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Abstract. The rapid development of the digital era has made e-retailing, particularly in Indonesia, a popular choice for online
shopping. A ctitical factor influencing an e-retailing company's value is e-service quality. This study aims to assess the impact
of e-service quality, measured through efficiency, privacy, reliability, emotional benefits, and customer service, on attitudinal
and behavioral loyalty, with e-trust and e-satisfaction serving as mediators. Using purposive sampling, data were collected
from 230 respondents across Indonesia through Google Forms. The analysis, conducted via Structural Equation Modeling
(SEM) with SPSS AMOS 23, revealed that efficiency, emotional benefits, and customer service positively affected e-
satisfaction and e-trust, which in turn influenced both types of loyalty. However, privacy, reliability, and the emotional
benefits dimension did not have significant effects on e-satisfaction or e-trust. These findings offer valuable insights for
improving Tokopedia’s e-service quality to enhance customer loyalty and performance.
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Introduction

The rapid development of technology and the internet has disrupted the world community, and
Indonesia is no exception. The disruption is in the form of online shopping (Melovi¢ et al., 2021). The
high growth of e-commerce in Indonesia is a supporting factor for the online shopping trend (Rahman
et al. 2022). The pressure that arises due to high e-commerce service users in Indonesia makes many
business actors aggtressively hold an innovation in the form of digitalization, for example, in terms of
online marketing. Therefore, according to Venkatesh et al. (2012) in Al-dweeri et al. (2019), many of
them must utilize websites or applications as a medium to increase sales. E-commerce companies must
have several strategies that are prioritized, one of which is e-service quality, because it indirectly triggers
a value that has a big influence. Based on Syahputra's data (2021), Tokopedia won the Best e-commerce
2021 award in the Most Inspiring Technology category. Companies at the CNBC Indonesia Awards
2021. Tokopedia is considered to be one of the largest and most valuable e-commerce platforms in
Indonesia. During the pandemic, Tokopedia has been able to grow and scale its business. In the third
quarter of 2021, it was recorded that visitors to the Tokopedia website broke through 158 million people
per month. The explanation of several things related to Tokopedia is the reason that encourages
researchers to make Tokopedia the object of this research. The development of e-commerce in Indonesia
tends to increase every year, both in terms of company growth and intense competition. In competition
between companies in the same industry, companies must be able to prepare strategies and tactics, one
of which is related to e-service quality. Apart from the disruption of online shopping, this is the reason
why e-service quality at Tokopedia needs to be studied.

Al-dweeri et al.'s (2019) research is similar to previous research, namely Al-dweeri et al.'s (2017)
research, where both of these studies discuss e-service quality. Al-dweeri et al. (2019) discuss the effect
of five dimensions of e-service quality (efficiency, privacy, reliability, emotional benefit, customer

service) on e-satisfaction, e-trust, attitudinal loyalty, and behavioral loyalty. This research was conducted
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in Jordan, targeting Jordanian teenagers who use Amazon.com, aiming to test and review several
dimensions of e-service quality (efficiency, privacy, reliability, emotional benefit, customer service)
mediated by e-satisfaction and e-trust, and analyze their effects on attitudinal loyalty and behavioral
loyalty. The study used five dimensions of e-service quality as independent variables, consisting of
efficiency, privacy, reliability, emotional benefit, and customer service. The control variables used are e-
satisfaction and e-trust, and the dependent variables are attitudinal loyalty and behavioral loyalty. Five
variables from the dimensions of e-service quality, the first is efficiency, do not affect satisfaction.
Second, privacy does not affect satisfaction. Third, reliability does not affect satisfaction. Fourth,
emotional benefits have a positive effect on satisfaction. Fifth, customer service has a positive effect on
satisfaction. Then there is where satisfaction has a positive effect on e-trust; efficiency does not affect e-
trust; privacy has a positive effect on e-trust; reliability has a positive effect on e-trust; emotional benefits
have a positive effect on e-trust; customer service has a positive effect on e-trust; satisfaction has a
positive effect on behavioral loyalty; satisfaction has a positive effect on attitudinal loyalty; e-trust has a
positive effect on behavioral loyalty; e-trust has a positive effect on attitudinal loyalty; behavioral loyalty
has a positive effect on attitudinal loyalty.

