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Abstract: Creating sustainable and effective management strategies is one of the main goals for
companies in today’s digitalized world. To achieve that, companies need to understand the social
capital for which the strategies will be generated, especially regarding work output, which will in
this case refer to digital services. Consequently, the goal of this paper was to point out the connection
between social capital and digital services. Satisfaction, self-assessment, and self-esteem of online
consumers and employees in digital sales were investigated, with regard to digital services. The
survey involved 113 employees in digital sales and 275 online consumers. Results obtained through
factor and regression analysis indicated the importance of managing consumers and employees
(i.e., social capital) while they formed relationships with digital services. Online consumer satisfaction
and self-esteem need to be taken into account when formulating strategies. For employees, self-
esteem is the key component. Self-assessment from both sides proved to have no connection with
digital services.
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1. Introduction

The internet’s rapid evolution has altered how consumers find and buy products, as
well as their preferences for various products and services [1]. It is influencing consumers’
and companies’ daily lives, and it is becoming a focal point for shopping, advertising, and
business management activity. The concept of online shopping has revolutionized how
consumers shop [2], so it is necessary to understand how online consumers behave [3]. This
revolution brought about changes that resulted in the development of new consumer habits
and behaviors in a digital environment [4], which are viewed as opportunities that online
businesses must seize. This fact has significant implications for businesses, as there is a shift
in power away from companies to consumers [5]. Companies have increasingly sought to
understand the factors that influence online consumer decision-making while researching
online consumer behavior. The influences of other internet users, reviews or opinions,
personal experiences of close friends, and a variety of other factors and interactions that
can occur in digital environments can all be used to determine the factors [6]. However,
the most difficult challenge for online shopping is providing and maintaining positive
customer attitudes toward the company. A digital-services-focused strategy is a critical
success factor for surviving in a fiercely competitive online environment [7]. A company
must provide superior service experiences to its customers in order for them to repurchase
and remain loyal to the company. Many companies are entering the online market and
attempting to capture market share and consumers, and every company intends to figure
out the purchasing motivation of online consumers, particularly in terms of satisfaction,
self-esteem, and self-assessment. The analysis of such content enables businesses to gain
a better understanding of consumer communities that focus on the companies’ products and
services. Following this line of research, businesses can identify consumer communities and,
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within these, find opinion leaders who can become influencers (and thus help businesses
promote their products and services) [8], resulting in efficient management strategies that
incorporate online consumer satisfaction, self-esteem, and self-assessment.

Consumer satisfaction is defined as the degree to which a consumer is satisfied with
a product, service, or experience [9]. However, when observing and managing consumer
behavior, many researchers place an emphasis on self-esteem and self-assessment. The
concept of self-esteem was developed in 1965 and can be defined as a person’s positive
evaluation of themself. People form their subsequent behavior by contrasting their self-
worth and self-esteem. Although there are numerous definitions in the literature, an overall
crossing of all can be emphasized: self-esteem is an individual’s positive and/or negative
evaluation and feelings about themself [10]. Self-evaluation is described as the process of
looking inward to assess elements of one’s identity. It is one of the motivations for self-
evaluation, along with self-verification and self-enhancement. The self-assessment motive,
according to researchers, drives people to seek information to confirm their uncertain
self-concept rather than their certain self-concept, and self-assessment is used to boost the
certainty of one’s own self-knowledge [11].

Digital transformation is currently a top priority in 87% of businesses, and 67% believe
that their company must become significantly more digitalized to remain competitive [12].
Nevertheless, 70% of such initiatives fail [13]. These trends also apply to sales orga-
nizations [14]. The recent acceleration in digital technology use suggests that its slow
pre-pandemic adoption was caused by individual-level resistance rather than technologi-
cal impediments [14]. Our understanding of digital sales employees’ reactions to digital
technology initiatives is still severely limited, and the literature demonstrates significant
limitations. Although there is a large body of literature on technologies in sales, most stud-
ies focus on a single technology or application and use a technology adoption perspective.
As a result, this body of literature fails to capture the essence of digitalization, particularly
in the service sector, as a crucial change management process and the tremendous lack of
certainty that salespeople must face during the transition. When compared to the adoption
of a single technology, digital transformation is more comprehensive, involving deeper
individual psychological reactions [15] and necessitating a diverse set of managerial actions
to address these reactions. However, most studies to date have not investigated such
psychological reactions and their impact on work outputs, specifically digital services.

Having in mind that the previous research has dealt with this topic to a limited extent,
or not at all, this paper will focus on the observation and management of social capital in
digital sales.

This involves observing the satisfaction, self-esteem, and self-assessment of both
the consumer and the service provider (i.e., employees in digital stores). Therefore, the
intention of this paper is to investigate social capital in digital sales, with the aim of
considering the aspects of consumers and employees.

2. Literature Overview

The theoretical aspect of this research implies an extensive consideration of social
capital regarding the perception of consumers and employees in digital sales. Because of
the massive increase in internet connectivity, the digital diaspora has resulted in improved
consumer interaction with the market via digital stores. Social capital is defined as the
network of relationships that exist between people who live and work in a specific society,
allowing that society to function effectively [16]. It entails interpersonal relationships,
a shared sense of identity, a shared understanding, shared norms, shared values, trust,
cooperation, and reciprocity [17]. Individual characteristics’ specificity and uniqueness can
be incorporated into the concept of social capital. Knowledge of product and service percep-
tions, as well as consumer and employee satisfaction, self-esteem, and self-assessment, can
be useful in the context of digital stores. As a result, it is necessary to determine whether
perceptions and attitudes drive digital store transactions and can aid in the development of
management strategies.
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Employee and consumer satisfaction through online shopping has been one of the
most researched areas in the fields of marketing and organizational behavior. Consumer
satisfaction is a key concept in contemporary marketing theory and practice. The marketing
concept focuses on providing satisfaction to consumers while generating profit. As a direct
consequence, the quality of life should improve. As a matter of fact, consumer satisfaction
is critical for meeting the diverse needs of consumers, businesses, and society. Recognizing
this significance has resulted in an explosion of consumer satisfaction research over the last
two decades, particularly among digital consumers. According to the researchers, consumer
satisfaction is a powerful tool for businesses because it can be influenced by digital services.
Consumer satisfaction is influenced by digital service factors such as customization, quality,
interaction, problem-solving, and information quality [18–20]. According to the results of
one study, the relationship between digital services and satisfaction is statistically important,
positive, and strong [21]. A second study discovered that social presence via digital services
affects consumer satisfaction, thereby creating a new relationship [22]. Online consumer
satisfaction is strongly correlated with the quality of digital services, and some authors
argue that digital services have a stronger link with satisfaction than the online purchase of
products [18]. Despite a large body of literature on factors influencing consumer satisfaction,
researchers have only recently begun to investigate the impact consumer satisfaction has on
company products and services. According to research in that field, consumer satisfaction
has an impact on business profitability and final output (products and services) [23]. It
is premised on the idea that various factors shape and influence consumer satisfaction,
which adversely impacts company output. From the standpoint of the company and its
management, it is critical that the business can (directly or indirectly) impact (at least some)
consumer satisfaction factors. Another study found that consumer satisfaction influences
actual online service utilization [24]. The more the consumer is satisfied, the better the
chance that they will use the online services again. In return, such usage has an impact
on services being delivered, regarding quality, speed, etc. In the online banking industry,
a study has depicted that both consumer satisfaction and dissatisfaction influence the
number of banking products and services being offered [25]. To further investigate this
type of relationship, we propose the following hypothesis:

Hypothesis 1 (H1). Online consumer satisfaction impacts digital services.

