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 This study aims to examine the effect of E-Service Quality and E-Trust 
on E-Loyalty among Shopee app users in South Jakarta, with E-
Satisfaction as a mediating variable. The sample was obtained using 
probability sampling and consists of 104 respondents.Using a 
quantitative approach and SEM-PLS analysis, this study reveals 
interesting findings. The results show that both E-Service Quality and 
E-Trust have a significant and positive effect on E-Satisfaction among 
Shopee users. Furthermore, this study also proves that E-Satisfaction is 
a key factor in increasing E-Loyalty. E-Service Quality has been proven 
to directly and indirectly (through E-Satisfaction) influence E Loyalty. 
However, the results also show that E-Trust does not directly affect E-
Loyalty when mediated by E-Satisfaction. This finding indicates that 
although trust is an important factor in building customer relationships, 
its influence on loyalty is more focused on increasing customer 
satisfaction first. Overall, this study makes a significant contribution to 
understanding the dynamics of the relationship between service 
quality, trust, satisfaction, and customer loyalty in the context of e-
Commerce. The findings can be a reference for e-Commerce 
companies, especially Shopee, in formulating more effective strategies 
to increase customer loyalty. By focusing on improving service quality 
and building customer trust, companies can create a more satisfying 
shopping experience, which will ultimately increase customer loyalty. 
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INTRODUCTION 

Technology is one of the instruments that makes a country more advanced. With the 
existence of technology, changes in times have emerged that are as fast and sophisticated 
as today. The positive and negative impacts of technology cannot be avoided, and the 
impact extends to almost all industrial sectors in Indonesia, such as manufacturing, 
education, transportation, services, finance, food and beverages, and trade. Digital 
technology is supported by the spread of the internet which is starting to spread evenly in 
Indonesia. Internet facilities have spread to various remote areas so that people who are far 
from urban areas can take advantage of these internet facilities (Fitria et al., 2020). It is 
evident from the Kompas.com news released by We Are Social and Meltwater through a 
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report entitled 'Digital 2023' as of January 2023 that internet users in Indonesia at the 
beginning of 2023 reached 212.9 million people. This number increased by 5% or 10 million 
users compared to the previous year. The total population of Indonesia as of 2023 will be 
276.4 million people. This means that internet penetration in Indonesia at the beginning of 
2023 will reach 77% (Annur, 2023). 

The rapid development of information technology has brought new influences and 
caused shifting patterns of activity in Indonesian society. Moreover, the COVID-19 
pandemic has changed most of society's normal activities, where people must implement 
and support government protocols for carrying out activities at home (Julhadi & Herdi, 
2022). This changes people's offline shopping activities to online. Shopee is one of the 
trending e-Commerce businesses in Indonesia that provides site and application-based 
services that connect sellers and buyers (Fachrina & Nawawi, 2022). 

Shopee was first launched in Singapore in 2015 (Ismail & Khuzaini, 2023). Shopee is 
expanding its reach to other countries in Southeast Asia, including Indonesia (Fauziah, 
2020). Shopee supports Indonesia's growth in global retail e-Commerce by providing an 
online shopping experience and integrating it with social media to enable social interaction 
between sellers and buyers (Antique & Lestari, 2019). 

Findings from data.ai show that Shopee is listed as the number 1 online shopping 
platform in Indonesia throughout 2023. Shopee still records the highest number of total 
downloads, on Google Play and the Apple Store. When compared to other e-Commerce 
platforms, Shopee is still ahead in terms of the highest number of monthly active users. It is 
considered that the presence of TikTok Shop has not been able to change the competitive 
map of e-Commerce in Indonesia. Shopee is considered still superior in terms of total 
number of visitors and total downloads (Arka & Harususilo, 2023). 