Meanwhile, Al-dweeri et al.'s research (2017) discusses and analyzes e-service quality with e-
satisfaction and e-trust as mediation to measure the dimensions of e-service quality (efficiency, privacy,
and customer service) in Jordanian University students who use Amazon.com. The study used three
dimensions of e-service quality as independent variables, consisting of efficiency, privacy, and customer
service. The control variables used are e-satisfaction and e-trust, and the dependent variables are
attitudinal loyalty and behavioral loyalty. The results of the study are three variables from the e-service
quality dimension, the first of which is that efficiency does not affect e-satisfaction. Second, privacy does
not affect satisfaction. Third, customer service has a positive effect on satisfaction. Then there is where
efficiency does not affect e-trust; privacy does not affect e-trust; customer service has a positive effect
on e-trust; e-satisfaction has a positive effect on e-trust; e-satisfaction does not affect attitudinal loyalty;
e-trust has a positive effect on behavioral loyalty; e-trust has a positive effect on attitudinal loyalty;
behavioral loyalty has a positive effect on attitudinal loyalty.

E-service quality can be interpreted as a type of service provided and offered via the internet. This
statement is supported by research according to Rust (2001) and Zeithaml et al. (2002) in Al-dweeri et
al. (2017) that e-service quality is a service that is offered via the internet, delivered through internet
media. Santos (2003) in Al-dweeri et al. (2019) states the definition of e-service quality from an online
marketing point of view, stating that e-service quality in e-retailing has an extensive assessment because
it is based on the added value of e-service quality offered and provided in the online market. Improving
the quality of services or services is one of the ways and goals of the company to realize loyalty and
satisfaction (Rahayu & Widjaja, 2019). Efficiency is the ability of customers to access a website, where
customers will search for the product they want as well as the product information (Kumar et al., 2011).
E-service quality is an important thing that must be considered in a business. This research was
conducted because, considering the importance of e-service quality assessment by customers, companies
must pay attention and consider their service quality (Wijaya et al., 2020). Privacy is the protection of
customers' personal information and financial information between companies and customers, and
keeping the website safe (Ladhari, 2010). Emotional benefits focus on visual appeal, innovation,
emotional appeal, and image (Loiacono et al., 2007). According to Lupiyoadi & Hamdani (2006: 182),
reliability is generally associated with the ability of business actors to provide accurate services and
appropriate results as promised. E-satisfaction is an emotional response that arises when comparing
expectations of the product and after the product is obtained (Kotler & Keller, 2016). According to

Gefen et al. (2003), there are several definitions of e-trust in the online environment, namely as a set of

seajsm.org 115



SEAJSM (Southeast Asian Journal of Service Management)

different beliefs, consisting of integrity, benevolence, and ability. According to Garland & Gendall
(2004), behavioral loyalty leads to an action and behaviors that makes repurchases by customers and
shows interest and preference for certain brands or services. According to Chiou & Droge (2000),
attitudinal loyalty is the level of purchasing tendency that comes from customer commitment to a brand.
According to Chiou & Droge (2000), attitudinal loyalty is the level of buying tendency that comes from
customer commitment to a brand.

Seeing the importance of e-service quality in a company and the phenomena that occur today, this
research was conducted to determine the effect and at the same time measure e-service quality using
several dimensions, namely efficiency, privacy, reliability, emotional benefits, and customer service
(independent variables) on attitudinal loyalty and behavioral loyalty (dependent variable) through e-
satisfaction and e-trust (mediating variables). This research can be used as additional knowledge for
readers and further researchers, as a basic reference and recommendation for Tokopedia e-retailing to
eliminate obstacles and develop e-service quality. Aiming for the performance of Tokopedia e-retailing
to improve and develop. Researchers indicate that there is an influence between efficiency, privacy,
reliability, emotional benefits, and customer service on e-satisfaction, e-trust, attitudinal loyalty,
behavioral loyalty in customers, as well as the performance of e-retailing companies. Using Tokopedia
objects, which include e-retailing in Indonesia. Researchers chose respondents, namely Tokopedia users
in Indonesia. Indonesia was chosen to be the scope of research because it has a wide and general range.
The scope of discussion in the study is the effect of e-service quality on the importance of investigating
the causal relationship between the dimensions of e-service quality, with 5 measuring dimensions, namely
efficiency, privacy, reliability, emotional benefits, and customer service, on e-satisfaction, e-trust,
behavioral loyalty, and attitudinal loyalty.

