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Abstract
A website is one of the most effective ways to communicate with consumers in
the e-commerce setting. E-commerce is expanding at an explosive rate, and its
related websites, known as the e-servicescape, are now heavily involved in
fostering customer loyalty and drawing in new clients. However, due to the lack
of empirical data that has been gathered and examined, the characteristics of the
e-servicescape remain poorly understood. Thus, the goal of this work is to use
flow theory to explore a conceptual model of the e-servicescape, flow
experience, as well as purchasing intentions. A survey administered to 291
participants in Pakistan successfully operationalized a comprehensive, multi-
item (28 items in total), multi-scale (five scales), and multi-dimensional
measures of e-servicescape, layout/ functionality aesthetic appeal, financial
security, and free shipping. The study demonstrates that the flow is significantly
impacted by how customers interpret the e-servicescape aspects. Consequently,
we found that the flow is positively influenced by the e-servicescape, which in
turn affects customers behavioural intentions. The purpose of this study is to
identify the fundamental issue in the interaction between the e-servicescape and
customer behaviour, and to provide a new catalyst for defining the concept of
the e-servicescape in Pakistani e-commerce sites. Lastly, the findings provide
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valuable insights into aspects that practitioners and theorists can focus on to
refine their methods.
Keywords: E-servicescape, e-commerce, flow theory, customer behavior

Introduction

During interactions with service providers, customers respond to environments holistically by
evaluating the effects of all distinct stimuli presented by the physical environment. According
to an earlier study, managers can give customers satisfying shopping experiences by creating a
great servicescape, which will encourage their purchase-related intentions and actions (Migdadi
& Abdel-Rahman, 2020). These surrounding characteristics were referred to as the
"servicescape." As a result, research on service quality management views servicescape as an
essential component (Yun & Kim, 2022). Numerous studies have examined the servicescape in
online shopping environments, given the rapid rise of e-commerce (Boukabiya & Outtaj, 2021,
Tankovic & Benazic, 2018a). Since online and physical stores have different buying habits, e-
servicescape has been found to have a significant impact on online consumer behaviors in the
literature on e-service quality (Asghar et al., 2023).

According to empirical evidence, e-servicescape—which combines the definitions provided by
Bitner, (1992) and Harris et al., (2010) as "The way the online environment is designed and the
characteristics of the service staff that define the context cause clients to respond internally,
resulting in the exhibition of approach or avoidance behaviors."—is positively associated with
purchase intention (Han et al., 2020; H.-C. Wu et al., 2018). Additionally, e-servicescape is
vital in providing positive stimuli for electronic retailing (Harris et al., 2010; Huang et al.,
2017; Virka et al., 2015). While almost all past studies on the e-servicescape have regarded it as
a first-order construct, some have begun to suggest that this description is inadequate and have
explored additional potential dimensions or sub-dimensions (Harris et al., 2010; Hopkins et al.,
2009).

However, very little research has examined e-servicescapes in this way and explored their
potential effects on purchase intention, even though it is widely acknowledged in the literature
that a second-order construct can provide a more comprehensive explanation (Bruhn et al.,
2008). A few studies have employed a second-order construct to analyse "website
attractiveness," a term comparable to the e-servicescape, and have described how it affects
purchase intention; however, they have not addressed the e-servicescape as a whole (Wu et al.,
2017). Given that this is a relatively new concept in the literature on internet retailing
management, this knowledge gap is understandable (Harris et al., 2010). For a better
understanding, how consumers react to the commerce site, we developed the following research
questions:

RQ1: How do the dimensions of an e-servicescape affect the flow experience of Pakistani
consumers?

RQ2: How might the flow be an essential part of figuring out why people buy things online?
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Based on the gaps mentioned above, and to address these research questions, we developed a
conceptual framework of e-servicescapes, encompassing its dimensions (aesthetic appeal,
facility layout, financial security, and free shipping), flow experience, and online purchase
intentions. Then we explain the research design, methodology, results, discussion, implications,
and future recommendations of the study.

