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ABSTRACT

This investigation proposes to verify the effect of e-satisfaction and e-trust on e-loyalty
and the impact of e-trust on e-satisfaction. Besides, it attempts to prove e-satisfaction as
the mediating variable. Therefore, this investigation applies the quantitative design by
formulating the hypotheses. Additionally, the users of Shopee, one of the e-commerce
platforms in Indonesia, become the population in this investigation. Because its accurate
number is unknown, this study uses snowball sampling. As a result, this technique can
acquire 175 respondents from some cities and regencies in Indonesia. Because of
hypothesis verification, this research applies the covariance-based structural equation
model (CBSEM) to check the causal relationship based on the first, second, and third
premises. Besides, this study employs the Sobel technique to prove the e-satisfaction

mediating impact. After checking the hypotheses, this study effectively verifies three
substances. Firstly, the more electronically satisfied and trusting the users are, the more
electronically loyal they are. Secondly, the more virtually they believe, the more virtually
they are gratified. Finally, e-satisfaction can partially mediate the association between e-
trust and e-loyalty. Expressively, e-trust is the driver of e-satisfaction, causing e-loyalty;
therefore, as an implication, this study suggests that this platform needs to keep e-trust
by providing safe transactions and privacy data protection for the users.

Sobel examination.

Contribution/Originality: This study successfully finds that e-satisfaction partially mediates the relationship
between e-trust and e-loyalty by using the CBSEM and Sobel techniques and looking at it from the point of view of
Indonesian Shopee users. This condition is supported not only by the significant indirect effect of e-trust on e-loyalty

through e-satisfaction but also by the substantial direct impact of e-trust on e-loyalty.

1. INTRODUCTION

Consuming products has become one of the human physiological needs (Robbins & Judge, 2022). To meet this
need, traditionally, consumers buy goods directly from retailers in the market (Aryani et al., 2021). Nowadays, along
with technological development, they purchase products on the e-trade displaying site (Aryani et al., 2021; Faraoni,
Rialti, Zollo, & Pellicelli, 2019). The use of this display place has some benefits. Firstly, it provides numerous products
at competitive prices; hence, customers only need to select the suitable ones based on their budget. Secondly, it saves
their time in getting the selected ones. This model is called business-to-consumer (B2C) (Aryani et al., 2021). Besides

the B2C model, the customers-to-customers (C2C) model becomes a medium for the e-commerce transaction platform
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between individuals. Through this model, the buyers only need to search for, order, pay, and wait for the products
from the individual sellers at their destination (Taher, 2021).

Shopee is one of the famous online buying platforms in Southeast Asia (Khaw, Teoh, Loo, Kam, & Fransiska,
2023) established in Singapore in 2015 (Jaipong, 2022) and proven by its availability in Malaysia (Chong, Chow,
Chow, & Lim, 2023; Kee et al., 2023; Lim, Sook Fern, & Bhajan Singh, 2021; Yin, Saad, & Yaacob, 2022), Thailand
(Jaipong, 2022), Vietnam (Tran, 2019), the Philippines (Bacay, Ramirez, Ramos, & Grimaldo, 2022), and Indonesia
(Firmandani, Sya'bania, Abdani, & Madani, 2021). Operationally, it adopts e-commerce based on customer-to-
customer and business-to-business models (Ernestivita & Djawoto, 2020; Yin et al., 2022). Like the other applications,
people can utilize this Shopee platform on their smartphones as long as the internet connection exists (Zaato et al.,
2028).

Research about commercial platforms focusing on the tendency of e-satisfaction towards e-loyalty is plentiful.
They utilize the respondents from Jordan (Al-Adwan & Al-Horani, 2019), Palestine (Alkhateeb, 2020), Saudi Arabia
(Alnaim, Sobaih, & Elshaer, 2022), South Korea (Hwang, 2022), Spain (Rodriguez, Villarreal, Valifio, & Blozis, 2020),
India (Amulya, 2019; Mittal & Kaur, 2023), Indonesia (Kumbara, Limakrisna, Yulasmi, Lusiana, & Ridwan, 2023;
Liani & Yusuf, 2021; Pandjaitan, Mahrinasari, & Hadianto, 2021; Valencia & Layman, 2021; Widayat, Kreatitin,
Marsudi, & Wijaya, 2022; Widodo & Yosepha, 2022; Yulian & Moko, 2022), and Thailand (Phromlert, Deebhijarn, &
Sornsaruht, 2019). However, their outcome is not consistent, as shown by a positive sign (Al-Adwan & Al-Horani,
2019; Alkhateeb, 2020; Alnaim et al., 2022; Amulya, 2019; Hwang, 2022; Kumbara et al., 2023; Liani & Yusuf, 2021;
Mittal & Kaur, 2023; Pandjaitan et al., 2021; Rodriguez et al., 2020; Valencia & Layman, 2021; Widayat et al., 2022;
Widodo & Yosepha, 2022; Yulian & Moko, 2022) and a pointless propensity (Phromlert et al., 2019).

Besides, there are numerous studies concerning the inclination of e-trust towards e-loyalty. They employ
respondents from Jordan (Al-Adwan & Al-Horani, 2019), Italy (Faraoni et al., 2019), the United States (Tran &
Strutton, 2020), South Africa (Mofokeng, 2023), India (Amulya, 2019; Mittal & Kaur, 2023), Indonesia (Kumbara et
al., 20238; Liani & Yusuf, 2021; Widodo & Yosepha, 2022; Yulian & Moko, 2022), and Saudi Arabia (Alnaim et al.,
2022). Unfortunately, their results are still mixed. For example, Al-Adwan & Al-Horani (2019), Amulya (2019),
FFaraoni et al. (2019), and Tran and Strutton (2020) exhibit a positive sign, followed by other scholars (Alnaim et al,,
2022; Liani & Yusuf, 2021; Mittal & Kaur, 2023; Mofokeng, 2023; Widodo & Yosepha, 2022). Unfortunately, Yulian
and Moko (2022) and Kumbara et al. (2028) declare a meaningless tendency.