Research methodology

This research is categorized as basic research with quantitative data, which is useful in testing,
modifying, developing theories, and building from previous studies. There are 5 independent variables,
2 control variables (mediating), and 2 dependent variables that will be used. The independent variable
consists of 5 dimensions of e-service quality, namely efficiency, privacy, reliability, emotional benefits,
and customer service. The control variable (mediating) consists of e-satisfaction and e-trust. The
dependent variable consists of behavioral loyalty and attitudinal loyalty. Collecting online questionnaires
is made and assembled using Google Forms (an electronic collection website). This study uses the
interval level, which is a measurement level that has the same distance and a clear difference on the scale.
The measurement scale in this study uses a Likert scale, which is a research scale that serves to measure
attitudes and opinions. Respondents are required to indicate the level of agreement with a series of
statements. Population is a generalization area in which there are quality objects that have certain
characteristics (Sugiyono, 2018). The target population of this study is Tokopedia users, respondents
domiciled within Indonesia, who engage in online shopping activities independently. This study used 230
respondents who met the criteria.

The initial stage of testing the validity and reliability with the first 53 respondents filling out the
questionnaire aims to measure how valid and reliable a statement is; the test is assisted by SPSS Statistics
25 software. Furthermore, data processing is carried out using the SEM (Structural Equation Modeling)
analysis method implemented through SPSS AMOS 23 software. SEM analysis has a measurement model
that aims to be able to connect variable indicators with latent variables and structural models that aim to
connect latent variables.
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Findings

Results

Table 1. Reliability Test Results

Code Variables Cronbach's Alpha Description
EFF Efficiency 673 Reliable
PR Privacy ,636 Reliable
RE Relibiliaty ,702 Reliable
EB Emotional benefits 871 Reliable
CS Customer service ,758 Reliable
ES E-satisfaction 137 Reliable
ET E-trust ,618 Reliable
AT Attitudinal Loyalty ;742 Reliable
BL Behavioral loyalty ,709 Reliable

Table 1 shows that the results of the reliability test of all research variables are reliable because they
have a Cronbach's alpha above 0.6. The efficiency vatiable has a consistency value result of 0.673, the
privacy variable has a consistency value result of 0.6306, the reliability variable has a consistency value
result of 0.702, the emotional benefit variable has a consistency value result of 0.871, and the customer
service variable has a consistency value result of 0.758. The e-satisfaction variable is declared reliable
because it has a consistency value of 0.737. The e-trust variable is declared reliable because it has a
consistency value of 0.618. The attitudinal loyalty variable is declared reliable because it has a consistency

value of 0.742. The behavioral loyalty variable is declared reliable because it has a consistency value of
0.709.

Table 2. Measurement Model Test Results

No. Index Criteria Results Description
1 CMIN/DF CMIN/DF< 3 1,589 Good Fit
2 RMSEA 0.003= RMSEA< 0.08 ,051 Good Fit
3 GFII GFI1=0.9 819 Marginal Fit
4 CFI CFI= 0.9 911 Good Fit
5 TLI TLIZ 0.9 ,900 Good Fit

Table 2 presents the results of the research model that has been tested by looking at several indices,
namely CMIN / DF has a value of 1.589, indicating that good fit because it meets the criteria CMIN /
DF =< 3. RMSEA has a value of 0.51, indicating that good fit because it meets the criteria 0.003 = RMSEA
< 0.08. GFI has a value of 0.819, indicating a marginal fit because it still meets the criteria of 0.8 = GFI
=< 0.9. CFI has a value of 0.911, indicating that good fit because it meets the CFI = 0.9 criteria. TLI has
a value of 0.900, indicating that good fit because it meets the TLI = 0.9 criteria. All indices in the test
results have values that meet the criteria, so further analysis can be carried out.