Literature Review

The flow theory

The flow theory was introduced in the 1970s, derived from studies investigating the mental
state of those engaged in activities for enjoyment rather than monetary or fame-related benefits
(Csikszentmihalyi et al., 1989). Flow experience is demonstrated as the holistic sensation in
which people sense while they act with total involvement. The flow theory defines a flow state
as one in which "people are so involved in an activity that nothing more seems to matter; the
experience is so enjoyable that people will continue to do it even at great cost, for the sheer
sake of doing it” (Trevino & Webster, 1992).

Research in numerous disciplines, including management, psychology, human-computer
interaction, the arts, and marketing, has employed the flow theory to examine how people
become engrossed and inspired by their work (Lee & Wu, 2017; Mustafi et al., 2020; Zhang et
al., 2020). various studies on flow experience have examined the user experience of using the
internet in a computer-mediated environment (Koufaris, 2002; Trevino & Webster, 1992).
These studies have examined the determinants of flow, including consistency in perceived skills
and challenges, interactions, and concentration, as well as the consequences of flow experience,
which encompass enhanced learning, perceived behavioural control, positive subjective
experiences, and repeat visits (Atombo et al., 2017). Studies in the literature have examined
how the flow affects the context of online purchasing (Esteban-Millat et al., 2014; Hoffman et
al., 2009). Although the term is widely used, debates on how flow should be structured have
been ongoing for some time, and there remains some ambiguity surrounding the subject. It has
been noted that this uncertainty poses a significant issue in research examining the impact of
flow on online purchasing behaviour. As a result, flow theory delivers a practical conceptual
framework for examining how customers become engrossed in online purchasing through
websites, considering factors such as i) aesthetic appeal, ii) layout, functionality, iii) financial
security, and iv) free shipping.

Purchase Intention and e-servicescapes

Purchase intention is a type of decision that examines the reasons behind a consumer's decision
to purchase a specific brand (Asif et al., 2024). According to some authors, consumers rely on
their expertise and external sources to obtain information before evaluating their options and
making a purchase (Liao et al., 2020; Asif et al., 2024; Moon et al., 2018). Additionally, Asif et
al. (2024) define an online buy intention as a circumstance in which a customer is willing and
plans to make a purchase online. Hence, it is essential to realize how online shoppers are driven
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to buy, seek relevant knowledge based on their own experiences and external circumstances, as
well as to evaluate and compare multiple possible items before making a purchase online.
Servicescape is "the built environment (i.e., the man made, physical surroundings as opposed to
the natural or social environment)," according to Asghar, Asif, & Akhtar (2023), who argue that
it significantly affects both employees and customers. Signs and symbols, space and function,
and ambient conditions are all crucial factors. Although there are similarities between the
demands for online and physical establishments, notable distinctions also exist because the
features of the internet present new challenges at many steps of the transaction.

The elements of the online environment present throughout service (facility) delivery and
capable of impacting customer satisfaction are referred to as the e-servicescape or electronic
servicescape (Harris et al., 2010). E-service, in its broadest definition, refers to the delivery of
services through electronic networks, i.e., the Internet. This concept of e-service encompasses
not only the services offered by a standard service organization along with those offered by
manufacturers whose profitability is mainly dependent on the level of quality of their offerings.
Since the rise of e-commerce websites, prior research has emphasized the significance of the e-
servicescape (Huang et al., 2017; Kim et al., 2011; Tankovic & Benazic, 2018b). The Internet
enables businesses and clients to communicate in ways that capture the fundamental qualities of
services, such as their intangibility and inseparability. Additionally, an e-servicescape can
influence consumer behavior by triggering customers' feelings and thoughts about a website.
Additionally, customers are more probably experience a state of flow if the e-servicescape
successfully fulfills their needs.

