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Abstract
Customer loyaltyis the tendency of customers to repurchase products or services. Several
factors that can grow customer loyalty are customer satisfaction and e-service quality. The
aim of this research is to explain the role of customer satisfaction in mediating the
influence of e-service quality on customer loyalty among Maxim service users. This
research was conducted in Denpasar City, the number of samples in this study was 110
respondents using the purposive sampling method. Data collection was carried out by
distributing questionnaires via Google Form. The data analysis techniques used are path
analysis, Sobel test and VAF test. Based on the results of this research analysis, it shows
that e-service quality has a positive and significant effect on customer loyalty, e-service
quality has a positive and significant effect on customer satisfaction, customer satisfaction
has a positive and significant effect on customer loyalty, customer satisfaction positively
and significantly mediates the effect of e -service quality towards customer loyalty. Based
on these results, the management of Denpasar City online transportation services is
expected to pay attention to customer loyalty by considering e-service quality and
customer satisfaction.
Keywords: Customer Satisfaction, E-Service Quality, Customer Loyalty

INTRODUCTION

The internet as a cutting-edge developing information technology, now its use has
penetrated all sectors of life and cannot be separated from the lifestyle of today's society
(Pratiwi and Ekawati, 2020). The increasingly advanced development of internet media has
brought changes in various aspects, starting from the economic, education and health sectors.
One of the service sectors that is currently developing and much needed at the moment is the
online transportation services sector. Maxim is a transportation application that must be
accessed using electronic media to make it easier for users to purchase both transportation
products and services. Maxim offers many types of services such as transportation in the form
of four-wheeled vehicles (Maxim Car and Taxi), two-wheeled vehicles (Maxim Bike), food and
product purchasing services (Maxim Food & Goods), goods delivery (Maxim Delivery), Cargo,
and cleaning services. home, and massage and laundry services (Maxim Life).

' Correspondence author.
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Figure 1. Survey Results of the Most Frequently Used Online Transportation Services
Source: Institute for Development of Economics and Finance, 2022

According to a survey conducted by INDEF, Maxim was in third place, namely only 19.6%
of respondents stated that they used transportation services from Maxim. This survey shows
that Maxim users are still below other competitors such as Gojek and Grab. With the existing
competition, Maxim must increase customer loyalty so that they do not switch to other
competitors. There are still many users who are dissatisfied with the services provided by Maxim
as found in Table 1.1. In this table, it was found that users were disappointed with the quality of
service when using Maxim's services. Starting from drivers who are often late, incompatibility
between the application and reality, and application errors.

Table 1. Complaints from Maxim Service Users
No Name Complaint Date
Drivers are often late, never get
change, don't match the time specified 05/15/2024
in the description
I've been a maxim user for a long
time... | want to order foods&goods

Diki Prastiyo
Reservoir

2. SupriYanto . 05/22/202
upri but | can't, please fix it so | can order 5/22/2024
food&goods again
It's very slow to find a driver, you have
gl . . if
3. MeiniFsl to wait a long time to get a driver, i 05/11/2024

there is an urgent situation, it's not
very good to use this maxim
Source: App Store (2024)

Problems experienced by customers can cause a decrease in customer loyalty.
Companies that provide higher quality e-service to customersthis will lead to customer
satisfaction, and in the long term it will certainly result in customer loyalty (Irwansyah and
Mappadeceng, 2018).
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Table 2. Pre-Survey of Maxim Service Users in Denpasar City

No Statement Yes  Doubtful No
Do you know Maxim's services? 30 0 0
2 Do you use Maxim services? 27 0 3
Do you use Maxim services because of
3 the quality of the electronic services 20 4 3
(applications) provided?
4 Are you satisfied using Maxim's services? 23 2 2
If you are satisfied, will you use Maxim's
5 services again compared to other 5 9 9
services?

Source: Processed Data (2024)

Based on a pre-survey that was conducted on 30 respondentsshows that 27 respondents
stated that they often use Maxim's services. From data on customers who often use Maxim
services, there are 20 respondents who use Maxim services because of the quality of the
electronic services provided and 7 other respondents are influenced by other factors and 23
respondents stated that they were satisfied using Maxim services. From the [imited
observations carried out on 30 respondents, it was found that it is not certain that users will be
loyal or use Maxim's services again. This can be caused by other services such as Grab, Gojek, In
Driver, and others.