Table 3 presents the results of the research model that has been tested by looking at several indices,
namely CMIN / DF has a value of 1.797, indicating that good fit because it meets the criteria CMIN /
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DF < 3. RMSEA has a value of 0.59, indicating that good fit because it meets the criteria 0.003 = RMSEA
< 0.08. GFI has a value of 0.795, indicating a marginal fit because it still meets the criteria of 0.8= GFI<
0.9. CFTI has a value of 0.876, indicating that the marginal fit because it meets the criteria of CFI= 0.9.
TLI has a value of 0.865, indicating a marginal fit because it meets the criteria of 0.8 = CFI = 0.9.

Table 3. Structural Model Test Results

No. Index Criteria Results Description
1 CMIN/DF CMIN/DF< 3 1,797 Good Fit
2 RMSEA 0.003= RMSEAZ< 0.08 ,059 Good Fit
3 GFL GFIL = 0.9 ,801 Marginal Fit
4 CFI CFI= 0.9 ,901 Good Fit
5 TLI TLIZ 0.9 ,391 Marginal Fit
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Figure 1. Hypothesis Testing Output Display

As for the value of testing the hypothesis of this study can be shown in Table 4 below:
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Table 4. Hypothesis Testing Table

Influence Estimate ~ S.E. CR. P-Value Description
Hla  Efficiency Dimension — E-Satisfaction ,509 168 3,025 ,002 Accepted
H1b Efficiency Dimension — E-Trust A27 ,198 2,157 031 Accepted
H2a  Dimensions of Privacy — E-Satisfaction -,061 089 -686 493 Rejected
H2b Dimensions of Privacy — E-Trust 173 115 1,502 ,133 Rejected
H3a Reliability dimension — E-Satisfaction -,149 127 -1,173 241 Rejected
H3b  Reliability dimension — E-Trust ,201 ,161 1,250 2211 Rejected
H4a Emotional benefit dimension — E-Satisfaction 198 067 2,957 ,003 Accepted
H4b Emotional Benefit Dimension — E-Trust ,030 ,087 347 ;7128 Rejected
Hba Customer service dimension — E-Satisfaction 364 ,143 2,543 011 Accepted
H5b Customer service dimension — E-Trust 322 ,175 1,843 ,065 Accepted
Ho6 E-trust — E-Satisfaction 179 118 1,519 129 Rejected
H7a E-satisfaction — Behavioral loyalty 014 228 2,691 ,007 Accepted
H7b  E-Satisfaction — Attitudinal loyalty 473 182 2,607 ,009 Accepted
HB8a E-Trust — Behavioral loyalty 577 213 2,715 ,007 Accepted
H8b  E-Trust — Attitudinal loyalty 404 176 2,299 ,022 Accepted
H9 Behavioral — Attitudinal loyalty 531 ,092 5,781 otk Accepted

Table 4 shows that Hla, H1b, H4a, H5a, H5b, H7a, H7b, H8a, H8b, and H9 are accepted
hypotheses because the critical ratio (CR) value = 1.96. The largest estimated value of 0.614 is in the
relationship between e-satisfaction and behavioral loyalty. This indicates that the e-satisfaction variable
has a positive and strong relationship with behavioral loyalty.

The influence between variables can be seen by looking at the estimated value. If the estimated
value is greater, it can indicate that the resulting influence is also greater between one variable and
another. The largest estimated value of 0.614 is in H8, namely the relationship between e-satisfaction
and behavioral loyalty, which can indicate how strong the influence between these variables is. While the
estimated value in H2a of -0.061 and H3a of -0.149 indicates that the resulting relationship is in the

opposite direction or insignificant because it is negative.

Discussion

The first hypothesis states that there is a positive relationship between the dimensions of efficiency
on e-satisfaction. Based on the results of the research hypothesis test that has been carried out previously,
it can be stated that H1la is accepted by having an estimated value of 0.509 while the p-value is 0.002.
H1a is accepted, indicating that the efficiency dimension has a positive relationship with e-satisfaction.
This statement is supported by the results of research by Swaid & Wigand (2009), which states that
efficiency (information) has a positive effect or influence on e-satisfaction in e-retailing. However, it is
inversely proportional to the results of research by Al-dweeri et al. (2019) and Al-dweeri et al. (2017),
which state that the efficiency dimension does not have a positive or negative influence on e-satisfaction.