Additionally, several investigations of the propensity of e-trust towards e-satisfaction are available. They utilize
the respondents from Jordan (Al-Adwan & Al-Horani, 2019), Saudi Arabia (Alnaim et al., 2022), Malaysia (Chong et
al., 2023; Kee et al., 2023; Lim et al., 2021), Oman (Taufig-Hail et al., 2023), India (Mittal & Kaur, 2023), and Indonesia
(Huda & Anisa, 2020; Kumbara et al., 2023; Liani & Yusuf, 2021; Prasetyo & Yusran, 2022; Rahmania & Wahyono,
2022; Widodo & Yosepha, 2022). Regrettably, their result is still mixed, as exhibited by a positive sign (Al-Adwan &
Al-Horani, 2019; Alnaim et al., 2022; Huda & Anisa, 2020; Kee et al., 2023; Kumbara et al., 2023; Liani & Yusuf, 2021;
Lim et al,, 2021; Mittal & Kaur, 2023; Rahmania & Wahyono, 2022; Taufiq-Hail et al., 2023; Widodo & Yosepha,
2022); negative mark (Chong et al., 2023); and insignificant inclination (Prasetyo & Yusran, 2022).

Based on these contradictions from the previous research results, our study investigates the inclination of e-
satisfaction and e-trust towards e-loyalty and the tendency of e-trust towards e-loyalty based on the perceptions of
Shopee users in some areas of Indonesia. Academically, our study is different because it uses the Sobel technique in
the CBSEM to check e-satisfaction as the mediator, even though it uses the same variables in the study of Liani and
Yusuf (2021). Regardless of a similar sub-structural model from Al-Adwan and Al-Horani (2019) and Mittal and Kaur
(2023), our study differs from their model, applying partial least square-based SEM. Also, our study contrasts with
Amulya (2019), Faraoni et al. (2019), Phromlert et al. (2019), Tran and Strutton (2020), Pandjaitan et al. (2021),
Valencia and Layman (2021), Alnaim et al. (2022), Hwang (2022), and Mofokeng (2023) not employing the Sobel
technique to prove the mediating effect but using CBSEM.
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After the introduction, the structure of this paper is divided into five sections. The second section reviews the
literature as the foundation for developing the hypotheses. Section three demonstrates the research methods, covering
the variable definition and the technique to take the data, sample the respondents, and analyze their variable-
associated responses. Sections four and five exhibit the statistical results and discussion, respectively. The final

section presents implications, conclusions, and limitations.

2. LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT
2.1. E-Satisfaction and E-Loyalty

From India, Amulya (2019) and Mittal and Kaur (2023) infer a positive influence of e-satisfaction on the e-loyalty
of 286 people utilizing e-commercial websites and the viewpoint of 261 users of food delivery applications,
respectively. Alkhateeb (2020) indicates this situation when learning about customers of telecommunication services
in Palestine. Rodriguez et al. (2020) exhibit this same propensity after studying fashion retailers in Spain using the
B2C model. Pandjaitan et al. (2021) confirm this evidence when investigating the users of virtual hotel operators in
Bandar Lampung. Employing users of Shopee in Indonesia, Valencia and Layman (2021) and Widayat et al. (2022)
exhibit a similar propensity.

From Jordan, Al-Adwan and Al-Horani (2019) depict a positive relationship between e-satisfaction and e-loyalty
among 473 online shoppers. After studying 670 visitors booking a hotel via online travel agent (OTA) platforms in
Saudi Arabia, Alnaim et al. (2022) affirm that the more electronically satisfied the users are, the more electronically
loyal they are. Employing 85 users of Gojek in East Jakarta, Indonesia, Widodo and Yosepha (2022) confirm the same
evidence. Besides, Hwang (2022) affirms a similar fact after researching 1,307 online shoppers in South Korea. Yulian
and Moko (2022) document an identical tendency through their study with 150 e-commercial fashion users in
Surabaya. Besides, Liani and Yusuf (2021) and Kumbara et al. (2023) concluded a similar propensity when employing
380 customers of the GOJEK e-wallet and 100 users of the DANA e-wallet, respectively. Hence, denoting these
proofs, this research proposes hypothesis one.

H.: The positive tendency of e-satisfaction towards e-loyalty happens.

2.2. E-Trust and E-Loyalty

Using the perception of 473 online shoppers in Jordan, Al-Adwan and Al-Horani (2019) illustrate a positive
tendency of e-trust towards e-loyalty. Amulya (2019) and Mittal and Kaur (2023) concluded this positive relationship
after investigating 286 users of e-commercial websites and 261 individuals ordering food through the applications in
India one-to-one. From Italy, Faraoni et al. (2019) verify this situation based on research on the consumers of e-
grocery retailers. Equally, Tran and Strutton (2020) prove this positive tendency based on two communication
techniques consumers use with their e-retailers: sending emails and posting responses on Facebook. Similarly, based
on the perception of 670 visitors booking a hotel in Saudi Arabia through OTA platforms, Alnaim et al. (2022) exhibit
this fact. Moreover, Widodo and Yosepha (2022) display a similar tendency after investigating Gojek users in East
Jakarta, Indonesia. Furthermore, Mofokeng (2023) demonstrates this relationship when researching e-commerce
users in South Africa. Thus, mentioning these proofs, this research proposes hypothesis two.

H:: The positive inclination of e-trust towards e-loyalty occurs.