Aesthetic appeal

Aesthetic appeal is the first e-servicescape. Lee et al. (2021) stated that "design is more than an
artistic interface." Other studies confirmed this, saying that aesthetics "deals with the sensory
experience evoked by an artifact, and the extent to which this experience reflects individual
goals and attitudes” (Reppa et al., 2021, 2022). Well-designed visuals are not only visually
appealing but also easy to use and read (Thommes et al., 2022). Aesthetic appeal consisted of
items, such as visual appeal, design originality, moreover the entertainment value (Harris et al.,
2010). In today’s internet consumption style, which moved from utilitarian to a blend of
utilitarian and hedonistic aims, with entertainment and pleasure becoming increasingly
important (Reppa et al., 2021). Therefore, we hypothesize that:

H1: Aesthetic appeal significantly creates flow experience.

Layout and functionality

It refers to the components of a web store’s design as well as their placement (Lee et al., 2014).
Because they influence online customer selection, usage, and purchasing behaviour, layout and
functionality are crucial elements. Layout and functionality encompass items such as
interactivity, customisation, usability, and information relevance (Harris et al., 2010). In e-
commerce, the website is frequently the only way that customers interact with a business;
therefore, to obtain a competitive edge, companies must integrate client demands, desires, and
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preferences into layout and design, functionality, as well as the design of the website (Hopkins
et al., 2009; Tankovic & Benazic, 2018c). Users may consequently experience an intrinsically
pleasurable state of flow, characterized by a distorted perception of time. Therefore, we
hypothesized that:

H2: Layout and functionality significantly create flow experience.

Financial security

The third e-servicescape is financial security. Internet security is the primary problem and
challenge for effective e-commerce adoption, according to several researchers (Ariff et al.,
2013; Kamalul Ariffin et al., 2018; Keating et al., 2009). Researchers, however, largely agree
that security is a multifaceted issue that requires consideration of administrative, organisational,
and human aspects to be more successful (Tran, 2020). Therefore, considering the factors that
motivate consumers' acceptance and use of payment systems is crucial. (Tran & Nguyen, 2022)
stated that the most significant determinants of customer willingness to embrace and use are
perceived risks and rewards, as well as available payment features. Revenue directly rises as a
result of financial security-enhancing activities (Kamalul Ariffin et al., 2018). Financial security
can therefore affect the willingness of customers to accept and utilize online payment options.
Thus, we hypothesized that:

H3: Financial security significantly creates flow experience.

Free shipping

It has been demonstrated that offering free shipping increases consumers' intentions to make
purchases on e-commerce sites. Crossen et al. (2022) suggest that providing free shipping
increases the likelihood of customers purchasing a product. The study also found that free
shipping deals increase the likelihood of customers making a purchase. A study by
Labanauskaité et al. (2020) also revealed that customers react favourably to free shipping offers
as they believe the transaction adds value. Another useful tactic to induce customers to make
impulsive purchases is free delivery (Butcher et al., 2017). Thus, we hypothesized that:

H4: Free shipping significantly creates a flow experience.

Flow and online purchase intention

The concept of flow has gained significant importance in recent years. However, there was
disagreement among authors in the literature on this idea. On the plus side, the majority of
researchers concur on the definition of the flow conceptually, which is defined as an experience
that most people have had in various contexts. However, the idea of the flow is intuitively
understood by researchers. It has been difficult to translate this intuitive understanding into a
logical operational definition. They introduced the concept of flow for online study and
provided an example of an online flow that adhered to the original framework. According to
online marketers, customers. According to online marketers, customers are more probably to
make further buying moreover visit the website again for a similar purchasing experience in the
future if they feel like they are in a state of flow. Thus, we hypothesized that:

H5: Flow is significantly creating purchase intention.
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Figure 1: Conceptual Framework
Methodology
Survey design
Based on previous research, we developed a questionnaire and modified its items to suit our
context of online purchase intention. There are the following three sections of the questionnaire:
(1) description of research, (2) demographics of the respondents, and (3) items of the study.
Demographics include: gender, age, income, education, and marital status. All items measured
on 5-point likert scale, in which 1 indicates "strongly disagree” and 5 indicates "strongly agree."
The 6 items of aesthetic appeal, 9 items of layout and functionality, moreover 4 items of
financial security are adapted from the study of Boukabiya & Outtaj (2021) with modifications.
The 4-item scale of free shipping is adapted from the study of Crossen et al. (2022). The 3-item
scale of flow and the 3-item scale of purchase intention are adapted from the study of (Yin et
al., 2023). The structure and sentence of each item are adjusted by the authors of the study to fit
in the given context.
Firstly, the questionnaire was written in English and then translated into Urdu. We then conduct
a pilot study with 42 respondents. The values of Cronbach's alpha are satisfactory and meet the
threshold of 0.70. Thus, the following are the scores for reliability: aesthetic appeal (a = 0.807),
layout and functionality (o = 0.856), financial security (o = 0.793), free shipping (a0 = 0.762),
flow (o = 0.744), and purchase intention (o = 0.802).
Sampling and data collection
Data collected for this study from the customers who purchased online through websites using a
one-time approach. Data was collected in May 2025 from the major city of Pakistan, Lahore.
Before the survey began, respondents were provided with a brief explanation of the research
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description, demographics, and confidentiality statement. A total of 299 responses remained
after 18 responses were eliminated throughout the screening process. After reviewing responses
for errors, incompleteness, and mismatched status, 18 more were eliminated. Ultimately, a
sample size of 281 respondents was obtained, which is considered adequate, according to the
findings of Hair et al. (2011).

Analysis and results

Demographic information

Table 1: Demographic Profile of Respondents

Characteristics Total Sample Percentage
Gender
Male 203 72.2
Female 78 27.8
Total 281 100.0
Age
Below 16 3 1.1
16-18 17 6.0
19-21 145 51.6
22-24 91 32.4
Above 24 25 8.9
Total 281 100.0
Income
Below 25000 132 47.0
25000-50000 85 30.2
50001-75000 26 9.3
75001-100000 10 3.6
Above 100000 8 2.8
Total 7 25
13 4.6
281 100.0
Marital Status
Single 253 90.0
Married 23 8.2
others 5 1.8
Total 281 100.0

A total of 281 valid responses were collected considering the aggregate of the sample. 3
respondents were below 16 years old, 17 respondents were between 16-18 years old, 145 were
19-21 years old, 91 participants were 22-24 years old, and 25 respondents were 24 years old or
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above. Analysing gender, 78 respondents were female, whereas 203 were male. Table 1
represents the summary of overall sample characteristics separately by each group.
Measurement model assessment

Table 2: Internal Consistency, Reliability and Convergent Validity

Variables Indicators Loadings Cronbach's Composite Composite AVE
alpha reliability Reliability
(rho_a)
Originality OD1 0.781 0.807 0.810 0.866 0.563
Design
OD2 0.725
OD4 0.735
OD5 0.767
OD6 0.743
Layout and LF3 0.703 0.856 0.868 0.892 0.581
Functionality
LF4 0.779
LF5 0.778
LF6 0.824
LF7 0.724
LF8 0.759
Financial FS1 0.769 0.793 0.797 0.865 0.616
Security
FS2 0.805
FS3 0.773
FS4 0.793
Free Shipping FSP1 0.715 0.762 0.774 0.848 0.583
FSP2 0.754
FSP3 0.774
FSP4 0.808
Flow Experience FE1 0.828 0.744 0.760 0.852 0.658
FE2 0.778
FE3 0.826
Purchase PI1 0.836 0.802 0.809 0.883 0.715
Intentions
P12 0.861
PI3 0.839
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The systematic evaluation of the reflective measurement model includes assessing the
reliability, internal consistency, discriminant validity, and convergent validity of the indicators
(Hair et al., 2014).

On the other hand, the methods for evaluating the reliability of any construct include composite
reliability (CR), Cronbach's Alpha (a), as well as the average variance extracted (AVE). The
values of composite reliability (0.848-0.892) and Cronbach's Alpha (0.744-0.856) are beyond
the permissible range of 0.70, as explained by all the factors (Sarstedt et al., 2014). In contrast
to the conventional Cronbach's alpha, a new and more useful measure (rho_A) was also
employed to assess internal consistency reliability (Henseler et al., 2014). To ensure convergent
validity and reliability, the values of variance extracted (AVE) and rho_A should be greater
than 0.5 and 0.7 respectively (Hair Jr et al., 2022). We find support for all AVE and rho_A
values falling under the suggested threshold level. Regarding indicator loadings, all are within
the advised ranges.