Therefore, it can be concluded that the efficiency dimension give a positive influence because it can
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create high customer satisfaction when doing online shopping on Tokopedia in the form of features that
make it easy to find needs and use them, complete payment transactions quickly, organize information
well, the appearance of applications and websites quickly and well organized.

The second hypothesis states that there is a positive relationship between the efficiency dimension
and e-trust. Based on the results of the research hypothesis test that has been carried out previously, it
can be stated that H1b is accepted by having an estimated value of 0.427 while the p-value is 0.031. H1b
is accepted, indicating that the efficiency dimension has a positive relationship with e-trust. This
statement is supported by the results of Kao & Lin's research (2016), which states that efficiency has a
positive influence on e-trust in e-retailing. However, it is inversely proportional to the results of research
by Al-dweeri et al. (2019) and Al-dweeri et al. (2017), which state that the efficiency dimension does not
have a positive influence on e-trust. Therefore, it can be concluded that the efficiency dimension has a
positive influence because it can create and increase customer trust when doing online shopping on
Tokopedia in the form of features that make it easy to find needs and use them, complete payment
transactions quickly, organize good information, the appearance of applications and websites quickly and
well organized.

The third hypothesis states that there is a positive relationship between the privacy dimension and
e-satisfaction. Based on the results of the research hypothesis test that has been carried out previously,
it can be stated that H2a is rejected, by having an estimated value of - 0.061, while the p-value is 0.493.
H2a is rejected, indicating that the privacy dimension does not have a positive relationship with e-
satisfaction. This statement is supported by the results of research results by Al-dweeri et al. (2019) and
Al-dweeri et al. (2017), which state that the privacy dimension has no positive influence on e-satisfaction.
However, it is inversely proportional to the results of research by Khan et al. (2019), which states that
privacy has a positive influence on e-satisfaction in e-retailing. Therefore, it can be concluded that the
protection of customer personal information regarding shopping behavior, protection of customer
personal information regarding credit cards, and not sharing customer personal information with other
sites and displaying symbols or messages that provide notification that Tokopedia is safe and secure, will
not or does not affect increasing customer satisfaction when doing online shopping at Tokopedia.

The results of the hypothesis test indicate that H2b is rejected, with an estimated value of 0.173
and a p-value of 0.133. This suggests that the privacy dimension does not have a positive relationship
with e-trust. These findings align with the research by Al-dweeri et al. (2017), which concluded that
privacy does not significantly influence e-satisfaction. Therefore, it can be concluded that measures such
as protecting customer personal information, securing credit card details, refraining from sharing data
with third-party sites, and displaying trust signals on Tokopedia are not triggering the sense of trust for
online shoppers.

The fifth hypothesis states that there is a positive relationship between the reliability dimension and
e-satisfaction. Based on the results of the research hypothesis test that has been carried out previously,
it can be stated that H3a is rejected, by having an estimated value of -0.149 while the p-value is 0.241.
H3a is rejected, indicating that the reliability dimension does not have a positive relationship with e-
satisfaction. This statement is supported by the results of research results by Al-dweeri et al. (2019),
which states that the reliability dimension has no positive influence on e-satisfaction. However, it is
inversely proportional to the results of research by Yen & Lu (2008), which states that reliability is
positively related to e-satisfaction in e-retailing. Therefore, it can be concluded that giving orders
according to promises, providing goods and shipping within the appropriate time frame, fast delivery,
shipping goods to order, being transparent about offers and promotions, providing accurate promises
regarding product delivery, will not or does not affect increasing customer satisfaction when doing online