2.8. E-Trust and E-Satisfaction

Employing 473 Jordanian electronic shoppers, Al-Adwan and Al-Horani (2019) illustrate the positive impact of
e-trust on e-satisfaction. In their study, Lim et al. (2021) present a positive relationship between perceived trust and
satisfaction among 200 Malaysian users of Shopee: 77 females and 123 males. Similarly, Kee et al. (2023) indicate the
equivalent evidence based on the perspective of 200 Malaysian users of Shopee: 49 women and 151 men. From

Indonesia, Huda and Anisa (2020) demonstrate that trust positively influences the satisfaction of 132 customers of J
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& T in Pasuruan Regency. Similarly, with 98 consumers of the Bukalapak application in Indonesia as their sample,
Rahmania and Wahyono (2022) confirm this circumstance. Furthermore, Alnaim et al. (2022) affirm this positive
propensity based on the perception of hotel visitors via the OTA platforms in Saudi Arabia. Similarly, it aligns with
Liani and Yusuf (2021) and Widodo and Yosepha (2022) after investigating Gojek users in Indonesia, Mittal and
Kaur (2023) using the customers ordering food on the applications in India, followed by Kumbara et al. (2023)
investigating the 100 users of DANA e-wallet in Indonesia, and Taufiq-Hail et al. (2023) learning about 321 users of
delivery services in Oman. Therefore, based on these indications, this research proposes hypothesis three.

H: The positive propensity of e-trust towards e-satisfaction transpires.

92.4. Research Model

The research model is obtainable in the first figure by mentioning the formulated hypotheses from the preceding

E-Satisfaction

H, (+)

sections.

E-Loyalty

Figure 1. Research model.

3. METHODS
3.1. Variable Definition
By mentioning Figure 1, this research treats e-trust as an exogenous variable. Besides, it employs e-satisfaction

and e-loyalty as endogenous variables. Moreover, their related indicators are in Table 1.

Table 1. The indicators to measure e-trust, e-loyalty, and e-satisfaction.

Variable Indicator Source
E-trust [ safely transact through the Shopee platform (E-TRUST1). Adapted from
The Shopee platform protects my privacy (E-TRUST2). Saoula et al.
I believe that the Shopee platform is honest (E-TRUSTS3). (2023)
The Shopee platform serves me the best (E-TRUST4).
I can count on the Shopee platform to meet my needs (E-TRUSTS3).
E-satisfaction | The Shopee platform meets my expectations (E-SAT1). Adapted from
My decision to use the Shopee platform is sagacious and exact (E- | Rodriguez et al.
SAT?2). (2020)
I am glad to be utilizing the Shopee platform (E-SAT3).
E-loyalty I keep using the Shopee platform (E-LOY1). Modified from
I doubt other platforms, except for Shopee (E-LOY2). Anderson and
I always try the Shopee platform when buying something (E-LOY3). Srinivasan
Shopee is my best retail platform (E-LOY4). (2003)
Shopee is my preferred platform (E-LOY5).

3.2. Method to Take the Data

In this study, a survey is used to acquire the data. Through the survey, according to Bougie and Sekaran (2020),

the distribution of the questionnaire occurs, and the five-point Likert scale measures the collected responses to the

indicators, starting from 1 to 5 to declare disagreement until agreement.
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3.8. Methods to Obtain the Samples
The population comprises users of the Shoppe platform in some places in Indonesia. Its size is unidentified; thus,
this study uses snowball sampling, as Pandjaitan et al. (2021) and Sahabuddin and Hadianto (2023) utilize. According

to Hartono (2014, this technique collects respondents based on the network.

3.4. Methods to Analyze Data

This research applies the CBSEM to analyze the responses. This situation is due to the formulated hypothesis
examination and latent variable utilization, as highlighted by Ghozali (2021) and reinforced by scholars such as
Amulya (2019), Faraoni et al. (2019), Phromlert et al. (2019), Pandjaitan et al. (2021), Tran and Strutton (2020),
Alnaim et al. (2022), Hwang (2022), Widayat et al. (2022), and Mofokeng (2023). The CBSEM application in this
study differs from Al-Adwan and Al-Horani (2019), Alkhateeb (2020), Rodriguez et al. (2020), Lim et al. (2021),
Rahmania and Wahyono (2022), Mittal and Kaur (2023) and Taufig-Hail et al. (2023) employing partial least square-
based SEM. Besides, this situation is dissimilar to Huda and Anisa (2020), Liani and Yusuf (2021), Widodo and
Yosepha (2022), and Kee et al. (2023) utilizing a multiple regression model.

The first and second equations are the intended CBSEM in this research context. Equation 1 describes e-
satisfaction (E-SAT) and e-trust (E-TRUST) as the functions of e-loyalty (E-LOY). Meanwhile, Equation 2 shows
E-TRUST as the function of E-SAT.

E-LOY = 1.E-SAT + y1E-TRUST + (1 (1)
E-SAT = y2E-TRUST + (2 (2)

B: is the path coefficient for the endogenous variable with the first standard error (SE,). Meanwhile, v, and y. are
the path coeflicients for the exogenous variable with the third standard error (SE;) and the second standard error
(SE,).

The responses of participants to the items have to be valid and reliable. Therefore, this study validates them
through confirmatory factor analysis by contrasting the loading factor (LF) with 0.6 and the average variance
extracted (AVE) with 0.5. An accurate response will happen if they exceed each cut-oft point (Dash & Paul, 2021).
For reliability, this study compares the composite reliability with 0.7 as the cut-oft value (Hair, Black, Babin, &
Anderson, 2019) and Cronbach Alpha with 0.7 (Ghozali, 2021). A reliable answer will occur if they exceed 0.7
(Ghozali, 2021; Hair et al., 2019).

Subsequently, this investigation examines the appropriateness of suitability by considering various measures,
including the Chi-square divided by degree of freedom (CMIN/DF), normed fit index (NFI), Tucker-Lewis index
(TLI), and comparative fit index (CFI), as elucidated by Dash and Paul (2021) and Baharum et al. (2023), along with

their corresponding standards outlined in Table 2.