For the past 20 years, marketing research has been guided by the “information-
processing theory,” which regards the consumer as a decision-maker who searches for,
participates in, recognizes, and analyzes data to make a brand choice [26]. Afterward,
evidence emerged indicating that decisions can be influenced by affective-emotional factors.
This presupposes that, particularly for certain types of products and services, decisions are
made based on desire, fantasy, and reactions to an emotional climax rather than search-
ing for and finding information. The climax is triggered by multisensory cues as well as
emotional data. Emotion is thought to play a significant role in e-commerce. Because of
that, researchers began incorporating consumer self-assessment in their studies to better
understand factors influencing the decision-making process and the way it affects services
and products being bought. The Self-Assessment Manikin (SAM) was one of the most
frequently used self-assessment tools when measuring consumer emotions. The SAM
consists of graphic characters arrayed on a continuous nine-point scale, and it has been
used in numerous marketing and psychological studies since its development (e.g., [27,28].
Since then, consumer self-assessment has been widely adopted and researched in the field
of medicine and pharmaceuticals to explore the impact it has on certain products and
services (e.g., [29–32]). Self-assessment has also been used in tourism, digital supply chain,
and consumer–product skill matching [33–35]. To further examine the relationship between
self-assessment and services, we propose the following hypothesis:

Hypothesis 2 (H2). Online consumer self-assessment impacts digital services.
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Self-esteem has been widely studied to understand the way humans behave. While
there have been many definitions given for self-esteem, we follow past work that views
self-esteem as a global personality construct that measures the extent to which a person
has a positive attitude about themself [36]. More precisely, we contextualize self-esteem as
the extent to which one prizes, values, approves of, or likes oneself [37]. Due to peoples’
intrinsic desire to maintain a positive self-concept, a large amount of psychological research
indicates that self-esteem is a fundamental psychological need [38].

Researchers discovered a link between self-esteem (particularly self-image) and pur-
chasing behavior. According to their findings, purchasing and using services boosts
self-confidence as well as self-esteem. According to the researchers, consumers tend to
interrelate their identity and the prestige of brands to boost their self-esteem. Others
stated that purchasing is a social activity that assists people in developing and managing
their identities. Because of their high level of self-esteem, consumers may believe they
are making the best choice among alternatives. Consumers may exhibit more leadership
characteristics in this case [39–41]. The higher the self-esteem of consumers, the better
the digital service employees provide. Some authors predict that when given the choice
between an inferior and superior service, consumers with pessimistic self-views (i.e., those
with low self-esteem) will prefer the inferior service because it confirms their self-views [42].
Consumers with high self-esteem, however, perceive their surroundings with optimism
and believe they will be successful in life. Because having positive self-perceptions is
pleasurable [43], and consumers with high self-esteem are confident that they can live up to
those positive self-perceptions [44], self-enhancement has few costs but many benefits for
these people. High-self-esteem consumers may be more inclined to choose superior over
inferior services and products to satisfy the motive of seeing oneself in a desirable light
(compared to low-self-esteem consumers). To further develop these findings and see the
relationship self-esteem forms with digital services, we propose the following hypothesis:

Hypothesis 3 (H3). Online consumer self-esteem impacts digital services.

Observing employees in digital stores leads to the conclusion that previous research
was primarily focused on job satisfaction and engagement [45–47]. The extent to which
employees are satisfied with their jobs, feel respected, and experience collaboration and
trust are referred to as job satisfaction and engagement. Employees who are engaged
will stay with the company longer and find better, more effective methods to add value
to the organization [48]. Job satisfaction has always been a key variable of interest to
all global managers. Today, almost all managers believe that job satisfaction should be
given special attention because an employee’s satisfaction with their job motivates them
to develop an attitude that is linked to organizational outcomes [49]. They believe that
job performance and work outcomes are affected by employee satisfaction [50]. Employee
satisfaction has been shown to have a positive and direct impact on intrapreneurship [51].
Intrapreneurship has an impact on work performance and engagement, as well as the work
output in terms of products and services delivered to customers. Another study stated
that job satisfaction has a significant impact on employee performance in private sector
organizations [52]. According to this author, employees are willing to put more effort
into their jobs, which will result in better services and products for customers and clients.
According to other researchers, three aspects of job satisfaction influence job performance
and final output [53]. Work, rewards, and supervision are thus the primary influential
factors that can impact employees’ performance, productivity, and work engagement.
Previous research has found that understanding the factors that affect the job satisfaction
and work outcomes of virtual workers will become increasingly important as virtual work
becomes a major organizational trend [54]. They also suggested that researchers broaden the
number of variables that could be linked to virtual workers’ success. Several of their ideas
included measuring family–life conflicts, investigating virtual work in various industry
sectors, and examining how job types and the virtual worker’s role within the organization
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could influence work outcomes. A review of academic literature has shown that most
research on virtual (online) work has been conducted at the organizational, technical, or
social levels. The most important aspect of online work, the individual worker, has received
little attention and must be considered when researching satisfaction, performance, work
output, and so on [55]. For this matter, we propose the following hypothesis:

Hypothesis 4 (H4). Employee satisfaction impacts digital services.

Self-assessment allows individuals to grow through personalized feedback via criti-
cal thinking. Self-observation, self-judgment, and self-reaction are the three steps in the
self-assessment process [56]. These three self-assessment stages produce data that an in-
dividual can use to determine their competency. This is critical in determining areas of
strength and weakness. When someone evaluates their work, they may feel more motivated
and achieve more [57]. It has been demonstrated that the ability to observe one’s own
performance improves self-assessment accuracy [58]. A simulation-style approach, for
example, has been used in surgical skills training, where medical students tend to be poor
self-assessors [59]. A simulation study with trainees concluded that the approach allowed
students to self-improve more effectively through self-assessment of their skills [59]. Em-
ployee self-evaluation is critical in academic and practical frameworks. In the academic
setting, self-assessment is mostly used to refer to teachers (e.g., [60–63]). Self-monitoring is
a requirement for professional development in the practical environment. However, most
workplaces only provide limited support for self-monitoring activities. Opportunities for
self-assessment and self-reflection may be limited because defining individualized com-
petency standards that match the workplace reality is difficult [64]. Since self-assessment
of the employee is not very common in the workplace and literature, especially in the
Republic of Serbia, we aim to bridge that gap and investigate the role self-assessment plays
in digital services. Based on everything stated, we propose the following hypothesis:

Hypothesis 5 (H5). Employee self-assessment impacts digital services.

Few previous studies (e.g., [65–69]) investigated the prospective effects of employee
self-esteem on work-related outputs. Several researchers [69] tracked a large group of
individuals from adolescence to adulthood and discovered that low self-esteem in ado-
lescence predicted work-related problems more than ten years later. Correspondingly,
researchers [68] discovered that a person’s self-esteem during their college years predicted
job satisfaction, employment status, and salary 10 years later. Another study [67] found
that self-esteem predicted job satisfaction, occupational status, and salary across multiple
waves of data, whilst work-related outputs did not. According to research, self-esteem is
a predictor of employee attitude and its relationship with work engagement [70,71]. In
a recent study on the relationship between self-esteem and work engagement, researchers
discovered that self-esteem had a positive impact on work engagement [72]. Job character-
istics such as compensation, reward, and recognition raise social status, leading to greater
self-esteem and, as a result, higher work engagement [73,74]. Researchers also noted that
self-esteem helps to develop work engagement [75]. Further research is needed to examine
the prospective link between self-esteem and work outputs such as digital services, as
self-esteem impacts work engagement and should therefore impact work outputs. Based
on everything stated above, we propose the following hypothesis:

Hypothesis 6 (H6). Employee self-esteem impacts digital services.