Looking at the total number of website and application visitors this year, as well as the 
scores obtained in the AppStore and PlayStore rankings, Shopee must be careful of 
Tokopedia and other competitors who continue to innovate for the best shopping 
experience and offers to increase consumer loyalty (Nurakhmawati et al., 2022 ). One way 
for Shopee to retain consumers so that they don't easily switch to other e-Commerce is to 
increase consumer loyalty. This is done to maintain business continuity in the intense 
competition in the e-Commerce industry. Online consumer loyalty or E-Loyalty is a 
consumer's favorable attitude towards online businesses which results in repeat purchasing 
behavior (Suprapti & Suparmi, 2020). Handayanti & Indarto (2023) define E-Loyalty as a 
consumer's intention to visit a website again with or without online transactions. Kartono & 
Halilah (2019) stated that E-Loyalty is a consumer's intention to revisit a website and 
consider purchasing from that site in the future (Sahadewa et al., 2023). 

E-Loyalty is important because consumers can easily switch from one site to another 
because they can easily compare the advantages and disadvantages of other sites (Kuska et 
al., 2024). Increasing loyalty can be measured through consumer satisfaction when visiting 
or making transactions on e-Commerce or E-Satisfaction websites or applications (Anita, 
2019). E-Satisfaction is an important factor that creates E-Loyalty. Saragih (2019) proves 
that E-Satisfaction has a significant effect on E-Loyalty. E-Satisfaction also partially 
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mediates the influence of E-Service Quality on E-Loyalty of Shopee online shop consumers 
in Medan City (Handayanti & Indarto, 2023). 

To support the variables selected in this research, a pre-survey was conducted 
regarding factors related to E-Loyalty on 50 respondents. Pre-surveys can be followed by 
respondents who have the minimum requirement to make purchases more than once on the 
same e-Commerce site/application. This means that respondents make repeat purchases 
and visit the site/application more than once. The pre-survey was carried out by asking 
respondents questions about things that influence them to make repeat purchases on one 
of the e-Commerce sites. The survey results stated that the top three components, namely 
customer satisfaction, trust, and service quality were factors that made respondents want to 
make repeat purchases in e-Commerce. Of these three factors, customer satisfaction is the 
biggest factor that most influences e-Commerce consumer loyalty. 

In a business context, Divine, Indriasari, & Monique (2023) explain that loyalty is used 
to describe consumers' willingness to continue to subscribe, by buying and using products 
repeatedly, and voluntarily recommending them to others. Griffin in Aji et al (2020) said that 
if consumers buy two or three products from the same company, they can automatically be 
said to be loyal consumers. Based on pre-survey explanation and support, this research 
aims to analyze the influence of E-Service Quality and E-Trust on E-Loyalty with E-
Satisfaction as a mediator for Shopee users. 

 
METHODS 

The research carried out is categorized as comparative causal research because this 
research does not start from the beginning, but rather directly looks at the results of 
previous research or existing phenomena. From the results obtained, research was carried 
out to find the causes of the incident. This chapter explains the research methods used to 
examine the relationships between the specified variables. The contents of the method 
include the type, number and criteria of samples used, type and source of data, research 
subjects, data collection techniques, data analysis techniques, and so on. 

According to Tabachnick & Fidell (2019), determining the number of samples taken in 
research is by using the formula (n > 50 + 8m), n is the number of samples and m is the 
number of independent variables. In this research, two independent variables will be used, 
namely service quality (e-service quality) and satisfaction (E-Satisfaction), so that the 
number of samples or respondents used is as follows: (n > 50 + 8(2)) or the same as (n > 
66). In accordance with the theory and calculations above, the sample size required in this 
research must be above 66 respondents. To avoid possible errors or damage to the sample, 
100 respondents were taken in this study. This research aims to find out whether there is an 
influence of E-Service Quality and E-Trust on E-Loyalty through E-Satisfaction of Shopee e-
Commerce consumers in South Jakarta which will be processed using the SEM-PLS analysis 
tool. 
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RESULTS AND DISCUSSION 
Evaluation of the Measurement Model (Outer Model) 
Table 1 shows that the AVE of each variable is higher than the correlation involving other 
latent variables, which means that each variable is not influenced by the questions in other 
latent variables. 