Table 2. The cut-oft points of the kindness of fit.

uantification Required cut-off point Source

q P
CMIN/DF Less than 3 Dash and Paul (2021)
NFI Exceeding 0.9 Dash and Paul (2021)
TLI Exceeding 0.9 Dash and Paul (2021)
CFI Exceeding 0.9 Baharum et al. (2023)

Next, this study examines the planned hypotheses. The first and second hypotheses (f, > 0 and y, > 0) will be
acceptable if the one-tailed probability of the critical ratio (CR) is less than the significance level (a) of 5%. The third
one (Y2 > 0) will be tolerable if the one-tailed probability of the CR is below a of 5%. Finally, using the Sobel test, this
research proves the mediating effect of e-satisfaction on the relationship between e-trust and e-loyalty. This test
application refers to Al-Adwan and Al-Horani (2019), Maharsi, Njotoprajitno, Hadianto, and Wiraatmaja (2021),
Widayat et al. (2022), Widodo and Yosepha (2022), and Sahabuddin and Hadianto (2023).
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Furthermore, the Sobel test in this research context is done through some phases, as Maharsi et al. (2021) and
Sahabuddin and Hadianto (2023) explain. The multiplication between Y. and B (y2* B1) is the first step. Secondly, the

calculation of Sobel's standard error (SE) is conducted based on the formula in Equation 3.

SE of Sobel = /(y2SE2) + (B2.SE2) + (SE2.SE2) (3)

Thirdly, the Z-statistic for the Sobel based on the fourth equation gets calculated by mentioning Equation 4.

yZ*ﬁl (4)

Z-statistic of Sobel =
SE of Sobel

Fourthly, this study uses Microsoft Excel to seek the probability (2-tailed) of the Z-statistic by denoting this
formula in Equation 5.

NORM.DIST(Z — statistic; 0;1; FALSE) (5)

NORM.DIST is the command in Microsoft Excel to know the Z-statistical probability. Zero and one symbolize
the average and standard deviation to shape a standard normal distribution. By writing FALSE, the selection of the
probability mass function ensues. Fifth, we want to find the mediating effect by comparing the 2-tailed probability of
the Z-statistic with a 5% significance level. If this value is still below 5%, this impact will occur.

According to Kelloway, cited in Alnaim et al. (2022), mediation has two types: full and partial. In this research
context, the full impact will happen if the mediating or indirect effect is substantial, but the direct impact is

meaningless. The partial will occur if both influences are significant.

4. RESULT
4.1. The Respondent Profiles

In this research, the survey between May and August 2023 efficaciously got 175 respondents. Furthermore,
gender, age, occupation, and location become tools to categorize them. Their classification, denoting the total, is
available in Table 3. The leading respondents are female based on gender (54.29%), between 18 and 25 years old based
on age (88%), undergraduate students based on occupation (87.48%), and from Bandung City and Regency based on

their domicile (83.43%).

Table 3. Respondent profiles.

Profile Description Total Portion
Gender Female 95 54.29%
Male 80 45.71%
Age 18-25 154 88.00%
26-30 4 2.29%
31-40 11 6.29%
41-55 6 3.43%
Occupation Employee 6 3.43%
Entrepreneur 1 0.57%
Lecturer 12 6.86%
Librarian 1 0.57%
Medical doctor 2 1.14%
Undergraduate student 158 87.43%
Domicile Bandung city and regency 146 83.43%
Bandar Lampung city 5 2.86%
Batam city 1 0.57%
Bekasi city and regency 2 1.14%
Bogor regency 1 0.57%
Central Buton regency 1 0.57%
Cianjur city 1 0.57%
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Profile Description Total Portion
Cimabhi city 9 5.14%
Cirebon city and regency 3 1.71%
Depok city 1 0.57%
Langkat regency 1 0.57%
Medan city 1 0.57%
Purwakarta regency 2 1.14%
Sumedang regency 1 0.57%

2.2. The Testing Result of Validity and Reliability

Table 4 shows the confirmatory factor analysis output based on the loading factor. In this table, all LF's are above
0.5 from E-TRUST until E-TRUSTS, i.e., 0.754, 0.716, 0.872, 0.880, and 0.657, followed by LF's from E-SAT1 to E-
SATS, 1.e., 0.818,0.898, and 0.569. Also, the LFs from E-LOY1 to E-LOY5 are more extensive than 0.5: 0.792, 0.632,

0.889, 0.892, and 0.769. Considering this evidence, the precise response to the items exists, supported by the AVE for

e-trust, e-satisfaction, and e-loyalty, encompassing 0.5: 0.610, 0.600, and 0.641. Furthermore, the composite reliability

for e-trust, e-satisfaction, and e-loyalty is 0.855, 0.813, and 0.898, with their Cronbach Alpha of 0.878, 0.788, and

0.892, one-to-one. Because they are higher than 0.7, the answer is consistent.

Table 4. Loading factor, AVE, composite reliability, and Cronbach Alpha for e-trust, e-satisfaction, and e-loyalty.

Variable Indicator Loading factor AVE Cor.np osite Cronbach alpha
reliability
E-trust E-TRUST1 0.754 0.610 0.885 0.878
E-TRUST?2 0.716
E-TRUST3 0.872
E-TRUST4 0.880
E-TRUST5 0.657
E-satisfaction E-SAT1 0.818 0.600 0.813 0.788
E-SAT?2 0.898
E-SATS 0.569
E-loyalty E-LOY1 0.792 0.641 0.898 0.892
E-LOY?2 0.632
E-LOYS3 0.889
E-LOY4 0.892
E-LOY5 0.769

4.8. The Goodness of Fit Detection Result

Before examining the hypotheses, this study notices the virtuousness of the model's fit, and Table 5 exhibits the

result. Based on CMIN/DF, this value is below 8: 2.425. Therefore, the data supports the model. Also, NFI, TLI, and

CFT are above 0.9: 0.904, 0.926, and 0.941, confirming this suitability.

4.4. The Estimation Result of the Research Model

Table 5. The kindness of fit recognition results.