According to the proposed hypotheses of the above theoretical research, the following
theoretical model diagram of Figure 1 was attained.
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3. Materials and Methods

This paper is based on data processed in the research, which lasted three months,
in the period from December 2021 to the end of February 2022, in the territory of the
Republic of Serbia. The research was conducted through survey questionnaires, which
were distributed to the respondents within the Google Forms program via a link. Survey
questionnaires were sent to a total of 3245 e-mail addresses, firstly addressing companies
and their employees based on publicly available contact information, and then passing
the surveys to their online consumers. The online consumers were selected because they
previously stated they would be willing to participate in online surveys when creating their
online profiles on the websites of these companies. Within Google Forms, all questions
from the questionnaire were marked as mandatory, and it was not possible to receive
a questionnaire that was not fully completed by the respondents. The total number of
completed questionnaires was 388. 113 of them were employee respondents, and 275 were
online consumer respondents. The questionnaire had 3 measurement scales, through
which satisfaction [76,77], self-esteem [78], and self-assessment [79] were measured. The
measurement scale regarding satisfaction had a total of 17 questions for online consumers
and 22 for employees, while measurement scales about self-esteem and self-assessment
had 10 and 12 questions, respectively, for both groups of respondents. When analyzing
consumer demographics, a slight difference was found between respondents’ sexes when it
came to using digital services and buying products online (female was 50.5% versus male,
which was 49.5%). Based on the percentages, it can be said that the sex variable does not
play an important role in profiling online consumers in the Republic of Serbia. Regarding
the age structure, the largest number of consumer respondents belonged to the group up
to 25 years of age (35.3%), and in second place were consumer respondents from 36 to 45
years of age (31.6%). By education, the humanistic orientation makes up the convincing
majority of online consumer respondents (47.6%), while by profession they are primarily
managers (40%) and then administrative workers (36%). As many as 69.8% of online
consumer respondents in the Republic of Serbia use digital sales services. Respondents
were also asked to state whether they believe that digital services are of great importance,
through a 5-point Likert scale (1-strongly disagree, and 5-strongly agree) [80–83]. This was
one of the most important questions, as the answers were going to be used as a variable
while performing further analysis to prove the proposed hypotheses regarding online
consumers. As many as 71.3% of consumer respondents strongly agreed with the statement
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that digital services are of great importance, while 22.5% of them agreed. With a mean of
4.64, it can be concluded that consumer respondents see digital services as an important
element. An overview of online consumer respondent responses regarding digital services
can be found in Table 1.

Table 1. The importance of digital services to consumer respondents.

Score Frequency %

1 2 0.7
3 15 5.5
4 62 22.5
5 196 71.3

Total 275 100.0

Many consumer respondents who believe that the services provided are important
can indirectly show satisfaction with the service provided. On average, 49.5% of online
consumer respondents in Serbia earn from RSD 35,000 to RSD 55,000, which is directly
correlated with the answer that as many as 55.3% of consumer respondents can spend only
up to RSD 5000 per month on digital sales, while 33.5% can spend up to RSD 10,000. Con-
sumption has not changed significantly since previous years, because the economic power
of consumers is still at a relatively low level. When it comes to employee respondents in
digital sales in the Republic of Serbia, women dominate (54%). Most employee respondents
were in the age range of 36 to 45 (38.1%), with social education orientation (48.7%), while
the work performed is mostly managerial (39.8%) and then administrative (30.1%). The
employee respondents were also asked to rate the significance of digital services using
a 5-point Likert scale. Their answers showed that 54.9% of them strongly agree that digital
services are important, while 30.1% agree. With a mean of 4.36, it can be concluded that
employee respondents see digital services as an important element, although the percentage
of employee respondents that agree is lower than consumer respondents’ percentage (85%
versus 93.8%). These answers will also be used as a variable to prove the proposed hy-
potheses regarding employees. An overview of employee respondent responses regarding
digital services can be found in Table 2.

Table 2. The importance of digital services to employee respondents.

Score Frequency %

3 17 15
4 34 30.1
5 62 54.9

Total 113 100.0

The research started with descriptive statistics, through which satisfaction, self-
assessment, and self-esteem were analyzed. The satisfaction of online consumer respon-
dents was the first element to be analyzed through descriptive statistics, and it is presented
in Table 3.

By analyzing descriptive statistics by reviewing all the responses of the surveyed
consumers, it can be clearly concluded that the respondents mostly agree with the statement
that they like to have a lot of information about the product before they decide to buy.
Respondents also believe that the internet is a convenient way to shop, and that online
shopping is perceived as a convenience. Most respondents do not agree with the statements
that researching new stores is a waste of time along with buying things they did not plan.
Companies can see that online consumers in the Republic of Serbia are positively oriented
towards digital sales, that they like to be well-informed before buying a product, and that
they often compare prices and plan their purchases.
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Table 3. Satisfaction of online consumer respondents through descriptive statistics.

Statements N Mean Std. Deviation

I see ordering online as a convenience. 275 4.39 0.818
The internet is a convenient way to shop. 275 4.32 0.841

The internet is often frustrating. 275 2.79 0.950
I save a lot of time shopping online 275 3.66 0.892

Shopping online is a pleasant experience. 275 3.88 0.971
I’d rather buy at the store than wait for delivery. 275 3.35 1.050

I like to shop where people know me. 275 3.57 0.946
While shopping online, I miss the experience of

interacting with people. 275 3.32 1.050

I like to have a lot of information before I buy. 275 4.57 0.763
I always compare prices. 275 3.93 1.068

I plan my purchase carefully. 275 3.60 1.100
I buy things I didn’t plan to buy. 275 2.32 1.080

I am careful when trying new products. 275 3.73 0.911
I enjoy exploring alternative stores. 275 2.90 0.848

Exploring new stores is a waste of time. 275 2.14 0.919
I like to try new products and brands. 275 3.63 0.924
I like to buy the same brand always. 275 3.12 0.810

After the analysis of online consumer respondents’ satisfaction, Table 4 presents the
descriptive statistics analysis of online consumer respondents’ self-assessment.

Table 4. Self-assessment of online consumer respondents through descriptive statistics.

Statements N Mean Std. Deviation

I am convinced that I will achieve the deserved
success in life. 275 4.11 0.873

Sometimes I feel depressed. 275 1.91 1.001
When I try, I usually succeed. 275 4.33 0.691

Sometimes when I fail, I feel worthless. 275 1.90 0.913
I am successfully completing tasks. 275 4.50 0.636

Sometimes I don’t feel in control of my work. 275 2.26 1.116
All in all, I’m happy with myself. 275 4.44 0.661

I am filled with doubts about my ability. 275 1.68 0.940
I determine for myself what will happen in my life. 275 4.04 0.958

I don’t feel in control of my career success. 275 2.04 1.012
I can deal with most of my problems. 275 4.55 0.668

There are times when things seem bleak and
hopeless to me. 275 2.69 1.292

The analysis of descriptive online consumer respondents’ self-assessment statistics
indicates that consumer respondents feel capable of dealing with most of their problems.
They think that they are successfully completing their tasks and they are satisfied with
themselves. They do not agree with the claims that they are filled with doubts about their
abilities or that they feel depressed. From the aspect of locus of control, it can be concluded
that online consumer respondents in the Republic of Serbia have an internal locus of control
when it comes to assessing their own capabilities. They are leaders rather than followers,
they learn and progress quickly, and they believe in themselves and their abilities. They
believe that they themselves influence the events occurring in their life.

Table 5 shows the last element when it comes to online consumer respondents, and it
refers to self-esteem.
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Table 5. Self-esteem of online consumer respondents through descriptive statistics.