The large number of existing online transportation services causes a high level of
competition, thus requiring strategies to increase customer loyalty. According to Manalu et al.
(2019) customer loyalty is the loyalty of parties who use products or services either for their own
needs or as an intermediary for the needs of other parties to continue to subscribe to a
company's products or services repeatedly and voluntarily recommend the company's products
and services to them. his colleagues. Customer loyalty refers to a customer's positive attitude
towards a company or brand which results in repeated repurchase behavior and lower customer
sensitivity to competitors' prices and offers (Rita and Trimulyani, 2022).

One way companies can gain loyalty is by providing e-service quality (Handriano and
Mohdari, 2020). E-service quality is the ability of a service to provide performance and quality of
service when serving consumers shopping, purchasing, as well as providing delivery services or
sending goods to customers via electronic media (Juhria et al., 2021). E-service quality is the
extent to which a marketplace or internet provides efficient and effective services or shopping
facilities as well as transactions, purchases and deliveries to satisfy customers which will
influence the level of customer satisfaction (Berliana and Zulestiana, 2020).

Companies that are able to provide satisfaction to customers have a high probability that
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customers will continue to buy or use products or services in the future (Putri & Rastini, 2022).
Customer satisfaction can be interpreted as the level of happiness of a customer after using a
product or service (Mufidah and Novie, 2024). According to Khotimah et al. (2021) customer
satisfaction is the customer's perception of the results felt by the customer, whether happy or
disappointed with the services provided by the service provider to service users.

The theory underlying this research is Expectation Disconfirmation Theory (EDT).
According to Uzir et al. (2021) Expectation Disconfirmation Theory (EDT) is a theory commonly
used to explain how satisfaction or dissatisfaction is formed. Expectation disconfirmation theory
is also a theoretical model that explains that a sense of satisfaction and dissatisfaction is
obtained after purchasing a product and then comparing expectations with the actual product
performance (Ainassiifa, 2023).

The results of research conducted by Asnaniyah (2022) state that if the level of service
provided to consumers increases, the loyalty given to consumers will also increase. The research
results of Tannus and Andreani (2022) also state that e-service quality has a positive and
significant influence on customer loyalty. E-service quality has a positive and significant
influence on customer loyalty (Novyantri and Setiawardani, 2021). Likewise, in the research of
Izzah et al. (2022) e-service quality has a positive and significant influence on customer loyalty.
H1: E-service quality has a positive and significant effect on customer loyalty

The results of research by Bandawaty (2020) show that e-service quality has a significant
effect on customer loyalty. In research by Akhmadi and Martini (2020) also stated that e-service
quality has a positive and significant influence on customer satisfaction. According to research
by Fiona and Hidayat (2020), the results show that e-service quality has a positive and significant
effect on customer satisfaction. Likewise, research by Ciputra and Prasetya (2020) states that e-
service quality has a positive and significant influence on customer satisfaction.

H2: E-service quality has a positive and significant effect on customer satisfaction

Research by Dewi and Nugroho (2020) states that customer satisfaction has a positive
and significant effect on customer loyalty. This is also in line with research conducted by Kuncio
and Soepeno (2019) which states that customer satisfaction has a positive and significant
influence on customer loyalty. Likewise, research by Semuel and Wibisono (2019) states that
customer satisfaction has a positive and significant influence on customer loyalty. In research,
Agatha (2020) stated that customer satisfaction has a positive and significant influence on
customer loyalty.

H3: Customer satisfaction has a positive and significant effect on customer loyalty

Research by Tannus and Andreani (2022) states that customer satisfaction mediates the
relationship between e-service quality and customer loyalty. Likewise, research by Lamusu and
Sari (2023) states that customer satisfaction positively and significantly mediates the
relationship between e-service quality and customer loyalty. This is in line with research by
Novyantri and Setiawardani (2021) that customer satisfaction has a positive and significant
mediating effect on the influence of e-service quality on customer loyalty. In Saragih and Astuti's
(2021) research, customer satisfaction also positively and significantly mediates the influence of
e-service quality on customer loyalty.
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H4: Customer satisfaction positively and significantly mediates the influence of e-service quality
on customer loyalty.

The conceptual framework in this research is as follows.

Customer
Satisfaction

Customer
Lovalty

Figure 2. Conceptual Framework

RESEARCH METHODS

This research uses a quantitative approach with an associative causality method. This
research was conducted in Denpasar City. This research aims to explain the role of customer
satisfaction in mediating the influence of e-service quality on customer loyalty among Maxim
service users. The objects of this research are e-service quality (X), customer loyalty (Y),
customer satisfaction (M). The population in this study is infinite or the number of members of
the population cannot be known with certainty. The sample determined in this research was 110
respondents with the sample determination method, namely the purposive sampling method.
The analysis techniques used are path analysis, classical assumption test, Sobel test and VAF
test.