Measurement | Value | Suggested value Interpretation

CMIN/DF 2.425 Below 3 Data supports the model.
NFI 0.904 | Upper than 0.9 | Data supports the model.
TLI 0.926 Upper than 0.9 | Data supports the model.
CFI 0.941 Upper than 0.9 | Data supports the model.

Table 6 presents the research model estimation result of the positive path coefficients of 0.520, 0.461, and 0.944
for E-SAT - E-LOY, E-TRUST = E-LOY, and E-TRUST > E-SAT. Also, their probability (1-tailed) of the critical

© 2024 Conscientia Beam. All Rights Reserved.
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ratio is below 5%: 0.016, 0.037, and 0.000. Therefore, the first, second, and third hypotheses are supportable: E-

satisfaction and e-trust positively affect e-loyalty. Meanwhile, e-trust positively influences e-satisfaction.

Table 6. The estimation result of the CBSEM.

e Cause and effect Path Standard | Critical Probability
relationship coefficient error ratio 2-tailed 1-tailed
One E-SAT = E-LOY 0.520 0.240 2.168 0.031 0.016
Two E-TRUST - E-LOY 0.461 0.258 1.787 0.074 0.087
Three E-TRUST = E-SAT 0.944 0.098 9.604 0.0000 0.000

The Sobel method is used in this study to show that e-satisfaction has a mediating effect. The results are shown
in Table 7. The 2-tailed probability of the Z-statistic of the Sobel is 0.044. This value is less than the 5% significance
level; consequently, the significant mediation effect of e-satisfaction on the association between e-trust and e-loyalty
occurs. The type of this mediation is partial, as supported by this significant mediating influence (y.*p:) of 0.491 (see
Table 7) and the significant direct impact of e-trust on e-loyalty (y; = 0.461 with t-statistical probability (1-tailed) of
0.037) (see Table 6).

Table 7. The verification result of the mediating effect based on the Sobel testing: E-TRUST = E-SAT - E-LOY.

Path The standard | Indirect | The SE 7- o-tailed
Associated path coefficient | error (SE) of effect of e | bl
(PC) PC (y-*B:) Sobel
E-TRUST - E-SAT 0.944 0.098 0.491 0.253 9,108 0.044
E-SAT 2> E-LOY 0.520 0.240 ' ' ' '
Note:  The asterisk (*) means multiplication.

5. DISCUSSION

Based on the first hypothesis test, e-satisfaction positively affects e-loyalty. For customers, e-satisfaction
describes their positive valuation, mentioning the pleasant experience of the service after utilizing the e-commercial
platform. This experience increase their loyalty to this platform. Therefore, this study supports Al-Adwan and Al-
Horani (2019) demonstrating this positive relationship between e-satisfaction and e-loyalty of online shoppers in
Jordan, as well as Amulya (2019) and Mittal and Kaur (2023), showing a positive inclination when investigating
users of virtual platforms and food delivery applications in India, respectively. This positive confirmation also comes
from Alkhateeb (2020) with consumers of telecommunication services in Palestine and Rodriguez et al. (2020) with
their fashion retailers in Spain. Besides, this study verifies Pandjaitan et al. (2021) and Alnaim et al. (2022) employing
travelers reserving hotels in Bandar Lampung and Saudi Arabia through virtual hotel operators and online travel
agents. This positive relationship affirms Valencia and Layman (2021), Widayat et al. (2022) and Yulian and Moko
(2022) utilizing online shoppers in Indonesia, and Hwang (2022) using the same buyers in South Korea, followed by
scholars from Indonesia, i.e., Widodo and Yosepha (2022) and Liani and Yusuf (2021) occupying GOJEK users, and
Kumbara et al. (2023) applying DANA e-wallet users.

Based on the second hypothesis test, this study validates that e-trust positively affects e-loyalty. According to
Tran and Strutton (2020), customers with high confidence in the e-commerce platform commit to repurchasing goods
in the future. Therefore, this situation decreases the efforts and costs of seeking new consumers. With this
enlightenment, this study aligns with Al-Adwan and Al-Horani (2019), Amulya (2019), Liani and Yusuf (2021),
Alnaim et al. (2022), Widodo and Yosepha (2022) and Mittal and Kaur (2023) declaring a positive relationship
between e-trust and e-loyalty. Additionally, Faraoni et al. (2019), Tran and Strutton (2020) and Mofokeng (2023),
using online shoppers in South Africa between the ages of 18 and 65, confirmed this tendency using one-to-one

consumer perspectives from e-retailers in Italy and the United States.
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Based on the third hypothesis test, this study proves that e-trust positively affects e-satisfaction. According to
Tran and Strutton (2020), e-trust is the confidence of consumers to receive promise fulfillment from e-commerce.
Completed promises cause the customer to be loyal. Hence, this research result supports Al-Adwan and Al-Horani
(2019), Alnaim et al. (2022), Liani and Yusuf (2021), Widodo and Yosepha (2022), Mittal and Kaur (2023) and
Kumbara et al. (2023), demonstrating a positive association between e-trust and e-loyalty. This evidence is verified
by Huda and Anisa (2020) applying the users of delivery services in Indonesia, Rahmania and Wahyono (2022)
utilizing the online shoppers of Bukalapak in Indonesia; Lim et al. (2021) and Kee et al. (2023) using Malaysian
shoppers of Shopee; and using the customers of the delivery service in Oman.

Additionally, the partial mediating effect of e-satisfaction on the association between e-trust and e-loyalty
happens. Interestingly, this effect is more extensive than the direct effect. By following this pattern, this study aligns
with Mittal and Kaur (2023) demonstrating the higher mediating effect of e-satisfaction than the direct impact of e-
trust on e-loyalty of the users of online food delivery applications in North India, and Alnaim et al. (2022) showing
that the effect of e-trust on e-loyalty through e-satisfaction is beyond the impact of e-trust on e-loyalty when

researching customers booking hotels in Saudi Arabia.