Statements N Mean Std. Deviation

I feel like a valuable person, at least on an equal
footing with others. 275 4.60 0.566

I feel I have a number of good qualities. 275 4.49 0.630
All in all, I tend to feel like I’ve failed as a person. 275 1.13 0.524

I am capable of doing things like most
other people. 275 4.55 0.561

I feel like I have nothing to be proud of. 275 1.15 0.471
I take a positive attitude towards myself. 275 4.18 0.798

I am completely satisfied with myself. 275 4.39 0.758
I wish I could respect myself more. 275 2.50 1.473

Sometimes I feel useless. 275 1.49 0.761
From time to time I think I’m not good at all. 275 1.40 0.750

The statement that the respondent feels that they are a valuable person took a high
first place, followed by statements that they can do things like most other people, that they
feel that they have good qualities, and that they are completely satisfied with themself. This
is in line with the fact that they do not push statements that refer to the feeling of failure
and uselessness. When the given results were interpreted through the locus of control, it
was concluded once again that online consumer respondents in the Republic of Serbia have
an internal locus of control, given that they respect themselves and their values.

We will now analyze the employee respondents’ responses through descriptive statis-
tics, starting with satisfaction, which is presented in Table 6.

Table 6. Satisfaction of employee respondents through descriptive statistics.

Statements N Mean Std. Deviation

All in all, I am satisfied with my job. 113 4.23 0.886
I don’t like my job. 113 1.49 0.857

I love doing my job. 113 4.38 0.919
I like the people I work with. 113 4.19 0.882

I think I must work harder at my job because of
the incompetence of the people I work with. 113 2.70 1.329

I like to do the tasks I get as work assignments. 113 4.02 0.876
I have too many obligations and responsibilities. 113 3.83 1.149
I can participate in trainings, webinars, meetings,

and field activities. 113 3.84 1.293

I get the information, tools, and resources I need to
do my job efficiently. 113 4.00 1.026

I know what is expected of me at work. 113 4.48 0.803
I am allowed/encouraged to make

troubleshooting decisions for my customers. 113 4.20 0.937

I wouldn’t think about quitting my job. 113 4.04 1.220
I would consider leaving my job if I find others

with a better salary. 113 2.66 1.480

I would consider leaving my job if I find others
with greater opportunities for advancement. 113 2.92 1.471

I feel that my work has value for the community. 113 4.19 0.915
There are other work skills I would like to learn. 113 4.37 0.847

My superior is competent in doing his job. 113 4.12 1.127
My superior shows interest in my feelings. 113 3.78 1.273

I can rely on my superior. 113 4.00 1.195
I feel that I am paid fairly for the work I do. 113 3.72 1.243
I am not happy with the benefits I receive. 113 2.44 1.274
I do not feel that my work is appreciated. 113 2.27 1.262
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Based on the analysis of descriptive statistics of employee respondents in digital stores,
it can be concluded that they are satisfied with their work, have no desire to change it, are
satisfied with colleagues they work with, and consider their superiors competent enough
to do their job. Additionally, the surveyed employees do not agree with the statement that
their work is not appreciated and that they are not satisfied with the benefits they receive
at work.

The next element of employee respondents that will be analyzed is self-assessment,
and it is presented in Table 7.

Table 7. Self-assessment of employee respondents through descriptive statistics.

Statements N Mean Std. Deviation

I am convinced that I will achieve the deserved
success in life. 113 3.93 1.015

Sometimes I feel depressed. 113 2.26 1.273
When I try, I usually succeed. 113 4.24 0.711

Sometimes when I fail, I feel worthless. 113 2.06 1.136
I am successfully completing tasks. 113 4.47 0.584

Sometimes I don’t feel in control of my work. 113 2.56 1.274
All in all, I’m happy with myself. 113 4.27 0.756

I am filled with doubts about my ability. 113 1.78 1.058
I determine for myself what will happen in my life. 113 3.90 1.026

I don’t feel in control of my career success. 113 2.32 1.255
I can deal with most of my problems. 113 4.30 0.755

There are times when things seem bleak and
hopeless to me. 113 2.69 1.350

There are similarities between the self-assessment of online achievements of consumer
respondents and employee respondents in digital sales. Employee respondents are also
satisfied with themselves, successfully completing tasks and dealing with their problems.
In addition, they do not feel gloomy and worthless and feel that they have control over
their career success. Based on a review of the answers, it can be concluded that employee
respondents also have an internal locus of control, i.e., that they consider themselves
responsible for everything that happens to them in life. They are harder to influence, more
likely to change jobs if they are not satisfied with working conditions, and advance faster
on the career ladder.

As a last part of the descriptive statistics, we will investigate the responses regarding
the self-esteem of employee respondents. The statistic is presented in Table 8.

Table 8. Self-esteem of employee respondents through descriptive statistics.

Statements N Mean Std. Deviation

I feel like a valuable person, at least on an equal
footing with others. 113 4.59 0.663

I feel I have a number of good qualities. 113 4.63 0.570
All in all, I tend to feel like I’ve failed as a person. 113 1.32 0.782

I am capable of doing things like most
other people. 113 4.59 0.636

I feel like I have nothing to be proud of. 113 1.27 0.655
I take a positive attitude towards myself. 113 4.50 0.721

I am completely satisfied with myself. 113 4.44 0.719
I wish I could respect myself more. 113 2.56 1.375

Sometimes I feel useless. 113 1.68 1.011
From time to time I think I’m not good at all. 113 1.57 0.925
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Employee respondents in digital sales had a high degree of agreement with several
statements; therefore, they believe that hardworking people are at least on an equal footing
with others, have good qualities, can do things like most other people, and take a positive
attitude towards themselves. They disagree with the statements that they see themselves as
a failed person and that they think they are not good at all. Once again, descriptive statistics
through the mean showed that employee respondents in the Republic of Serbia have
an internal locus of control. They have a high level of self-esteem and faith in their values.

Before we went further with data analysis, we used a t-test to validate the non-response
bias. To rule out the possibility that non-response bias is a major concern for this study,
a non-response bias test is performed, with late respondents serving as proxies for non-
respondents. t-test was used during the analysis for all key variables in this study. Table 9
shows the t-test results, which show that there are no statistically significant differences at
the 0.05 level for any of the characteristics between the two groups, early respondents, and
late respondents. As a result, we believe that non-response bias is not a major concern for
this study, and it is safe to assume that the responses can be expected to be representative
of the resident population.

Table 9. Non-response bias test.

Variable Early Respondents
Mean/Standard Deviation

Late Respondents
Mean/Standard Deviation t-Value p-Value

Online consumer satisfaction 2.8615/1.2184 2.8308/0.55877 0.258 0.797

Online consumer self-assessment 4.5385/0.57268 4.6308/0.50021 −1.297 0.197

Online consumer self-esteem 4.6107/0.75010 4.6260/0.48573 −0.192 0.848

Employee satisfaction 3.6923/1.14693 3.5308/0.50098 1.418 0.159

Employee self-assessment 2.3538/1.29914 1.9692/0.71461 2.853 0.063

Employee self-esteem 4.6107/0.72930 4.5115/0.50179 1.184 0.239

4. Results

The results will refer to factor analysis and regression analysis. These two analyses
will thus be applied to the satisfaction, self-assessment, and self-esteem of online consumer
respondents and employee respondents, while considering the importance of digital ser-
vices assessed by all the respondents, to test the proposed hypotheses. Factor analysis was
performed using a principal component analysis. The minimum factor loading criteria were
set to 0.5. The communality of the scale, which indicates the amount of variance in each
dimension, was also assessed to ensure acceptable levels of explanation. Factor analysis will
first be applied to statements regarding the satisfaction of online consumer respondents.

The first step is the Kaiser-Meyer-Olkin measure of sampling adequacy. The KMO
was above 0.7, which proved the appropriateness of the factor analyses, while Bartlett’s
test was significant (0.000) and showed that the 17 statements about consumer respondents’
satisfaction are correlated with each other.