Table 1. Results of Discriminant Validity Test Values 

 
Discriminant validity is the extent to which the measurement results of a latent 

variable can be differentiated from the measurement results of other latent variables, which 
theoretically should be different. This measurement can be carried out using reflective 
indicators based on cross loading with the latent variable, or by comparing the Square Root 
of Average Variance Extracted (AVE) value for each variable with the correlation between 
other variables in the model. A variable is considered valid if the AVE value is higher than 
the correlation involving the latent variable.  

After testing the validity of the construct, the next step is to test the reliability of the 
construct using Composite Reliability (CR) from the indicator block that measures the 
construct. The use of CR aims to show a good level of reliability. A construct is considered 
reliable if the Composite Reliability value is > 0.6. Although according to Hair et al. (2014), 
the Composite Reliability coefficient should be greater than 0.7, but a value of 0.6 is still 
acceptable. However, internal consistency testing is not always necessary if construct 
validity has been met. This is because a valid construct will inherently be reliable. 
Conversely, a reliable construct is not necessarily valid. If construct validity has been proven, 
internal consistency testing may be considered optional to perform. Table 2 displays the 
results of the Composite Reliability and Cronbach's Alpha values for the variables studied: 
E-Service Quality (ESQ), E-Trust (ET), E-Satisfaction (ES), and E-Loyalty (EL). 

Table 1. Results of Composite Reliability and Cronbach's Alpha values 

 
Based on Table 5.5, all variables show Composite Reliability (CR) values above 0.7 

and Cronbach's Alpha values above 0.5, indicating that all these variables can be considered 
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reliable. The ESQ has a CR value of 0.865 and Cronbach's Alpha 0.778, indicating good 
internal consistency. E Trust shows a CR value of 0.807 and Cronbach's Alpha 0.769, also 
showing good consistency. E-Satisfaction has a CR value of 0.798 and Cronbach's Alpha 
0.772, indicating good reliability. E-Loyalty has a CR value of 0.826 and Cronbach's Alpha 
0.793, indicating high reliability. 
Structural Model Evaluation (Inner Model) 

Hypotheses are tested with P-values, Path Coefficients are useful for measuring the 
significance of relationships. Hypothesis decision by comparing P value with alpha of 5% (≤ 
0.05). The hypothesis is declared accepted if the P-value is less than or equal to alpha, 
indicating the research findings have statistical significance. However, if the P-value 
exceeds alpha, it is considered that the research does not have statistical significance. 

 
Figure 1. Path Coefficients 

 
Table 3. Hypothesis Testing 

          

 
Based on Table 1, the results of hypothesis testing show several important findings 

regarding the influence of independent variables on the dependent variable. 
1. E-Service Quality has an influence significant positive towards E-Satisfaction with a p 

value of 0.014, and the hypothesis is accepted, which means that an increase in the 
quality of electronic services in a way real can increase satisfaction user . When 
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Shopee succeeds in providing high-quality services that meet or even exceed 
customer expectations, customers feel more satisfied with their shopping experience. 
This high level of satisfaction not only increases customer loyalty but also drives 
positive word-of-mouth recommendations, which ultimately strengthens Shopee's 
reputation and competitiveness in the e-Commerce market. 

2. E-Trust is influential significant positive towards E-Satisfaction, with a p value of 
0.000, and the hypothesis is accepted, which means that an increase in user trust in 
electronic services in a way real can increase satisfaction they . These results indicate 
that when consumers have high confidence in Shopee's integrity, security and 
competence as an e-Commerce platform, they tend to feel more satisfied with their 
shopping experience. Strong trust ensures consumers that their personal data and 
transactions are safe, and they can rely on Shopee to deliver the products and services 
it promises. Thus, increasing consumer trust through transparent and reliable business 
practices directly contributes to increased customer satisfaction on Shopee. 