Common Method Bias

The results of the current study might be affected by common method bias as it was a cross-
sectional study, and data were collected by questionnaire (Podsakoff et al., 2003). In the current
study, we must employ several common method bias techniques, such as single-factor
confirmatory factor analysis, Harman's one-factor analysis, and common latent factor analysis.
Results of Harman's factor show 40.95% for a single factor, and in principal component
analysis, it produces 60.087%; these results are according to the given criteria, as 40.95% is less
than 50 and 60.087 is above 50, so in this data, there is no issue of common method bias.
Discriminant Validity

Table 3: Cross Loadings

FE FS FSP LF oD Pl
FE1 0.814 0.552 0.630 0.538 0.499 0.618
FE2 0.788 0.323 0.421 0.449 0.276 0.522
FE3 0.834 0.389 0.447 0.452 0.315 0.604
FS1 0.396 0.769 0.575 0.656 0.512 0.405
FS2 0.444 0.804 0.595 0.633 0.493 0.448
FS3 0.366 0.773 0.516 0.644 0.490 0.462
FS4 0.450 0.794 0.566 0.598 0.516 0.561
FSP1 0.437 0.609 0.714 0.623 0.484 0.448
FSP2 0.438 0.526 0.754 0.574 0.457 0.494
FSP3 0.433 0.528 0.774 0.496 0.391 0.451
FSP4 0.576 0.541 0.808 0.571 0.416 0.582
LF3 0.343 0.635 0.569 0.702 0.416 0.461
LF4 0.416 0.666 0.573 0.779 0.526 0.465
LF5 0.511 0.561 0.555 0.779 0.568 0.572
LF6 0.544 0.623 0.595 0.824 0.517 0.579
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LF7 0.374 0.591 0.517 0.724 0.426 0.367

LF8 0.478 0.628 0.581 0.759 0.473 0.450

OD1 0.323 0.478 0.405 0.508 0.781 0.365
OD2 0.359 0.476 0.417 0.467 0.725 0.382
OD4 0.273 0.564 0.507 0.534 0.734 0.418
OoD5 0.353 0.470 0.425 0.488 0.768 0.369
OoD6 0.391 0.438 0.399 0.441 0.744 0.404
PI1 0.690 0.466 0.497 0.486 0.397 0.837
PI2 0.553 0.515 0.581 0.545 0.445 0.860
PI3 0.562 0.550 0.591 0.606 0.474 0.838

According to Hair et al. (2014), firstly, we examine the discriminant validity of the indicators to
assess cross-loadings of the indicators. In particular, outer loadings of an indicator should be
larger than its overall loadings on the other variables in the model (i.e., cross-loadings). The
discriminant validity issue arises if a construct's indicators exhibit cross-loadings that are higher
than their primary loadings. Hair, Ringle, and Sarstedt (2011) contend that the cross-loading
criteria are relatively lenient for determining discriminant validity. Cross-loadings of the
construct indicators are shown in Table 3.

Fornell-Larcker Criterion

Table 4: Values of Fornell-Larcker Criterion

FE FS FSP LF OD Pl
FE 0.812
FS 0.530 0.785
FSP 0.625 0.718 0.763
LF 0.595 0.711 0.740 0.762
oD 0.459 0.640 0.569 0.645 0.750
Pl 0.720 0.600 0.653 0.641 0.516 0.845

The Fornell-Larcker criteria (also known as the F-L criterion). This approach compares the
correlations of latent variables with with the values of AVE. Hair et al. (2014) state that "the
square root of each construct’s AVE should be greater than its highest correlation with any
other construct.” This approach is justified by the idea that a construct should vary more from
its indicators than from those of other constructs. The F-L criteria values are shown in Table 4.
Structural Model Assessment