6. IMPLICATION, CONCLUSION, AND LIMITATION
6.1. Implication

This research finds that e-trust is the motorist for the Shopee platform to satisty its users, leading to e-loyalty.
It happens because online transactions through a virtual platform are always associated with risk. Therefore, it is
practically recommended that this platform provide secure transactions and privacy protection for sellers and

purchasers.

6.2. Conclusion

This study concludes with some essential matters. Firstly, e-satisfaction positively affects customer e-loyalty.
Consumers who have fulfilled expectations based on their experience after using the electronic platform tend to be
loyal. Secondly, e-trust positively affects e-satisfaction and e-loyalty. Consumers trusting the electronic platform are
glad and loyal as long as this platform guarantees a secure transaction and protects their private data. Finally, e-
loyalty can mediate the relationship between e-trust and e-loyalty. This situation indicates that e-trust is the key for
this online platform to survive and compete in business because it can generate e-satisfaction and create e-loyalty

sequentially.

6.3. Limitation

This research only uses e-trust as one antecedent of e-satisfaction and e-loyalty of the online platform and citizens
in a single country. By mentioning the first border, this study proposes that subsequent scholars add their
determinants, such as website quality, e-commerce reputation, consumer experience, service quality, social value,
experiential marketing, and service recovery. Moreover, to address the second limit, this study suggests that
subsequent researchers consider using individuals from certain countries, such as Indonesia, Malaysia, and Singapore,
as representative samples. In addition, they are expected to include them as a moderating variable, as investigated

through the sub-group analysis.

608
© 2024 Conscientia Beam. All Rights Reserved.



International Journal of Management and Sustainability, 2024, 13(3): 600-611

Funding: This research is supported by Maranatha Christian University (Grant number:
0008/0220502/01/24).

Institutional Review Board Statement: The Ethical Committee of the Maranatha Christian University,
Indonesia has granted approval for this study on 11 August 2023 (Ref. No. 319.A/LPPM/UKM/VIII/2023).
Transparency: The authors state that the manuscript is honest, truthful, and transparent, that no key aspects
of the investigation have been omitted, and that any differences from the study as planned have been clarified.
This study followed all writing ethics.

Competing Interests: The authors declare that they have no competing interests.

Authors’ Contributions: All authors contributed equally to the conception and design of the study. All
authors have read and agreed to the published version of the manuscript.

REFERENCES

Al-Adwan, A. S, & Al-Horani, M. A. (2019). Boosting customer e-loyalty: An extended scale of online service quality. Information,
10(12), 380. https://doi.org/10.8390/info10120380

Alkhateeb, M. A. (2020). Impact of e-services quality on e-loyalty in Paltel e-satisfaction as a mediating variable. International
Journal of Web Portals, 12(2), 81-101. https://doi.org/10.4018/1JWP.2020070105

Alnaim, A. F., Sobaih, A. E. E,, & Elshaer, I. A. (2022). Measuring the mediating roles of e-trust and e-satisfaction in the
relationship between e-service quality and e-loyalty: A structural modeling approach. Mathematics, 10(13), 2328.
https://doi.org/10.3390/math10132328

Amulya, U. (2019). Mediating roles of customer experience on e-loyalty. Ushus - Journal of Business Management, 18(4), 41—54.
https://doi.org/10.12725/ujbm.49.4

Anderson, R. E., & Srinivasan, S. S. (2003). E-satisfaction and e-loyalty: A contingency framework. Psychology and Marketing, 20(2),
123-138. https://doi.org/10.1002/mar.10063

Aryani, D. N,, Nair, R. K., Hoo, D. X. Y., Hung, D. K. M,, Lim, D. H. R,, Chandran, D. A. R,, . . . Desai, A. (2021). A study on
consumer behavior: Transition from traditional shopping to online shopping during the COVID-19 pandemic.
International Journal of  Applied Business and International Management, 6(2), 81-95.
https://doi.org/10.82535/1jabim.v6i2.1170

Bacay, I., Ramirez, R. A, Ramos, F. N, & Grimaldo, J. R. (2022). Factors influencing Shopee users' intention to purchase products
during Shopee Philippines' big online shopping events. Journal of Business and Management Studies, 4(2), 27-37.
https://doi.org/10.32996/jbms.2022.4.2.3

Baharum, H., Ismail, A., Awang, Z., McKenna, L., Ibrahim, R., Mohamed, Z., & Hassan, N. H. (2023). Validating an instrument for
measuring newly graduated nurses' adaptation. International Journal of Environmental Research and Public Health, 20, 2860.
https://doi.org/10.8390/ijerph20042860

Bougie, R., & Sekaran, U. (2020). Research methods for business: A skill building approach (8th ed.). New York USA: Wiley.

Chong, M. H.,, Chow, W. Y., Chow, X. Q., & Lim, C. C. H. (2023). Consumer satisfaction in e-shopping: Shopee Malaysia case. 4sia
Pacific Journal of Management and Education, 6(1), 94—107. https://doi.org/10.32535/apjme.v6i1.2231

Dash, G, & Paul, J. (2021). CB-SEM vs. PLS-SEM methods for research in social sciences and technology forecasting. Technological
Forecasting and Social Change, 173, 121092. https://doi.org/10.1016/].techfore.2021.121092

Ernestivita, G., & Djawoto, D. (2020). Reasons and barriers in using marketplace Shopee by online shoppers in Indonesia. Paper presented
at the 1st International Conference on Business & Social Sciences: Sustainable Business Practices in Digital
Environment, 502—513.

Faraoni, M., Rialti, R., Zollo, L., & Pellicelli, A. C. (2019). Exploring e-loyalty antecedents in B2C e-commerce: Empirical results
from Italian grocery retailers. British Food Journal, 121(2), 574—589. https://doi.org/10.1108/BFJ-04-2018-0216

Firmandani, W, Sya’bania, A. F., Abdani, F., & Madani, E. (2021). Analysis of Indonesian consumer - online shopping behavior
during the Covid-19 pandemic: A Shopee case study. The International Journal of Business Review The Jobs Review, 4(2),
191-202. https://doi.org/10.17509/tjr.v4i2.40524

Ghozali, I. (2021). Multivariate analysis application by IBM SPSS 26 (10th ed.). Semarang: Badan Penerbit Universitas Diponegoro.