3. E-Service Quality and E- Trust together influential positively significant towards E-
Satisfaction, with a p value of 0.004, and the hypothesis is accepted, which means 
that the combination of improving service quality and increasing user trust together 
can increase satisfaction user in a way significant . These results explain that these 
two factors together play an important role in shaping customer satisfaction. High E-
Service Quality, which includes aspects such as speed of response, ease of use, and 
transaction security, provides a positive shopping experience for consumers. Shopee's 
high e-Trust, which reflects consumers' confidence in the platform's integrity and 
reliability, further strengthens their satisfaction. The combination of superior service 
and strong trust ensures that consumers feel safe and satisfied with their purchases, 
which in turn increases loyalty and the likelihood of repeat purchases. 

4. E-Satisfaction has an effect significant positive towards E-Loyalty, with a p value of 
0.002, and the hypothesis is accepted, which means that a real increase in user 
satisfaction can be achieved. increase loyalty they to service electronics . These results 
indicate that when customers are satisfied with their shopping experience on Shopee, 
they are more likely to become loyal customers, continuing to use the Platform for 
their shopping needs in the future. This high level of satisfaction may be due to 
various factors such as product quality, ease of site navigation, speed of delivery, and 
responsive customer service. By ensuring high customer satisfaction, Shopee can 
maintain a loyal customer base and strengthen its position in the competitive e-
Commerce market. 

5. The influence of E-Service Quality on E-Loyalty through E-Satisfaction with p Values 
of 0.000, means the hypothesis is accepted. This implies that as the quality of services 
increases, user satisfaction also increases, ultimately leading to increased user loyalty 
towards the service. 

6. E-Trust does not have a significant effect on E-Loyalty through E-Satisfaction with a 
p-value of 0.610 and the hypothesis is rejected, which means that although trust can 
increase satisfaction, this increase is not enough to directly affect user loyalty. These 
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results indicate that good trust directly increases customer satisfaction which in turn 
increases their loyalty to the Platform. This finding emphasizes the importance for 
Shopee to continue to maintain trust in customers. Although this does not directly 
affect customer loyalty, it can increase the level of customer satisfaction, which 
indirectly also affects customer loyalty in this highly competitive market. 

7. E-Service Quality and E-Trust do not have a significant direct effect on E-Loyalty, with 
p values of 0.085, and the hypothesis is rejected, which means that service quality and 
user trust increase directly. No Enough For increase loyalty user. These results confirm 
that E-Trust towards E-Satisfaction is not strong enough to increase E-Trust which in 
turn contributes to E-Loyalty. These findings indicate that although users may be 
satisfied with their experience, this satisfaction does not directly translate into higher 
trust or continued loyalty. Other factors may play a more dominant role in building 
trust and loyalty among electronic platform users. It is important for companies to 
consider additional or alternative strategies to strengthen trust and loyalty, such as 
improving transaction security, providing better customer service, or offering attractive 
loyalty programs. 

 
CONCLUSIONS 

Based on the results of the data processing and analysis carried out, the research 
conclusions were obtained as follows: (1) E-Service Quality has a positive and significant 
effect on E-Satisfaction among Shopee e-Commerce consumers. (2) E-Trust has a positive 
and significant effect on E-Satisfaction among Shopee e-Commerce consumers. (3) E-
Service Quality and E-Trust have a positive and significant effect on E Satisfaction among 
Shopee e-Commerce consumers. (4) E-Satisfaction has a positive and significant effect on 
E-Loyalty among Shopee e-Commerce consumers. (5) E-Satisfaction mediates the influence 
of E-Service Quality on E-Loyalty, among Shopee e-Commerce consumers. (6) E-
Satisfaction does not mediate the effect of E-Trust on E-Loyalty on Shopee e-Commerce 
consumers (7) E-Service Quality and E-Trust do not have a positive and significant effect on 
E-Loyalty through E-Satisfaction on e-Commerce consumers Commerce Shopee. 
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