RESULTS AND DISCUSSION
Table 3. Respondent Characteristics

Number of | Percentage
No | Variable Classification people) (%)
Man 45 40.9
1 Gender Woman 65 59.1
Amount 110 100
18-24 Years 58 52.7
N Age 25-31 Years 44 40.0
32-38 Years 8 73
Amount 110 100
High School / Equivalent 68 61.8
Last Diploma 3 2.7
3 education Bachelor 36 32.7
Postgraduate 3 2.7
Amount 110 100
4 Work ‘ Student/student/i 55 50.0
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Private employees 28 25.5
Businessman 22 20.0
Government employees 5 4.5
Amount 110 100
>Rp. 1,000,000 - Rp. 60 54.5
3,000,000
Income >Rp. 3,000,000 - Rp. 26 23.6
5 6,000,000
>Rp. 6,000,000 - Rp. 24 21.8
9,000,000
Amount 110 100

Sourcer: Processed Data (2024)

Table 3 shows 110 respondents who used Maxim Services in Denpasar City as a sample.
Judging from gender, users of Maxim Services in Denpasar City who are female dominate in this
research with a percentage of 59.1%. Judging from age, Maxim Service users in Denpasar City
aged 18-24 years dominate in this research with a percentage of 52.7%. Judging from the latest
education, Maxim Service users in Denpasar City who have a high school/equivalent education
dominate in this research with a percentage of 61.8%. If we look at work, Maxim service users in
Denpasar City who work as students dominate in this research with a percentage of 50%.
Judging from income, Maxim Service users in Denpasar City who have income >Rp. 1,000,000 -
Rp. 3,000,000 dominates in this study with a percentage of 54.5%.

Table 4. Validity Test

No. Variable Instrument Pearson Information
Correlation
Y3 0.942 Valid
1. Customer loyalty (Y) Y3 0.955 valid
X1 0.910 Valid
. . X2 0.924 Valid
2. E-Service Quality(X) X3 0.923 Valid
X4 0.920 Valid
M , Vali
3 Customer M; g 393;;} le;:
Satisfaction(M) M3 0.877 valid

Sourcer: Processed Data (2024)

Table 4 shows that all research variable instruments have met the validity test
requirements, namely the Pearson correlation value for each instrument is above 0.30. It can be
concluded that each statement item in the research instrument is valid and suitable for use as a
research instrument.

Table 5. Reliability Test
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No. Variable Cronbach's Alpha | Information
1. | Customer loyalty(Y) 0.974 Reliable
2. | E-Service Quality(X) 0.936 Reliable
Customer Satisfaction(M) 0.875 Reliable

Sourcer: Processed Data (2024)

Table 5 shows the results of the reliability test for each variable, namely customer loyalty,
e-service quality and customer satisfaction, which have values above 0.70 as shown in the
Cronbach's Alpha results, so it can be said that all instruments have met the reliability
requirements. .

Table 6. Description of Respondents' Answers to Customer Loyalty
Respondent's Answer
Amoun Avera T
No Statement (person) ; ge Criteria
1.2 3 4 5

[ am willing to
1 reorder Maxim's 7 13 40 39 1 364 3.31
services
[ am willing to
recommend
2 Maxim's 0O 16 21 29 44 431 3.92 Tall
services to
others
| still use
Maxim's
3 :x;isti\;erg 0 26 16 36 32 404 3.67 Tall
are price
adjustments
I am willing to
use Maxim's
4 services as 7 13 33 42 15 375 3.41 Tall
often as
possible

Enoug
h

Average 3.58 Tall
Sourcer: Processed Data (2024)

The customer loyalty variable has an average score of 3.58 which is in the high category.
The lowest average value of respondents' answers is shown in the statement "I am willing to
reorder Maxim services" with an average value of 3.31. The highest average value is shown in the
statement "I am willing to recommend Maxim's services to others" with an average value of

3.92.

Table 7. Description of Respondents’ Answers to E-service quality
No Statement Respondent's Answer ~ Amoun Avera Criteria
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(person) t ge
1 2 3 4 5

| feel ease
when using
Maxim's
services
| feel that the
services
provided by
2 Maxim are 2 13 41 31 23 390 3.55 Good
timely
according to
my needs
Maxim services
are able to
provide
information
when problems
arise
Maxim's
services are
able to provide
4 compensation 2 11 25 24 48 435 3.95 Good

when an error

occurs

Very

o 5 19 19 67 478 4.35 g00d

13 25 38 32 415 3.77 Good

Average 3.90 Good
Sourcer: Processed Data (2024)

The e-service quality variable has an average score of 3.90 which is included in the good
category. The lowest average value of respondents' answers is shown in the statement "l feel
that the services provided by Maxim are timely as needed" with an average value of 3.55. The
high average value is shown in the statement "l feel ease when using Maxim's services" with an
average value of 4.35 which is considered very good.

