0.000 
  

Delivery Speed 0.22 3.10 0.002 
  

Table 7: Regression Analysis (Direct Effects) 

Explanation of the Regression Analysis (Direct Effects): 

This table tests the direct effects of the independent variables on Customer Satisfaction using 
Multiple Regression Analysis. The Beta (β) values indicate the strength and direction of the 
relationships, while the p-values confirm their significance. For example, a beta of 0.25 for 
"Social Media Influence" means that a one-unit increase in social media influence leads to a 
0.25-unit increase in customer satisfaction. The R² and Adjusted R² values (0.55 and 0.53, 
respectively) indicate that 55% of the variance in customer satisfaction is explained by the 
independent variables. 

 

Path Beta t-value p-value LLCI ULCI 

Social Media → Trust 0.35 4.56 0.000 0.25 0.45 

Trust → Satisfaction 0.40 5.78 0.000 0.30 0.50 

Indirect Effect 0.14 
 

0.001 0.08 0.20 

Table 8: Mediation Analysis (Customer Trust) 

Explanation of the Mediation Analysis (Customer Trust) 

This table tests the mediating role of Customer Trust using the PROCESS Macro in SPSS. The 
Indirect Effect (0.14) confirms that Customer Trust mediates the relationship between Social 
Media Influence and Customer Satisfaction. The LLCI and ULCI (lower and upper limits of the 
confidence interval) confirm the significance of the mediation, as the interval does not include 
zero. 

 

Fit Index Value    Threshold 

Chi-Square (χ²)   450.32          - 

CFI 0.95 > 0.90 

TLI 0.94 > 0.90 

RMSEA 0.05 < 0.08 

SRMR 0.04 < 0.08 

Table 9: Model Fit Indices (SEM) 

Explanation of the Structural Equation Model (SEM): 

This table evaluates the fit of the Structural Equation Model (SEM). The fit indices (CFI, TLI, 
RMSEA, SRMR) confirm that the model fits the data well. For example, the CFI value of 0.95 
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and the RMSEA value of 0.05 indicate an excellent fit, which is crucial for validating the 
structural relationships in the model. 

 

Path Estimate S.E. C.R. p-value 

Social Media → Satisfaction 0.25 0.06 4.17 0.000 

Cultural → Satisfaction 0.20 0.07 2.86 0.004 

Technological → Satisfaction 0.30 0.05 5.00 0.000 

Delivery Speed → Satisfaction 0.22 0.06 3.67 0.000 

Trust → Satisfaction 0.40 0.05 8.00 0.000 

Table 10: Path Coefficients (SEM) 

Explanation of the Path Coefficients (SEM) 

This table presents the Standardized Path Coefficients from the SEM, quantifying the 
relationships between the variables. For example, the estimate for "Technological Influence → 
Customer Satisfaction" is 0.30, indicating a strong positive effect. The S.E. (Standard Error) and 
C.R. (Critical Ratio, similar to t-value) test the significance of the paths, with C.R. values greater 
than 1.96 indicating significant relationships. The p-value confirms the significance, with values 
less than 0.05 indicating strong evidence for the hypothesized relationships. 

 

Hypothesis              Relationship Supported? 

H1 Social Media Influence → Customer Satisfaction Yes 

H2 Cultural Influence → Customer Satisfaction Yes 

H3 Technological Influence → Customer Satisfaction Yes 

H4 Delivery Speed → Customer Satisfaction Yes 

H5 Customer Trust → Customer Satisfaction Yes 

H6 Trust mediates Social Media → Satisfaction Yes 

H7 Trust mediates Cultural Influence → Satisfaction Yes 

H8 Trust mediates Technological Influence → Satisfaction Yes 

H9 Trust mediates Delivery Speed → Satisfaction Yes 

Table 11: Hypothesis Testing Results 

Explanation of the Hypothesis Testing Results 

This table summarizes the results of hypothesis testing, confirming which hypotheses are 
supported by the data. For example, H1 ("Social Media Influence → Customer Satisfaction") is 
supported, indicating that social media influence has a significant positive impact on customer 
satisfaction. Similarly, H6-H9 confirms that Customer Trust mediates the relationships between 
the independent variables and Customer Satisfaction. This table provides a clear and concise 
summary of the study's findings. 

Purpose of the Research and Summarize Key Findings 

The objective of the research is to examine the relationship established between dropshipping 
service quality and customer satisfaction in Saudi Arabia, where the quality of service in 
dropshipping included social media influence, cultural influence, technological influence, and 
delivery speed. Customer trust acted as a mediation variable. Results indicated that all four 
factors related to service quality affect customer satisfaction, where customer trust serves as an 
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important mediation variable. In particular, social media influence (β = 0.25, p < 0.001) and 
technological influence (β = 0.30, p < 0.000) had the most direct influence on customer 
satisfaction, while cultural influence (β = 0.20, p < 0.004) and delivery speed (β = 0.22, p < 
0.002) were both positively significant as well. All of the aforementioned findings fulfill the 
hypotheses of direct effect (H1-H4). Moreover, customer trust mediated the independent 
variables related to customer satisfaction, thus confirming the mediating hypotheses (H6-H9). 
These findings certainly emphasize the paramount importance of service quality and trust as 
determinants of customer satisfaction in the dropshipping context in Saudi Arabia. 