Hair, J. J. F., Black, W. C,, Babin, B. J., & Anderson, R. E. (2019). Multivariate data analysis (8th ed.). England: Pearson

609
© 2024 Conscientia Beam. All Rights Reserved.


https://doi.org/10.3390/info10120380
https://doi.org/10.4018/IJWP.2020070105
https://doi.org/10.3390/math10132328
https://doi.org/10.12725/ujbm.49.4
https://doi.org/10.1002/mar.10063
https://doi.org/10.32535/ijabim.v6i2.1170
https://doi.org/10.32996/jbms.2022.4.2.3
https://doi.org/10.3390/ijerph20042860
https://doi.org/10.32535/apjme.v6i1.2231
https://doi.org/10.1016/j.techfore.2021.121092
https://doi.org/10.1108/BFJ-04-2018-0216
https://doi.org/10.17509/tjr.v4i2.40524

International Journal of Management and Sustainability, 2024, 13(3): 600-611

Hartono, J. (2014). Business research methodology: Misunderstandings and experiences (5th ed.). Yogyakarta: Badan Penerbit Fakultas
Ekonomi Universitas Gadjah Mada.

Huda, M., & Anisa, F. (2020). The influence of experiential marketing, e-service quality (web-based tracking system), and trust on
customer satisfaction in J&T express service users in Pasuruan regency. Primanomics: Jurnal Ekonomi & Bisnis, 18(3), 1—
11. https://doi.org/10.31253/pe.v18i3.395

Hwang, S-Y. (2022). Effects of online purchase e-CRM activities and e-customer satisfaction on e-loyalty during COVID-19: The
mediating effect of e-customer satisfaction. Global Business and Finance Review, 27(5), 100—114.
https://doi.org/10.17549/gbtr.2022.27.5.100

Jaipong, P. (2022). Business expansion: A case study of Shopee company in Thailand. Advance Knowledge for Executives, 1(2), 1-18.

KRee, D. M. H,, Wawi, M. H. H., Zohri, M. H. A, Mok, H. X,, Mok, M. N,, Rafif, M. I, . . . Priyambodo, H. G. (2023). Are you
satisfied with Shopee? A study of customer satisfaction towards Shopee. International Journal of Tourism & Hospitality in
Asia Pacific, 6(2), 102—115. https://doi.org/10.32535/ijthap.v6i2.2342

Khaw, J., Teoh, J. K. T., Loo, K. S. E., Kam, W. J,, & Fransiska, E. V. (2023). Shopee: How does e-commerce affect e-consumer
perception and satistaction? International Journal of Tourism and Hospitality in Asia Pacific, 6(1), 1-13.
https://doi.org/10.82535/ijthap.v6i1.2169

Kumbara, V. B., Limakrisna, N., Yulasmi, Y., Lusiana, L., & Ridwan, M. (2023). The influence of e-trust and e-service quality on
e-customer loyalty for Dana digital wallet users through e-satisfaction as an intervening variable in Padang city.
International Journal of Professional Business Review, 8(8), €03545.
https://doi.org/10.26668/businessreview/2023.v8i8.354:5

Liani, A. M., & Yusuf, A. (2021). The impact of e-trust on e-loyalty is mediated by the e-satisfaction of the users of Gopay's digital
wallet. YUME: Journal of Management, 4(1), 138—149. https://doi.org/10.837531/yume.vxix.44:5

Lim, K. B,, Sook Fern, Y., & Bhajan Singh, H. S. K. (2021). The study of customer satisfaction of Shopee customers in Malaysia.
International Journal of Entrepreneurship, Business, and Creative Economy, 1(2), 30—44..
https://doi.org/10.81098/ijebce.v1i2.602

Mabharsi, A. R., Njotoprajitno, R. S., Hadianto, B., & Wiraatmaja, J. (2021). The eftect of service quality and customer satisfaction
on purchasing intention: A case study in Indonesia. The Journal of Asian Finance, Economics and Business, 8(4), 475-482.

Mittal, E., & Kaur, N. (2023). Building e-loyalty towards online food delivery apps: A serial-mediation model. Asian Academy of
Management Journal, 28(1), 139-161. https://doi.org/10.21315/aamj2023.28.1.6

Mofokeng, T. E. (2023). Antecedents of trust and customer loyalty in online shopping: The moderating effects of online shopping
experience and e-shopping spending. Heliyon, 9(5), e16182. https://doi.org/10.1016/].heliyon.2023.¢16182

Pandjaitan, D. R. H., Mahrinasari, M., & Hadianto, B. (2021). Website quality, e-satisfaction, and e-loyalty of users based on the
virtual distribution channel. Journal of Distribution Science, 19(7), 113-121. https://doi.org/10.15722/jds.19.7.202107.118

Phromlert, C., Deebhijarn, S., & Sornsaruht, P. (2019). How website quality, e-service quality, e-satisfaction, and social value affect
poshtel e-loyalty in Thailand. Afirican Journal of Hospitality, Tourism and Leisure, 8(5), 1-14.

Prasetyo, A. N., & Yusran, H. L. (2022). The effect of e-service quality and e-trust on repurchase intention through e-satisfaction
of the e-commerce users. International Journal of Demos, 4(1), 137—151. https://doi.org/10.87950/1jd.v4i1.193
Rahmania, M. A., & Wahyono, W. (2022). Interaction of e-service quality, experiential marketing, trust, and satisfaction on

repurchase intention. Management Analysis Journal, 11(1), 71-82. https://doi.org/10.15294/maj.v11i1.54279

Robbins, S. P., & Judge, T. A. (2022). Organizational behavior (19th ed.). Hoboken, NJ: Pearson Education Inc.