While performing factor analysis, the statement I buy things I didn’t plan to buy
was the first to be excluded from further calculations, as its communality level was below
0.5 (0.431). In the second iteration, the statement I am careful when trying new products
was excluded, as it did not load with any factor. In the third iteration, the statement I
enjoy exploring alternative stores was excluded because it cross-loaded with two factors:
Convenience and Exploring (0.505 and 0.653, respectively). After the deletion of these three
statements, the rest of the calculations are as follows. Table 10 presents factor loadings and
communalities for statements regarding the satisfaction of the online consumer respondents,
while Table 11 shows the eigenvalues.
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Table 10. Rotated component matrix and communalities for the satisfaction of consumer respondents.

Statements
Component Communalities

Convenience Information Experience Exploring Buying Extraction

The internet is a convenient
way to shop. 0.918 0.855

I see ordering online as
a convenience. 0.914 0.839

I save a lot of time
shopping online. 0.775 0.676

Shopping online is a
pleasant experience. 0.758 0.740

I like to have a lot of
information before I buy. 0.883 0.789

I always compare prices. 0.778 0.764
I plan my purchase carefully. 0.735 0.815
While shopping online, I miss
the experience of interacting

with people.
0.829 0.732

I like to shop where people
know me. 0.801 0.783

I’d rather buy at the store than
wait for delivery. 0.787 0.737

I like to try new products
and brands. −0.857 0.789

Exploring new stores is a waste
of time. 0.745 0.675

I like to buy the same
brand always. 0.838 0.839

The internet is often frustrating. 0.659 0.724

Statements with values less than 0.5 have been excluded from the matrix, and we
can see in Table 10 that the first four statements are loading with component regarding
convenience while shopping online. Statements from 5 to 7 are loading with the information
component, statements from 9 to 10 are loading with the component regarding experience,
11 and 12 are loading with exploring brands and stores, and the last two statements are
loading with the buying component. These five distinct factors were extracted as a result
of a factor analysis on a fourteen-item measurement scale. The factor loadings indicate
that factors are made up of several items. Factors Exploring and Buying consist of only
two items, and even though these factors exist, we will not include them in further analysis,
interpretation, and results, as they are not supported by enough items. As a result, the
factor analysis provides evidence that the fourteen-item satisfaction measurement scale is
measuring the three factors separately: convenience, experience, and information.

Table 11. Total variance for the satisfaction of consumer respondents.

Total Variance Explained

Component
Initial Eigenvalues Extraction Sums of Squared

Loadings
Rotation Sums of Squared

Loadings

Total % of
Variance

Cumulative
% Total % of

Variance
Cumulative

% Total % of
Variance

Cumulative
%

1 4.371 31.220 31.220 4.371 31.220 31.220 3.380 24.140 24.140
2 2.716 19.400 50.619 2.716 19.400 50.619 2.222 15.870 40.009
3 1.431 10.220 60.840 1.431 10.220 60.840 2.213 15.807 55.817
4 1.210 8.641 69.480 1.210 8.641 69.480 1.663 11.876 67.692
5 1.029 7.349 76.829 1.029 7.349 76.829 1.279 9.137 76.829
6 0.683 4.875 81.705
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Table 11. Cont.

Total Variance Explained

Component
Initial Eigenvalues Extraction Sums of Squared

Loadings
Rotation Sums of Squared

Loadings

Total % of
Variance

Cumulative
% Total % of

Variance
Cumulative

% Total % of
Variance

Cumulative
%

7 0.573 4.094 85.799
8 0.457 3.264 89.063
9 0.413 2.950 92.013

10 0.328 2.344 94.357
11 0.302 2.154 96.511
12 0.211 1.507 98.018
13 0.183 1.309 99.327
14 0.094 0.673 100.000

Factors having eigenvalues over one were selected for further study. In this case,
as presented in Table 11, we had five components with a value greater than one, and
the cumulative percentage was 76.83%, so we could conclude that these five components
should be retained in the model.

The factor analysis results regarding consumer respondents’ satisfaction show that
the first five statements are the most important ones and should be used by companies to
develop efficient consumer management strategies. To test H1, we used regression analysis
to see the relationship between obtained factors and digital services. The hypothesis
tests if online consumer satisfaction (OCS) carries an impact on digital services (DS). The
variable OCS was regressed on variable DS to test hypothesis H1. OCS predicted DS F
(3, 271) = 22.059, p < 0.001, which indicates that OCS can play a significant role in shaping
DS. Moreover, the R2 = 0.196 depicts that the model explains 19.6% of the variance in
digital services.

For self-assessment of consumer respondents, KMO is above 0.8, which proves the
appropriateness of the factor analyses, while Bartlett’s test is significant (0.000) and shows
that the 12 statements about consumer respondents’ self-assessment are correlated with
each other. Table 12 shows the factor loadings and communalities for statements regarding
online consumer respondents’ self-assessment and Table 13 shows their eigenvalues.

Table 12. Rotated component matrix and communalities for self-assessment of consumer respondents.

Statements
Component Communalities

Ability Control Success Extraction

I am successfully completing tasks. 0.859 0.816
When I try, I usually succeed. 0.825 0.714

I can deal with most of my problems. 0.812 0.756
All in all, I’m happy with myself. 0.793 0.699

I am filled with doubts about my ability. −0.764 0.646
I determine for myself what will happen in my life. 0.757 0.597

Sometimes I feel depressed. −0.702 0.715
Sometimes I don’t feel in control of my work. −0.672 0.635

Sometimes when I fail, I feel worthless. −0.602 0.627
There are times when things seem bleak and hopeless to me. 0.822 0.733

I don’t feel in control of my career success. 0.798 0.781
I am convinced that I will achieve the deserved success in life. 0.899 0.815

The rotated component matrix in Table 12 shows that statements from 1 to 9 are loading
with component about the ability to complete tasks and deal with problems, statements 10
and 11 are loading with component regarding control, and the last statement is loading
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with component about life success. These three distinct factors were extracted as a result of
a factor analysis on a twelve-item measurement scale. The factor loadings indicate that the
first factor is made up of several items while the last factor consists of one item. Control
and Success did not consist of enough items, and even though these factors exist, we did
not include them in further analysis, interpretation, and results. As a result, the factor
analysis gives evidence suggesting that the twelve-item self-assessment measurement scale
is measuring one factor: ability. In this case, all above-mentioned statements in extraction
have values greater than 0.5, which means that not one statement should be cut off from
further analysis.

Table 13. Total variance for self-assessment of consumer respondents.

Total Variance Explained

Component
Initial Eigenvalues Extraction Sums of Squared

Loadings
Rotation Sums of Squared

Loadings

Total % of
Variance

Cumulative
% Total % of

Variance
Cumulative

% Total % of
Variance

Cumulative
%

1 5.745 47.872 47.872 5.745 47.872 47.872 5.197 43.311 43.311
2 1.560 13.000 60.872 1.560 13.000 60.872 2.001 16.679 59.990
3 1.229 10.245 71.117 1.229 10.245 71.117 1.335 11.127 71.117
4 0.643 5.355 76.472
5 0.556 4.630 81.101
6 0.478 3.980 85.081
7 0.417 3.472 88.553
8 0.388 3.234 91.787
9 0.320 2.671 94.458

10 0.261 2.173 96.631
11 0.221 1.839 98.470
12 0.184 1.530 100.000

In the case of consumer respondents’ self-assessment, the first three statements have
values greater than one and the cumulative percentage is 71%, so we concluded that these
three statements needed to be kept in the model.

The factor analysis results regarding consumer respondents’ self-assessment show that
the first three statements are the most important ones and should be used by companies to
develop efficient consumer management strategies.

To test H2, we will use regression analysis to see the relationship between obtained
factors and digital services. The hypothesis tests if online consumer self-assessment (OCSA)
carries an impact on digital services (DS). The variable OCSA was regressed on variable DS
to test hypothesis H2. OCSA predicted DS F (1, 273) = 1.009, p = 0.316, which indicates that
OCSA does not play a significant role in shaping DS. The R2 = 0.004 depicts that the model
explains 0.4% of the variance in digital services.