Table 5: Significance of Path Coefficients

Original  Sample mean Standard VIF T statistics P
sample (M) deviation (|O/STDEV|) values
(O) (STDEV)

OD - 0.074 0.078 0.076 1.651 0.970 0.332
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>FE

LF -> 0.258 0.257 0.097 2.774 2.662 0.008
FE

FS -> -0.010 -0.008 0.094 4.000 0.105 0.916
FE

FSP- 0.404 0.406 0.105 3.399 3.862 0.000
>FE

FE -> 0.721 0.722 0.035 1.875 20.410 0.000
Pl

R-square R-square adjusted
FE 0.438 0.430
Pl 0.519 0.518

Note: a=Significant at p<.01, b=Significant at p<.05

This research comprises 5000 subsamples and follows the bootstrapping technique suggested
by Hair et al. (2014). Given that the values of variance inflation factor are less than 3 (Hair Jr et
al., 2022), the model does not have an issue with multicollinearity. This study focuses on
evaluating the hypotheses relating to the originality design, layout, functionality, financial
security, free shipping flow experience, and purchase intention. To do this, we put the
conceptual model created in this research to test the relationship between them (see Figure 1).
Fig. 2 and Table 6 provide illustrations of the findings. We examined the values of the
coefficient of determination (R2) and adjusted R2 (Henseler et al., 2009; Hair et al., 2018). The
path coefficients ranged from -0.010 to 0.721. Additionally, including the four independent
variables resulted in an adj R2 of 0.430, .518, and R2 values of 0.438, .519. The significance
level of the path coefficients is examined in this study using both p-values and t-values. The
significance levels of the path coefficients are displayed in Table 5.

In the first hypothesis, the findings indicate that the originality design has a non-significant
positive impact on flow experience (f =.074, t =0.970, p = 0.332). H1 is rejected as the data do
not support it. According to the findings of the second hypothesis, layout and functionality have
a significantly positive effect on flow experience (f = .258, t = 2.662, p = 0.008). The result
supports H2; therefore, H2 is accepted. Furthermore, according to the third hypothesis, there is
a noteworthy positive correlation between financial security and flow experience (p =0.010, t =
0.105, p = 0.916); since the data did not support the hypothesis, it is rejected. The findings
support the fourth hypothesis, which states that free shipping significantly increases flow
experience (p = 0.404, t = 3.862, p < 0.05); Since the data fully supported H4, it is accepted.
The findings support the fifth hypothesis, which states that flow experience significantly
increases the likelihood of purchase intention (B = 0.721, t 20.410, p < 0.05). Since the data
fully supported H5, it is accepted.
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5. Discussion and implications

This study investigated how flow is developed by e-servicescapes (aesthetic layout and
functionality, financial security, and free shipping) and examined the effect of consumer
behavior in the context of Pakistan. To achieve these objectives, we conducted a survey based
on existing literature on online purchase intention. Our study found that the flow is shaped by
different e-servicescapes, resulting in a single behaviour (online purchase intention). We
discovered that people of Pakistan are concerned about the e-servicescapes of the websites.
Additionally, we found that people are more inclined towards the positive behaviour of
purchase intention if websites provide strong and well-maintained e-servicescapes. All the
results have both theoretical and practical implications, contributing to the understanding of
flow and online purchase intention developed through e-servicescapes.

Theoretical Implications

The association between flow (H1) and the first e-servicescape component, aesthetic appeal, is
supported by the conceptual model (ESFI). This indicates that customers' perception of
changing focus and full participation on web pages can be influenced by aesthetic appeal when
the webpage appeals to them. For instance, if consumers find an e-commerce site's layout and
graphics appealing and engaging, these factors may positively influence their perception of the
intangible aspects of the site's offerings. Aesthetic components enhance emotional and
cognitive responses, which elevate engagement levels, particularly during online shopping
experiences. Our findings for the aesthetic appeal are aligned with the study (Lee et al., 2021)