shopping at Tokopedia.
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The sixth hypothesis states that there is a positive relationship between the reliability dimension
and e-trust. Based on the results of the research hypothesis test that has been carried out previously, it
can be stated that H3b is rejected, by having an estimated value of 0.201 while the p-value is 0.211. H3
b is rejected, indicating that the reliability dimension does not have a positive relationship with e-trust.
This statement shows that the research results are inversely proportional to the results of research by Al-
dweeri et al. (2019), which states that the reliability dimension has a positive influence on e-trust in e-
retailing. The biggest obstacle that is a problem in all Indonesian e-commerce is delivery. The highest
level of problems is in the form of customer complaints about delivery problems, which greatly impact
on customer satisfaction but not customer trust. Even though this is an obstacle to customer satisfaction,
customer trust is considered to remain stable in these conditions because the most important thing is
that payment transactions are carried out transparently (Artha Uly, 2019). Therefore, it can be concluded
that giving orders according to promises, providing goods and shipping within the appropriate time
frame, fast delivery, shipping goods to order, being transparent about offers and promotions, giving
accurate promises regarding product delivery, will not or not affect increasing customer trust when doing
online shopping on Tokopedia.

The seventh hypothesis states that there is a positive relationship between the emotional benefit
dimension and e-satisfaction. Based on the results of the research hypothesis test that has been carried
out previously, it can be stated that H4a is accepted by having an estimated value of 0.198 while the p-
value is 0.003. H4a is accepted, indicating that the emotional benefit dimension has a positive relationship
with e-satisfaction. This statement is supported by the results of research by Al-dweeri et al. (2019),
which states that emotional benefits have a positive effect on e-satisfaction in e-retailing. Therefore, it
can be concluded that the emotional benefit dimension has a positive influence on e-satisfaction, because
it can create high customer satisfaction when doing online shopping on Tokopedia by making customers
feel cheerful, excited, and happy when using Tokopedia.

The eighth hypothesis states that there is a positive relationship between the emotional benefit
dimension and e-trust. Based on the results of the research hypothesis test that has been carried out
previously, it can be stated that H4 b is rejected, by having an estimated value of 0.030 while the p-vaflue
is 0.728. H4 b is rejected, indicating that the emotional benefit dimension does not have a positive
relationship with e-trust. This statement shows that the research results are inversely proportional to the
results of research by Al-dweeri et al. (2019), which states that the emotional benefit dimension has a
positive influence on e-trust. Nowadays, psychological conditions or mental health are often associated
with online shopping behavior, seen from research conducted by psychotherapists at Hannover Medical
School found that negative emotions such as stress, anger, depression, and so on are more capable of
influencing customers to shop online, and positive emotions have no major effect on online shopping
decisions Tashandara (2019). Therefore, it can be concluded that making customers feel cheerful, excited,
and happy when using Tokopedia will not or does not affect the increase in customer trust when doing
online shopping on Tokopedia.

The ninth hypothesis states that there is a positive relationship between the dimensions of customer
service and e-satisfaction. Based on the results of the research hypothesis test that has been carried out
previously, it can be stated that H5a is accepted by having an estimated value of 0.364 while the p-value
is 0.011. H5a is accepted, indicating that the customer service dimension has a positive relationship with
e-satisfaction. This statement is supported by Al-dweeri et al. (2019) and Al-dweeri et al. (2017), who
state that customer service has a positive effect on e-satisfaction in e-retailing. Therefore, it can be
concluded that the customer service dimension has a positive influence because it can create high
customer satisfaction when doing online shopping on Tokopedia in the form of always being ready to
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respond and help customer needs, answering customers quickly, showing seriousness to solve the
problems that customers are experiencing, good Tokopedia after-sales service.

The tenth hypothesis states that there is a positive relationship between the dimensions of customer
service and e-trust. Based on the results of the research hypothesis test that has been carried out
previously, it can be stated that H5b is accepted by having an estimated value of 0.322 while the p-value
is 0.065. H5b is accepted, indicating that customer service has a positive relationship with e-trust. This
statement is supported by Al-dweeri et al. (2019) and Al-dweeri et al. (2017), which state that the
customer service dimension has a positive influence on e-trust in e-retailing. Therefore, it can be
concluded that if Tokopedia is always ready to respond to and help customer needs, answer customers
quickly, and show seriousness to solve the problems that customers are expetiencing, Tokopedia's good
after-sales service affects increasing customer trust when doing online shopping on Tokopedia.