Rodriguez, P. G, Villarreal, R., Valifio, P. C,, & Blozis, S. (2020). A PLS-SEM approach to understanding E-SQ, e-satisfaction, and
e-loyalty for fashion e-retailers in Spain. Journal of Retailing and Consumer Services, 57, 102201.
https://doi.org/10.1016/].jretconser.2020.102201

Sahabuddin, Z. A., & Hadianto, B. (2023). Gender, financial literacy, and financial behavior among students. Humanaties and Social

Sciences Letters, 11(2), 203-212. https://doi.org/10.18488/73.v11i2.3367

610
© 2024 Conscientia Beam. All Rights Reserved.


https://doi.org/10.31253/pe.v18i3.395
https://doi.org/10.17549/gbfr.2022.27.5.100
https://doi.org/10.32535/ijthap.v6i2.2342
https://doi.org/10.32535/ijthap.v6i1.2169
https://doi.org/10.26668/businessreview/2023.v8i8.3545
https://doi.org/10.37531/yume.vxix.445
https://doi.org/10.31098/ijebce.v1i2.602
https://doi.org/10.21315/aamj2023.28.1.6
https://doi.org/10.1016/j.heliyon.2023.e16182
https://doi.org/10.15722/jds.19.7.202107.113
https://doi.org/10.37950/ijd.v4i1.193
https://doi.org/10.15294/maj.v11i1.54279
https://doi.org/10.1016/j.jretconser.2020.102201
https://doi.org/10.18488/73.v11i2.3367

International Journal of Management and Sustainability, 2024, 13(3): 600-611

Saoula, O., Shamim, A., Mohd Suki, N., Ahmad, M. J,, Abid, M. I, Patwary, A. K., & Abbasi, A. Z. (2023). Building e-trust and e-
retention in online shopping: The role of website design, reliability and perceived ease of use. Spanish Journal of
Marketing-ESIC, 27(2), 178-201. https://doi.org/10.1108/sjme-07-2022-0159

Taher, G. (2021). E-commerce: Advantages and limitations. International Journal of Academic Research in Accounting Finance and
Management Sciences, 11(1), 153-165. https://doi.org/10.6007/ijarafms/v11-i1/8987

Taufiq-Hail, A.-M., Yusof, S. A. B. M., Al Shamsi, I. R. H,, Bino, E., Saleem, M., Mahmood, M., & Kamran, H. (2023). Investigating
the impact of customer satisfaction, trust, and quality of services on the acceptance of delivery services companies and
related applications in Omani context: A predictive model assessment using PLSpredict. Cogent Business & Management,
10(2), 2224178. https://doi.org/10.1080/23311975.2023.2224173

Tran, G. A, & Strutton, D. (2020). Comparing email and SNS users: Investigating e-servicescape, customer reviews, trust, loyalty,
and E-WOM. Journal of Retailing and Consumer Services, 53, 101782. https://doi.org/10.1016/].jretconser.2019.03.009

Tran, T.-T. (2019). On the factors affecting the development of e-commerce in Vietnam: A case study of Lazada, Shopee, and Tiki.
International Journal of Advanced and Applied Sciences, 6(4), 45—52. https://doi.org/10.21833/1jaas.2019.04.005

Valencia, D., & Layman, C. V. (2021). E-wallet service innovation, service delivery, and customer satisfaction on customer loyalty
within ~ Shopeepay in  Indonesia.  Ultima  Management:  Jurnal — Ilmu  Manajemen,  13(1),  23-46.
https://doi.org/10.81937/manajemen.v13i1.1929

Widayat, W, Kreatitin, F. I, Marsudi, M., & Wijaya, R. (2022). The driving factors of e-loyalty marketplace customer: A structural
equation modeling. Journal of  Innovation mn Business and Economics, 6(2), 81-96.
https://doi.org/10.22219/jibe.v6i02.22531

Widodo, S., & Yosepha, S. Y. (2022). E-loyalty model based on e-service quality, e-trust, and e-satisfaction of Gojek consumers in
East Jakarta. International Journal of Artificial Intelligence Research, 6(1.2), 607.

Yin, J. Y. B, Saad, N. H. M, & Yaacob, Z. (2022). Exploring sentiment analysis on e-commerce business: Lazada and Shopee. TEM
Journal, 11(4), 1508-1519. https://doi.org/10.18421/tem114-11

Yulian, T. D., & Moko, W. (2022). E-commerce fashion in Surabaya city: How e-shopping experience affects e-loyalty by
moderating e-trust and e-satisfaction. International Journal of Research in Business and Social Science (2147-4478), 11(9),
24-34. https://doi.org/10.20525/ijrbs.v11i9.2211

Zaato, S. G., Zainol, N. R,, Khan, S., Rehman, A. U,, Faridi, M. R., & Khan, A. A. (2023). The mediating role of customer satisfaction
between antecedent factors and brand loyalty for the Shopee application. Behavioral Sciences, 13(7), 563.

https://doi.org/10.8390/bs13070563

Views and opinions expressed in this article are the views and opinions of the author(s), International Journal of Management and Sustainability shall not be
responsible or answerable for any loss, damage or liability etc. caused in relation to/arising out of the use of the content.

611
© 2024 Conscientia Beam. All Rights Reserved.


https://doi.org/10.1108/sjme-07-2022-0159
https://doi.org/10.6007/ijarafms/v11-i1/8987
https://doi.org/10.1080/23311975.2023.2224173
https://doi.org/10.1016/j.jretconser.2019.03.009
https://doi.org/10.21833/ijaas.2019.04.005
https://doi.org/10.31937/manajemen.v13i1.1929
https://doi.org/10.22219/jibe.v6i02.22531
https://doi.org/10.18421/tem114-11
https://doi.org/10.20525/ijrbs.v11i9.2211
https://doi.org/10.3390/bs13070563