Analyzing the results for consumer respondents’ self-esteem, KMO was again above
0.8, which proved the appropriateness of the factor analyses, while Bartlett’s test was signif-
icant (<0.001) and showed that the 10 statements about consumer respondents’ self-esteem
were correlated with each other. Table 14 includes factor loadings and communalities for
self-esteem statements, while Table 15 refers to eigenvalues.

The rotated component matrix shows that statements 1 through 6 are loading with
component satisfaction and statements 7 through 10 are loading with component failure.

The factor analysis results regarding consumer respondents’ self-esteem show that the
first 2 statements are the most important ones and should be used by companies to develop
efficient consumer strategies. Two factors were extracted as a result of a factor analysis on
a ten-item measurement scale. The factor loadings indicate that both factors are made up
of multiple items. As a result, the factor analysis provides evidence to indicate that the
ten-item self-esteem measurement scale is measuring satisfaction and failure separately.
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Again, all above-mentioned statements in extraction have values greater than 0.5, which
means that not one statement should be cut off from further analysis.

Table 14. Rotated component matrix and communalities for the self-esteem of consumer respondents.

Statements
Component Communalities

Satisfaction Failure Extraction

I feel I have several good qualities. 0.877 0.776
I am completely satisfied with myself. 0.847 0.772
I can do things like most other people. 0.816 0.669

I take a positive attitude towards myself. 0.796 0.665
I feel like a valuable person, at least on an equal footing with others. 0.785 0.677

I wish I could respect myself more. 0.624 0.605
Sometimes I feel useless. 0.761 0.647

All in all, I tend to feel like I’ve failed as a person. 0.714 0.515
I feel like I have nothing to be proud of. 0.686 0.581

From time to time I think I’m not good at all. 0.635 0.506

Table 15. Total variance for the self-esteem of consumer respondents.

Total Variance Explained

Component
Initial Eigenvalues Extraction Sums of Squared

Loadings
Rotation Sums of Squared

Loadings

Total % of
Variance

Cumulative
% Total % of

Variance
Cumulative

% Total % of
Variance

Cumulative
%

1 4.216 42.160 42.160 4.216 42.160 42.160 4.077 40.770 40.770
2 2.198 21.979 64.139 2.198 21.979 64.139 2.337 23.369 64.139
3 0.717 7.168 71.307
4 0.620 6.197 77.505
5 0.557 5.575 83.079
6 0.450 4.495 87.575
7 0.432 4.316 91.890
8 0.364 3.639 95.530
9 0.267 2.674 98.204

10 0.180 1.796 100.000

In the case of consumer respondents’ self-esteem, the first two statements had values
greater than one and the cumulative percentage was 64%, so we concluded that these
two statements needed to be retained in the model.

To test H3, we used regression analysis to see the relationship between obtained factors
and digital services. The hypothesis tests if online consumer self-esteem (OCSE) carries
an impact on digital services (DS). The variable OCSE was regressed on variable DS to test
hypothesis H3. OCSE predicted DS F (2, 272) = 12.807, p < 0.001, which indicates that OCSE
can play a significant role in shaping DS. The R2 = 0.086 depicts that the model explains
8.6% of the variance in digital services.

After analyzing consumer respondents’ answers, we moved on to the second part of
the study, which involves employee respondents. The first scale measured through factor
analysis was the satisfaction of employee respondents.

KMO was above 0.8, which proved the appropriateness of the factor analyses, while
Bartlett’s test was significant (<0.001) and showed that the 22 statements about employee
respondents’ satisfaction were correlated with each other. Table 16 shows the factor loadings
and communalities for the statements regarding satisfaction of employee respondents,
while Table 17 represents the eigenvalues.
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Table 16. Rotated component matrix and communalities for the satisfaction of employee respondents.

Statements
Component Communalities

Satisfaction Superior Resources Benefit Quitting Colleagues Obligation Extraction

I love doing my job. 0.842 0.759
I don’t like my job. −0.761 0.729

All in all, I am satisfied with
my job. 0.737 0.782

I like to do the tasks I get as
work assignments. 0.685 0.591

I wouldn’t think about
quitting my job. 0.528 0.778

My superior is competent in
doing his job. 0.893 0.873

I can rely on my superior. 0.886 0.885
My superior shows interest

in my feelings. 0.882 0.884

I get the information, tools
and resources I need to do

my job efficiently.
0.729 0.682

I can participate in trainings,
webinars, meetings and

field activities.
0.728 0.606

I know what is expected of
me at work. 0.647 0.655

I feel that my work has
value for the community. 0.568 0.695

I am allowed/encouraged to
make troubleshooting

decisions for my customers.
0.533 0.682

I am not happy with the
benefits I receive. 0.878 0.829

I feel that I am paid fairly for
the work I do. −0.671 0.811

I do not feel that my work
is appreciated. 0.665 0.807

I would consider leaving my
job if I find others with
greater opportunities

for advancement.

0.812 0.795

I would consider leaving my
job if I find others with

a better salary.
0.704 0.788

There are other work skills I
would like to learn. 0.655 0.689

I think I have to work harder
at my job because of the

incompetence of the people I
work with.

−0.797 0.768.

I like the people I work with. 0.755 0.769
I have too many obligations

and responsibilities. 0.857 0.803

The rotated component matrix shows that statements 1 through 5 are loading with
component satisfaction, statements 6 through 8 are loading with component regarding
superiors, statements 9 through 13 are loading with component about work resources,
14 through 16 are loading with component benefit, statements 17 through 19 are loading
with component job quitting, 20 and 21 are loading with component about colleagues,
and the last statement is loading with component obligation. Seven distinct factors were
extracted as a result of a factor analysis on a twenty-two-item measurement scale. The
factor loadings show that each factor has several items, while the last factor has only one
item. Since factors Colleagues and Obligation did not consist of enough items, though
these factors exist, we will did include them in further analysis, interpretation, or results.
As a result, the factor analysis provides evidence to suggest that the twenty-two-item
satisfaction measurement scale is, in fact, measuring the five factors separately: satisfaction,
superior, resources, benefit, and quitting. All statements regarding employee respondents’
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satisfaction in extraction have values greater than 0.5, which means that none of the
statements should be removed from further analysis.

For employee respondents’ satisfaction, the first seven statements had values greater than
one, while the cumulative percentage was 75.7%. We concluded that the seven statements
needed to be retained in the model.

The factor analysis results regarding employee respondents’ satisfaction show that the
first seven statements are the most important ones and should be used by companies to
develop efficient human management resource strategies.

Table 17. Total variance for satisfaction of employee respondents.

Total Variance Explained

Component
Initial Eigenvalues Extraction Sums of Squared

Loadings
Rotation Sums of Squared

Loadings

Total % of
Variance

Cumulative
% Total % of

Variance
Cumulative

% Total % of
Variance

Cumulative
%

1 7.919 35.996 35.996 7.919 35.996 35.996 3.594 16.337 16.337
2 2.032 9.234 45.230 2.032 9.234 45.230 3.106 14.120 30.457
3 1.800 8.183 53.413 1.800 8.183 53.413 2.641 12.006 42.463
4 1.502 6.825 60.239 1.502 6.825 60.239 2.350 10.682 53.145
5 1.263 5.739 65.978 1.263 5.739 65.978 2.053 9.333 62.477
6 1.126 5.119 71.097 1.126 5.119 71.097 1.744 7.930 70.407
7 1.020 4.635 75.732 1.020 4.635 75.732 1.172 5.326 75.732
8 0.806 3.665 79.397
9 0.635 2.888 82.285

10 0.631 2.867 85.152
11 0.561 2.551 87.703
12 0.445 2.021 89.724
13 0.375 1.702 91.427
14 0.358 1.627 93.054
15 0.287 1.307 94.361
16 0.261 1.185 95.545
17 0.226 1.028 96.573
18 0.211 0.958 97.531
19 0.191 0.867 98.398
20 0.133 0.604 99.002
21 0.131 0.594 99.596
22 0.089 0.404 100.000

To test H4, we again used regression analysis to see the relationship between obtained
factors and digital services (DS). The variable ES was regressed on variable DS to test
hypothesis H4. ES predicted DS F (5, 107) = 1.603, p = 0.165, which indicates that ES does
not play a significant role in shaping DS. The R2 = 0.070 depicts that the model explains
7% of the variance in digital services.