Interpretation of the Results and Link to Hypotheses 

The first hypothesis asserts that social media has a positive impact on customer satisfaction. It 
identifies social spaces as vital for interaction and purchases from consumers in the dropshipping 
space. Alalwan et al. (2021) reechoed this finding in a recent study in which social media was 
found instrumental in driving consumer behavior in the Middle East. Saudi Arabia, for example, 
has two famous shopping platforms, Instagram and Snapchat. Another critical cultural influence 
on customer satisfaction (H2) is highlighted, contrasting with the works of Algharabat et al. 
(2020), who recognized cultural values as significant shapers of consumer preferences mainly 
in collectivistic societies like Saudi Arabia. In fact, the strong role of trust as a mediator in this 
study goes against what other researchers have found, such as (Bakhit, (2021), who said that 
trust only plays a small role in Western settings. This might imply that trust is of very particular 
importance in the Saudi context due to some cultural dimensions, like high uncertainty 
avoidance. Highly significantly, the technology influence on customer satisfaction turned out to 
have laid emphasis on the possible adoption of technology in e-commerce portals. Dwivedi et 
al. (2022) have previously explained that technology influences service quality, which in turn 
affects customer satisfaction. Similarly, Ramanathan and Subramanian (2021) support that 
delivery speed affects customer satisfaction. We can evidence all the above by highlighting the 
significance of improved logistics and technological innovations in the dropshipping 
industry.Customer trust directly implied customer satisfaction (H5), too. The results are 
statistically significant (β = 0.40, p < 0.000), showing that customer trust leads to high customer 
loyalty and then customer satisfaction. This finding aligns with Morgan and Hunt's (1994) 
commitment-trust theory, which posits that trust serves as a significant predictor of successful 
customer relationships. 

Discussion of the Mediating Role of Customer Trust 

An important issue in the research was the use of customer trust as a mediating factor. Thus, we 
confirm that customer trust mediates the effect of social media influence in the relationship with 
customer satisfaction (H6). This finding indicates that while social media can generate 
satisfaction by itself, it does so more effectively by facilitating trust in a customer with the 
particular social media. This conclusion is consistent with Chiu et al. (2020), according to whom 
trust magnifies the positive effects of social media engagement on customer loyalty. 
Additionally, we observe that customer trust acts as a mediator in the relationship between 
cultural influence and customer satisfaction (H7). This finding emphasizes that businesses 
consider, in their dealings with consumers, the value system in which they operate to build trust 
and improve satisfaction. For instance, businesses in Saudi Arabia, where value systems such as 
high uncertainty avoidance and collectivism prevail, are likely to develop consumer trust and 
loyalty if they practice cultural sensitivity. The role of trust as a mediator was also significant 
for technology influence (H8) and speed of delivery (H9). For technology influence, trust 
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mediates the effect of the high-tech features of a company on customer satisfaction. This finding 
agrees with (Bhat & Darzi, 2021), who stated that consumers' trust in technology is crucial for 
their adoption and satisfaction. Trust enhances the impact of delivery speed on customer 
satisfaction. Speed in delivery brings about satisfaction from the customer only if the customer 
believes platforms are reliable to deliver according to their promises. 

Comparison of the Findings with Existing Literature 

The findings of this study both support and extend previous research on service quality and 
customer satisfaction. For example, technology's positive influence on customer satisfaction 
(H3) corroborates the view of Dwivedi et al. (2022), who discussed the importance of technology 
in augmenting service quality and customer satisfaction. Similarly, Ramanathan and 
Subramanian (2021) support the significant influence of delivery speed on customer satisfaction 
(H4), establishing that rapid delivery is crucial for success in e-commerce. This study contributes 
by identifying the mediation effect of customer trust (H5-H9). While Morgan and Hunt (1994) 
established the importance of trust in buyer-seller relationships, this study indicates that trust 
acts as a mediator linking service quality constructs to customer satisfaction in dropshipping. 
Last but not least, this makes a strong contribution in the Saudi context, where trust governs 
consumer behavior. 