The eleventh hypothesis states that there is a positive relationship between the dimensions of e-
trust and e-satisfaction. Based on the results of the research hypothesis test that has been carried out
previously, it can be stated that H6 is rejected, by having an estimated value of 0.179 while the p-value
is 0.129. HG is rejected, indicating that e-trust does not have a positive relationship with e-satisfaction.
This statement shows that the research results are inversely proportional to the results of research by Al-
dweeri et al. (2019) and Al-dweeri et al. (2017), which state that e-trust has a positive influence on e-
satisfaction. Seeing the number of Tokopedia users who complain about product mismatches.

The customer still expressed satisfaction because of the other side of the brand that came with the
product information that was provided on Tokopedia. This causes customer trust in product purchases,
but customers ultimately feel dissatisfied with the products that come. Based on customer ratings that
come from review comments, there are many bad ratings, which can show that customer satisfaction is
not proportional to the trust of customers who have decided to buy a product on Tokopedia. Trust will
arise and increase if customer satisfaction is first felt by the customer, but not the other way around
(Hanna-kaisa et al., 2008). This explanation is also supported by Sugara & Dewantara's research (2017),
which states that maximum customer satisfaction must be built first to gain customer trust so that the
company can retain its customers. Therefore, it can be concluded that making customers believe in
providing product information, Tokopedia is reliable, and customers believe in Tokopedia's claims and
promises regarding a product, has little or no effect on increasing customer satisfaction when doing
online shopping at Tokopedia.

The twelfth hypothesis states that there is a positive relationship between e-satisfaction dimension
and behavioral loyalty. Based on the results of the research hypothesis test that has been carried out
previously, it can be stated that H7a is accepted by having an estimated value of 0.614 while the p-value
is 0.007. H7a is accepted, indicating that the e-satisfaction dimension has a positive relationship with
behavioral loyalty. This statement is supported by Al-dweeri et al. (2019), which states that e-satisfaction
has a positive effect on behavioral loyalty in e-retailing. Therefore, it can be concluded that e-satisfaction
has a positive influence because it can create and increase customer behavioral loyalty so that it triggers
an increase in the frequency of shopping or repeat purchases when doing online shopping on Tokopedia,
in the form of making customers overall happy to do online shopping on Tokopedia, customers feel
satisfied with their decision to do online shopping on Tokopedia, customers feel the decision to use
Tokopedia is very appropriate, customers feel satisfied with the online shopping expetience on
Tokopedia.

The thirteenth hypothesis states that there is a positive relationship between the e-satisfaction
dimension and attitudinal loyalty. Based on the results of the research hypothesis test that has been
carried out previously, it can be stated that H7b is accepted, by having an estimated value of 0.473, while
the p-value is 0.009. H7b is accepted, indicating that the e-satisfaction dimension has a positive
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relationship with attitudinal loyalty. This statement is supported by Al-dweeri et al. (2019), which states
that e-satisfaction has a positive effect on attitudinal loyalty in e-retailing. However, it is inversely
proportional to the results of research by Al-dweeri et al. (2017), which states that e-satisfaction has no
positive effect on attitudinal loyalty in e-retailing. Therefore, it can be concluded that e-satisfaction has
a positive influence because it can create and improve customer loyalty attitudes so that it triggers
commitment to purchasing tendencies when doing online shopping on Tokopedia, in the form of making
customers overall happy to do online shopping on Tokopedia, customers feel satisfied with their decision
to do online shopping on Tokopedia, customers feel the decision to use Tokopedia is very appropriate,
customers feel satisfied with the online shopping experience on Tokopedia.

The fourteenth hypothesis states that there is a positive relationship between the e-trust dimension
and behavioral loyalty. Based on the results of the research hypothesis test that has been carried out
previously, it can be stated that H8a is accepted by having an estimated value of 0.577 while the p-value
is 0.007. H8a is accepted, indicating that the e-trust dimension has a positive relationship with behavioral
loyalty. This is supported by Al-dweeri et al. (2019) and Al-dweeri et al. (2017), which state that e-trust
has a positive effect on behavioral loyalty in e-retailing. Therefore, it can be concluded that e-trust has a
positive influence because it can create and increase customer behavioral loyalty so that it triggers an
increase in the frequency of shopping or repeated purchases when doing online shopping on Tokopedia,
by making customers believe in providing product information, Tokopedia is reliable, customers believe
in Tokopedia's claims and promises about a product.