Once again, KMO was above 0.8, which proved the appropriateness of the factor
analyses, while Bartlett’s test was significant (<0.001) and showed that the 12 statements
about employee respondents’ self-assessment are correlated with each other.

When conducting the factor analysis, two statements were excluded from further
research- Sometimes I feel depressed, and I don’t feel in control of my career success.
In the first iteration, these two statements were cross-loading with factors of Worth and
Ability. Both were loading positively with Worth and negatively with Ability. Since their
cross-loadings were above 0.5, they were extracted from further calculations. The rest of the
calculation are as follows. In Table 18, factor loadings and communalities for the statements
regarding self-assessment of employee respondents are presented, while Table 19 shows
the eigenvalues.
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The rotated component matrix shows that statements 1 through 4 are loading with
components about self-worth, statements 5 through 8 are loading with components regard-
ing ability, and statements 9 and 10 are loading with component success. Three distinct
factors were extracted as a result of a factor analysis on a ten-item measurement scale.
The factor loadings show that two factors have multiple items, whereas the last one has
only two. Since factor Success did not consist of enough items, though the factor exists,
we did not include it in further analysis, interpretation, or results. As a result, the factor
analysis provides evidence to indicate that the ten-item self-assessment measurement scale
is measuring Self-worth and Ability separately.

Table 18. Rotated component matrix and communalities for self-assessment of employee respondents.

Statements
Component Communalities

Worth Ability Success Extraction

I can deal with most of my problems. 0.792 0.671
All in all, I’m happy with myself. 0.736 0.680

I am convinced that I will achieve the deserved success in life. 0.686 0.595
I determine for myself what will happen in my life. 0.678 0.510

Sometimes when I fail, I feel worthless. 0.822 0.686
There are times when things seem bleak and hopeless to me. 0.731 0.651

Sometimes I don’t feel in control of my work. 0.682 0.508
I am filled with doubts about my ability. 0.641 0.627

I am successfully completing tasks. 0.851 0.758
When I try, I usually succeed. 0.769 0.699

Table 19. Total variance for self-assessment of employee respondents.

Total Variance Explained

Component
Initial Eigenvalues Extraction Sums of Squared

Loadings
Rotation Sums of Squared

Loadings

Total % of
Variance

Cumulative
% Total % of

Variance
Cumulative

% Total % of
Variance

Cumulative
%

1 3.905 39.050 39.050 3.905 39.050 39.050 2.349 23.485 23.485
2 1.427 14.265 53.315 1.427 14.265 53.315 2.210 22.095 45.581
3 1.052 10.523 63.838 1.052 10.523 63.838 1.826 18.258 63.838
4 0.828 8.285 72.123
5 0.691 6.906 79.029
6 0.524 5.238 84.267
7 0.514 5.142 89.409
8 0.429 4.287 93.696
9 0.345 3.453 97.149

10 0.285 2.851 100.000

When it comes to employee respondents’ self-assessment, from 10 statements, only
the first 3 had values greater than 1, while the cumulative percentage was 63.83%. We
concluded that these three statements needed to be retained in the model, and for future
creation of HR strategies by companies.

The factor analysis results regarding employee respondents’ self-assessment shows
that the first three statements are the most important ones and should be used by companies
to develop efficient human management resource strategies.

To test H5, we used regression analysis to see the relationship between obtained
factors and digital services. The hypothesis tests if employee self-assessment (ESA) carries
an impact on digital services (DS). The variable ESA was regressed on variable DS to test
the hypothesis H5. ESA predicted DS F (2, 110) = 0.396, p = 0.674, which indicates that
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ESA does not play a significant role in shaping DS. The R2 = 0.007 depicts that the model
explains only 0.7% of the variance in digital services.

For the last time in this analysis, KMO was above 0.8, which proved the appropriate-
ness of the factor analyses, while Bartlett’s test was significant (<0.001) and showed that the
10 statements about employee respondents’ self-esteem were correlated with each other.

When conducting the factor analysis, two statements were excluded from further
research: I wish I could respect myself more, and All in all, I tend to feel like I’ve failed as
a person. In the first iteration, these two statements had communalities with values lower
than 0.5. The statement I wish I could respect myself more was the first one to be excluded,
as it had a lower communality level than the second one (0.398 vs. 0.454, respectively).
In the second iteration, the statement All in all, I tend to feel like I’ve failed as a person
still had a value lower than 0.5 (0.464). For this purpose, it was also extracted from further
calculations. The rest of the analysis are as follows, in Tables 20 and 21, showing the factor
loadings and communalities, and eigenvalues, respectively.

Table 20. Rotated component matrix and communalities for the self-esteem of employee respondents.

Statements
Component Communalities

Failure Value Extraction

From time to time, I think I’m not good at all. 0.819 0.673
Sometimes I feel useless. 0.807 0.652

I take a positive attitude towards myself. −0.778 0.757
I am completely satisfied with myself. −0.730 0.675

I feel like I have nothing to be proud of. 0.726 0.596
I feel I have several good qualities. 0.856 0.737

I can do things like most other people. 0.750 0.589
I feel like a valuable person, at least on

an equal footing with others. 0.732 0.632

Table 21. Total variance for the self-esteem of employee respondents.

Total Variance Explained

Component
Initial Eigenvalues Extraction Sums of Squared

Loadings
Rotation Sums of Squared

Loadings

Total % of
Variance

Cumulative
% Total % of

Variance
Cumulative

% Total % of
Variance

Cumulative
%

1 3.970 49.628 49.628 3.970 49.628 49.628 3.112 38.903 38.903
2 1.341 16.758 66.386 1.341 16.758 66.386 2.199 27.484 66.386
3 0.663 8.286 74.672
4 0.574 7.177 81.850
5 0.523 6.534 88.384
6 0.405 5.068 93.452
7 0.338 4.225 97.677
8 0.186 2.323 100.000

The rotated component matrix for employee respondents’ self-esteem shows that
statements 1 through 5 are loading with component failure, while statements 6 through
8 are loading with component regarding self-value. Two distinct factors were extracted
as a result of a factor analysis on an eight-item measurement scale. The factor loadings
imply that both factors are made up of multiple items. As a result, the factor analysis
demonstrates that the eight-item self-esteem measurement scale is measuring both failure
and value separately.

For employee respondents’ self-esteem, from eight statements, only the first two had
values greater than 1, while the cumulative percentage was 66%. We concluded that these
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two statements needed to be retained in the model, and for future creation of HR strategies
by companies.

The factor analysis results regarding employee respondents’ self-esteem show that
the first two statements are the most important ones and should be used by companies to
develop efficient human management resource strategies.

To test H6, we used regression analysis to see the relationship between obtained factors
and digital services. The hypothesis tests if employee self-esteem (ESE) carries an impact
on digital services (DS). The variable ESE was regressed on variable DS to test hypothesis
H6. ESE predicted DS F (2, 110) = 5.213, p = 0.007, which indicates that ESE plays a role in
shaping DS. The R2 = 0.087 depicts that the model explains 8.7% of the variance in digital
services. Table 22 shows the summary of the findings.

Table 22. Summary of regression analysis.