In a similar vein, the flow experience in all three e-servicescape dimensions is most strongly
associated with the finding of a substantial association (H2) between the flow and the second
dimension of e-servicescape, which is related to layout and functionality. It is reasonable to say
that the layout & functionality are the most important aspects of the e-servicescape, although
these distinctions should be interpreted with care. The findings align with the study by
Boukabiya & Outtaj (2021). This implies that user-friendly interfaces, logical navigation, quick

229 O



International Research Journal of Arts, Humanities and Social Sciences 2025
(IRJAHSS)

load times, and accessible content contribute significantly to users achieving a state of flow.
Consistent with numerous empirical and theoretical research in marketing and environmental
psychology, this paper highlights how an individual's affective perceptions are strongly
correlated with how they perceive a website's layout and functionality, particularly when they
are engaging in hedonic consumption and spend more time on it (Boukabiya & Outtaj, 2021; de
Nisco & Warnaby, 2013; Teng et al., 2018).

The model's (H3) main focus is on the hypothetical relationship between website flow and
online financial security evaluations. In this context, it is inferred that analyzing online service
metrics with customers' interpretations and perceptions of websites and payment security
systems is crucial. Structural equation modeling supports and validates the proposed
relationship (H3) between evaluations of online financial security and flow in a Pakistani e-
commerce site. This means users are more likely to enter a flow state when they feel confident
that their financial information (e.g., credit card details, personal data) is secure. This result
supports the argument made by several researchers that customers are more worried about
security problems in online service environments as compared to offline ones (Tankovic &
Benazic, 2018a; Tran, 2020).

Offering free shipping significantly contributes to a positive flow experience. Users perceive
free shipping as a value-added benefit, reducing their financial burden, which enhances their
overall satisfaction and emotional engagement. It eliminates last-minute surprises during
checkout, which could otherwise disrupt the flow state. Incentives like free shipping serve as
motivators, encouraging users to stay engaged and continue through the purchase journey. Our
findings are aligned with (Crossen et al., 2022).

An essential factor to take into account when purchasing online is flow. We verify that the flow
has a direct impact on purchase intention. This result confirms other studies on the online
experience, which found that customers are more likely to make a purchase when they are fully
engaged. Our findings are aligned with (Atombo et al., 2017). Consequently, this study
develops a new perception that highlights the significance of flow experience on customer
behavior, grounded in flow theory.

Practical Implications

Managers, marketers, and developers can learn from this study that all aspects of the e-
servicescape should be significantly highlighted, as it demonstrates how both functional and
experiential features influence consumer behaviour. Put differently, this study urges sellers to
focus on the e-servicescape components and components that affect successful websites. Such
an influence, in the seller's opinion, results in insensitive marketing choices, either to recover
their profits or to keep their customers by cutting their pricing or profit margin to the point of
lowering their investments in technology.

Limitations and Future Directions

However, if a smart marketing plan were created to draw potential customers to shopping
websites by offering a more comprehensive buying experience on the bases of e-servicescape
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elements that attract online buyers, this effect might be reduced. The limited scope of the
research's service factors limits the study's findings and contributions. Examining additional
variables that are part of the same network as flows, including perceived value and satisfaction,
whose relevance to behavioural intention is often disputed in marketing studies, is another line
of inquiry. We can also suggest adding more factors to the model that are unrelated to the
virtual world, such as the product's quality, cost, and the location of the service provider.
Conclusion

Our study examines the impact of key online shopping factors on consumer flow and
subsequent purchase intentions. E-servicescapes (layout and functionality, aesthetic appeal, free
shipping and financial security) play an essential role in boosting the user's flow experience.
Flow, a state of deep engagement and immersion, significantly boosts consumers' likelihood of
completing purchases. The model confirms that a seamless and visually attractive interface is
crucial for retaining consumer attention. Security in financial transactions builds trust, fostering
uninterrupted engagement and reduced cognitive anxiety. Free shipping acts as a strong
motivator, enhancing users' satisfaction and emotional commitment. The model encourages a
consumer-centric design approach that integrates emotional and functional website elements.
Moreover, enhancing flow through targeted design elements directly contributes to increased
online purchase intentions.
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