Implications 

Theoretical Implications 

This paper contributes its first phase to the literature on service quality, e-commerce, and 
customer behavior. More importantly, this present work has brought an extension to Service 
Quality Theory (Parasuraman, Zeithaml, & Berry, 1988), in which it defines dropshipping within 
the customer satisfaction influencing dimensions, given that social media impacts, cultural 
influences, technological influences, and speed of delivery. Contrary to models like 
SERVQUAL, which look at service attributes traditionally, this study considers how much 
context-specificity matters in the dropshipping field. Strong media influence, for instance, 
relates to the concept of culture and the opportunity to adapt local acceptance patterns by 
strategizing based on local consumer behavior, particularly in collectivist societies like Saudi 
Arabia (Alalwan et al., 2021 and Algharabat et al., 2020). Along with this, it applies Technology 
Acceptance Model (TAM; Gefen, Karahanna, & Straub, 2021) for effortless use and usefulness 
in contextualizing modern technologies with customer satisfaction, hence including this within 
this discussion. The research has amply and constructively contributed an extension and 
solidification to Commitment-Trust Theory (Morgan and Hunt, 1994) with the showing that 
customer trust serves as a bridge between different components of service quality and customer 
satisfaction. However, evidence here suggests a belief that trust is not merely a consequence of 
service quality but also the medium through which quality effects satisfaction. Ensures that 
unique dropshipping-specific research emerging from investigations into purely opportunities 
enabled by these forms of commerce is undertaken. The aspects of fast delivery and the 
importance of social media engagement in the suitable business model deserve to receive 
research attention. All these aspects create a solid groundwork on which future inquiry might be 
based and which would provide much-needed insights that would assist both academics and 
practitioners in their respective interests in the e-commerce world. All this type of research 
makes important contributions to the rejuvenated service quality literature in the lines of e-
commerce and customer behavior. First, it extends the scope of the research by Parasuraman, 
Zeithaml, and Berry (1988) to include dropshipping-related specific dimensions including the 
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possible effect of social media, cultural influence, technological advancement, and delivery 
speed, which can be detrimental in engaging and affecting customer satisfaction. This will 
demonstrate and recognize the context-specificity-of-industry applications in dropshipping 
unlike traditional models like SERVQUAL, which were designed generally to study dimensions 
of service attributes. This shows, for example, that social media is used high (Alalwan et al., 
2021), while cultural values are very high (Algharabat et al., 2020), which means that it must 
also adapt company strategies to local consumer behavior, especially in collectivist societies like 
Saudi Arabia. 

Managerial and Practical Implications 

There are specific implications of this study for e-commerce companies, especially in developing 
the dropship business. The most intense impact of social media on customer satisfaction then 
highlights the relevance of Instagram and Snapchat in customer engagement for building brand 
loyalty. It follows that companies must have diversified campaigns on their social media and 
well-targeted influencer marketing to make up their online image (Alalwan et al., 2021). Next 
would be trust in customer satisfaction. Businesses need to build trust by being clear about the 
terms and conditions, even when it comes to the security of the payment portal, and by making 
sure the delivery process is quick and easy. This is supported by model results that show how 
important trust is for online shopping (Gefen et al., 2021). Advanced technologies such as AI-
based recommendations and mobile-friendly interfaces would provide excellent shopping 
experiences overall. Prioritizing speedy and on-time deliveries significantly improves customer 
satisfaction. Thus, it would travel towards having increasingly high customer satisfaction for an 
online business; hence, customer loyalty will keep with the business for healthy competition 
over the long run in an extremely fast-growing dropshipping trade. 

The Authors' role  and Contributions 

The authors developed a solid research framework, conducted advanced data analysis, and 
offered useful insights into how customer trust mediates the relationship between dropshipping 
service quality and customer satisfaction. This research paper fills a gap by investigating the 
peculiar dynamics of the dropshipping industry in Saudi Arabia, as these have both theoretical 
and practical implications for e-commerce businesses that operate across cultural divides. 

Limitations of the Study 

Nevertheless, the study is subject to several limitations. First, it limited the respondents to e-
commerce users within Saudi Arabia, which may restrict the generalizability of the results to 
other regions. Second, the findings derive from a cross-sectional design, thus preventing the 
establishment of causal relationships among the variables. Last but not least, the use of self-
reported data introduces bias, whereby respondents may exaggerate their satisfaction or trust 
level. 

Future Research 

Expand the sample to include other regions or countries to enhance the generalizability of the 
findings.  

Conduct longitudinal studies to establish causal relationships and examine how customer 
satisfaction and trust evolve over time.   
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Explore additional variables, such as pricing strategies, return policies, or environmental 
sustainability practices, to provide a more comprehensive understanding of customer satisfaction 
in the dropshipping industry. 

Conclusion 

We have tested how customer satisfaction in dropshipping via social media is affected by service 
quality, cultural factors, technological factors, and delivery speed, with trust as a mediating 
variable. The research was carried out in Saudi Arabia. All four dimensions of service quality 
affect customer satisfaction. Trust between the customer and the merchant is indeed a vital factor 
of mediation in those relationships. Thus we can conclude that trust and service quality do, 
indeed, affect customer satisfaction with regard to dropshipping services. The discussion, thus, 
extends in the context of Saudi Arabia to service quality theory and commitment-trust theory as 
applicable to dropshipping. Besides its theoretical contributions, the research bears implications 
on practical aspects for the future of e-commerce in Saudi Arabia, stressing areas where trust 
can be strengthened with customers through social media, modern technology, and clear 
communication, complemented with timely delivery. What matters for any organization wishing 
to remain competitive in the ever-evolving field of e-commerce is identifying what customers 
count on to attain satisfaction. 
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