The fifteenth hypothesis states that there is a positive relationship between the e-trust dimension
and attitudinal loyalty. Based on the results of the research hypothesis test that has been carried out
previously, it can be stated that H8b is accepted by having an estimated value of 0.404 while the p-value
is 0.022. H7b is accepted, indicating that e-trust has a positive relationship with attitudinal loyalty. This
statement is supported by Al-dweeri et al. (2019) and Al-dweeri et al. (2017), which state that e-trust has
a positive effect on attitudinal loyalty in e-retailing. Therefore, it can be concluded that e-trust has a
positive influence because it can create and improve customer loyalty attitudes so that it triggers a
commitment to purchasing tendencies when doing online shopping on Tokopedia, by making customers
believe in providing product information, Tokopedia is reliable, customers believe in Tokopedia's claims
and promises about a product.

The sixteenth hypothesis states that there is a positive relationship between the behavioral loyalty
dimension and attitudinal loyalty. Based on the results of the research hypothesis test that has been
carried out previously, it can be stated that H9 is accepted by having an estimated value of 0.531 while
the p-value is 0.000. H9 is accepted, indicating that behavioral loyalty has a positive relationship with
attitudinal loyalty. This statement is supported by Al-dweeri et al. (2019) and Al-dweeri et al. (2017), who
state that behavioral loyalty has a positive effect on attitudinal loyalty in e-retailing. Therefore, it can be
concluded that behavioral loyalty has a positive influence because it can create and improve customer
loyalty attitudes, so that it triggers commitment to purchasing tendencies when doing online shopping
on Tokopedia, by making customers feel loyal to Tokopedia, customers say positive things and

recommend Tokopedia to others.
Conclusions

Based on hypothesis testing on the structural model, this study found the effect of efficiency on e-
satisfaction, efficiency on e-trust, emotional benefits on e-satisfaction, customer service on e-satisfaction,
e-satisfaction on behavioral loyalty, e-satisfaction on attitudinal loyalty, e-trust on behavioral loyalty, e-
trust on attitudinal loyalty, and behavioral loyalty on attitudinal loyalty. This can be seen from the p-
value below 0.05. While no effect was found on privacy on e-satisfaction, privacy dimensions on e-trust,
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reliability on e-satisfaction, reliability on e-trust, emotional benefits on e-trust, customer service
dimensions on e-trust, e-trust on e-satisfaction. The largest estimated value of 0.614 is in the relationship
between e-satisfaction and behavioral loyalty. This indicates that the e-satisfaction variable has a positive
and strong relationship with behavioral loyalty. The influence between variables can be known by looking
at the estimated value. If the estimated value is greater, it can indicate that the resulting influence is also
greater between one variable and another.

Based on research which already been conducted here the several recommendations are made for
Tokopedia and similar companies. Tokopedia must organize content related to the delivery of
information well and clearly so that the information obtained by customers is well organized. Tokopedia
must implement stricter protection and security of information regarding payments, especially in the
credit card payment feature. Tokopedia must design a more coordinated delivery planning system or
estimation of goods in real time, coupled with guarantees and notifications of product delivery. The aim
is that Tokopedia can predict well the time needed to send products so that Tokopedia can provide
accurate promises to its user customers. Tokopedia must improve service quality by creating new
features, such as more varied prize games features, to make customers feel more cheerful when using
Tokopedia. Tokopedia must improve service quality in terms of speed and accuracy in answering
customer complaints or questions. Tokopedia must improve the quality of all features and pay attention
to complaints and expectations from customers so that customers feel satisfied knowing that Tokopedia
is the right choice. Tokopedia must develop SOPs and create decryption information features, photos
or videos about products, in real time to increase customer trust. Tokopedia must always pay attention
to customer habits and assessments of service quality based on customer data and review these
assessments so that Tokopedia can decide on the right solution and make customers loyal to shopping
at Tokopedia. Tokopedia must always maintain and improve good service quality so that customers are

satisfied and trust, so that customers will always make extra efforts to do online shopping at Tokopedia.
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