Hypothesis Regression Weights Beta
Coefficient R2 F t-Value p-Value Supported

H1

OCS->DS 0.196 22.059 <0.001

Yes
Convenience->DS 0.334 5.446 <0.001
Experience->DS −0.294 −4.903 <0.001
Information->DS −0.094 −1.411 0.159

H2
OCSA->DS 0.004 1.009 0.316

NoAbility->DS 0.061 1.005 0.316

H3
OCSE->DS 0.086 12.208 <0.001

YesFailure->DS −0.197 −2.345 0.020
Satisfaction->DS 0.262 4.254 <0.001

H4

ES->DS 0.070 1.603 0.165

No

Satisfaction->DS 0.178 1.377 0.171
Superior->DS −0.069 −0.647 0.519

Resources->DS 0.169 1.397 0.165
Benefit->DS −0.031 −.300 0.765

Quitting->DS 0.107 0.965 0.337

H5
ESA->DS 0.007 0.396 0.674

NoWorth->DS 0.090 0.861 0.391
Ability->DS 0.060 0.571 0.569

H6
ESE->DS 0.087 5.213 0.007

YesFailure->DS −0.117 −1.280 0.203
Value->DS 0.264 2.893 0.005

5. Discussion and Conclusions

The main goal of this paper was to analyze the relationship between social capital and
digital services, which was determined through empirical research. The results showed
that social capital plays an important role in defining behavior in digital shopping and
digital sales through digital services and can be used when creating managing strategies by
businesses. Through descriptive statistics, factor analysis, and regression analysis, valuable
conclusions were reached regarding social capital management. Research has shown
that a significant number of variables have an impact on online consumers, especially
when looking at their relationship with digital service and shopping. The variables refer
to satisfaction with online shopping and self-esteem, while a self-assessment of one’s
achievements proved to have no impact on digital services. Of all the above, satisfaction
has the strongest relationship.

Three factors about consumer respondents’ satisfaction through factor analysis were
obtained- convenience, experience, and information. These factors were then used to test
whether they impact digital services. The overall regression was statistically significant
(R2 = 0.196, F (3, 271) = 22.059, p < 0.001). Of all these factors, convenience and experience
significantly impact digital services (p < 0.05), while the remaining third factor does not
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significantly impact digital services. For consumer respondents’ self-assessment, only one
factor was obtained. The overall regression was not statistically significant (R2 = 0.004,
F (1, 273) = 1.009, p = 0.316), as this factor does not significantly impact digital services.
Finally, regarding consumer respondents’ self-esteem, two factors were obtained through
factor analysis: satisfaction and failure. Regression showed an overall statistical significance
(R2 = 0.086, F (2, 272) = 12.208, p < 0.001), while both factors significantly impact digital
services (p < 0.05).

The other side of social capital was viewed through employees in digital sales. Unlike
online consumer respondents, results gained through employee respondents’ answers tell
us that only self-esteem has an impact on digital services. There are five obtained factors
regarding job satisfaction: satisfaction, superior, resources, benefits, and quitting. The
overall regression was not statistically significant (R2 = 0.070, F (5, 107) = 1.603, p = 0.155).
All mentioned factors do not impact digital services. Regarding employee self-esteem,
the obtained factors were failure and value. The overall regression for self-esteem was
statistically significant (R2= 0.087, F (2, 110) = 5.213, p = 0.007), while the factor value
impacts digital services (p < 0.05). For self-assessment, the factors were worth and ability.
The regression for self-assessment is not statistically significant (R2= 0.007, F (2, 110) = 0.396,
p = 0.674). Both factors do not impact digital services.

5.1. Theoretical Implications

Few studies have examined the connection between online consumers and digital
services, which can also refer to the relationship formed between employees and digital
services. We focused on an integrated perspective, as we were looking at social capital,
thus including both online consumers and employees. Previous studies pointed out that
the online shopping experience can impact products and services [18–22] as well as job sat-
isfaction [50,55]. Some theories suggests that online shopping satisfaction can even impact
the number of services being offered [25], while job satisfaction impacts work engagement
and work output [45–47]. However, self-assessment has been understudied in terms of
employee assessment, while consumer assessment is broadly used in several research
fields [29–35]. Self-esteem was from the employees’ point of view, mostly connected to
work engagement [72–75]. Consumer behavior and self-esteem were researched through
the prism of the type of products, services, and brands being bought [39–44]. The findings
of the present study showed that these variables should be researched when it comes to
social capital and its connection to digital services. Therefore, our analytical results help
to expand the literature on managing social capital through digital services, bearing in
mind the findings. Self-esteem and online shopping satisfaction should be the dominant
variables when conducting studies about social capital, and digital services proved to be
a viable-dependent variable, instead of products and services altogether or work outputs.
Although the concept of managing social capital developed rapidly and steadily in the
literature, the management of social capital that is practiced in the Western Balkans needs
to evolve. The findings of this study should help managers who are designing their own
managing styles to establish a dialogue between both sides of social capital and thus create
sustainable and creative strategies.

5.2. Practical Implications

In this paper, we present evidence that online shopping satisfaction and self-esteem
are the most important variables when observing social capital. Additionally, these vari-
ables can be placed in relationship with digital services to generate more comprehensive
conclusions, particularly when creating management strategies. For managers, the traits
of learning about social capital variables are key indicators for creating and selecting the
most suitable strategies. Online consumer strategies need to focus on the whole online
experience. Interacting, giving feedback and information, and producing services quickly
is one of the main goals for managers, to maximize consumer satisfaction. This also ap-
plies to consumer self-esteem, since it is proven that it in fact forms a relationship with
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digital services. Regular consumer surveys from the marketing department can help im-
prove managerial strategies. This will be profoundly helpful when developing marketing
campaigns, engaging in online communication, and customizing product offerings. For
employees, managerial strategies should consist of creating training to positively impact
self-esteem in the workplace. This will help with work engagement, job satisfaction, and the
creation of the final work output (i.e., products and services). Such improved and enhanced
self-esteem can strengthen employees’ learning and vitality traits, thereby improving em-
ployees’ performance. It is also beneficial to continually survey employees regarding their
self-esteem and work on organizational-based self-esteem. For some managers, it could
be beneficial to not only look at separate employees, but rather at teams, and research the
teams’ self-esteem. Team leaders should be the ones with higher self-esteem, as they can
develop superb digital services and reinforce team members to do the same.

5.3. Research Limitations

The current study advances the field’s understanding of social capital as a window
of opportunity for exploring many factors that affect digital services. However, some
restrictions should be considered when analyzing the recent empirical results. At the same
time, these limits provide important areas for further study.

There are a few restrictions to be aware of. We relied on self-reports rather than
real behavior measurements, which ultimately limited the dependability of the captured
behavior due to potential response biases. Due to memory biases, reliability may be limited.
Additionally, some intended response biases, particularly regarding the participants’ intent
to respond to our questions in a socially desirable way, may have harmed the data quality.

We also encountered non-response bias, as a large number of people who were con-
tacted did not complete the survey. Non-response bias happens when people are reluctant
or are unable to give a response to a questionnaire since they are considerably different from
those that do respond. As a result of these limitations, which are typically related to self-
reported measures, future research should investigate the current research questions further
using more robust empirical measures, such as conducting in-depth interviews, observing
online consumers while using digital services, and observing employees while working.

5.4. Future Research

Future research should consider these research limitations to gather reliable data by
reducing or ideally eliminating respondents’ biases and intentions. Also, further research
should include comparison with developed countries. It would be interesting to create
a comparison between online consumers and employees in digital stores in Croatia. Al-
though Croatia is in Western Balkans the same as Serbia, Croatia entered the European
Union several years ago. Economical changes in Croatia have been applied, and it would
be useful to see how consumers and employees are compared presently. Lastly, future
research should include further development and investigation of self-esteem for both
online consumers and employees.
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