Table 8. Description of Respondents' Answers to Customer Satisfaction
Respondent's Answer
Amoun Avera N
No Statement (person) i ge Criteria
L 3 4 5

The services
provided by
1 Maxim werein 6 15 21 26 42 413 3.75 Tall
line with my
expectations
| feel happy
2 whenluse o 2 24 1 73 485 4.41
Maxim's

Very
high
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services
| feel using

3 Maxim's 0 19 34 32 25 393 357 Tl
services is the

right decision

Average 3.91 Tall
Sourcer: Processed Data (2024)

The customer satisfaction variable has an average score of 3.91 which is in the high
category. The lowest average value of respondents' answers is shown in the statement "l feel
using Maxim's services is the right decision" with an average value of 3.57. The highest average
value is shown in the statement "I feel happy when using Maxim's services" with an average

value of 4.41.
Table 9. Structural Path Analysis Results 1
Unstandardized Standardized t Sig.
Model Coefficients Coefficients

B Std. Error Beta
(Constant) 1,537 0.292 5,269 0,000
E-service quality 0.608 0.073 0.627 8,360 0,000
R2:0.393

Source: Appendix 6, data processed in 2024
Table 8 shows the results of path analysis in structural 1, so the structural equation
formed is as follows:

M= B2X+ e1
M= 0.627 X+ e1

The e-service quality variable has a coefficient of 0.627, meaning that e-service quality has
a positive influence on customer satisfaction. This result means that if e-service quality

increases, customer satisfaction will increase.

Table 10. Results of Structural Path Analysis 2

Unstandardized Standardized t Sig.
Coefficients Coefficients
Model
B Std. Error Beta
(Constant) 0.270 0.335 0.806 0.422
E-service quality 0.393 0.096 0.365 4,112 0,00
0
Customer satisfaction 0.453 0.099 0.408 4,590 0,00
0
R2:0.487

Sourcer: Processed Data (2024)
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Table 10 shows the results of path analysis in structural 2, so the structural equation
formed is as follows:

Y= B1X + B3M+ e2
Y= 0.365X+0.408M+ e2

The e-service quality variable has a coefficient of 0.365, meaning that e-service quality
has a positive influence on customer loyalty. This means that if e-service quality increases,
customer loyalty will increase. The customer satisfaction variable has a coefficient of 0.408,
meaning that customer satisfaction has a positive influence on customer loyalty. This means
that if customer satisfaction increases, customer loyalty will increase.

Table 11.Direct Influence, Indirect Influence of E-service quality (X), on Customer satisfaction
(M) and Customer loyalty (Y)

Influence Direct Indirect Total Std. Sig. Results
of influence influence Influence Error
variables viaM

X—M 0.627 0.627 0.073 0,000 Significan
t

M—-Y 0.408 0.408 0.099 0,000 Significan
t

X—Y 0.365 0.096 0,000 Significan
0.256 0.621 t

Sourcer: Processed Data (2024)

Table 11 shows a summary of the values for each direct and indirect influence path
between variables as well as the error values for each structural equation produced through
path analysis techniques. Based on the table above, e-service quality has a direct influence on
customer loyalty of 0.365 and a significance of 0.000, e-service quality has a direct influence on
customer satisfaction of 0.627 and a significance value of 0.000, customer satisfaction has a
direct influence on customer loyalty of 0.408 and a significance value of 0.000. The significance
is 0.000, e-service quality has a direct influence on customer loyalty of 0.365 and an indirect
influence of 0.256 with a total influence of 0.621.

Table 12.Normality Test (One-Sample Kolmogorov-Smirnov)
Asymp. Sig. (2-tailed)

Equalit .
qualtty Kolmogorov-Smirnov Z
Structural 1 0.067
Structural 2 0.200

Sourcer: Processed Data (2024)

Table 12 Normality test using One-Sample Kolmogorov-Smirnov shows that the Asymp.
Sig. (2-tailed) Kolmogorov-Smirnov of 0.067 and 0.200. This means the Asymp value. Sig. (2-
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tailed) Kolmogorov-Smirnov is greater than the alpha of 0.05, so it can be indicated that the
data used in this study is normally distributed, so it can be concluded that the model meets the
normality assumption.

Table 13.Multicollinearity Test (Tolerance and Variance Inflation Factor)

Collinearity Statistics

Equality Model

Tolerance VIF
E-service quality 0.607 1,647
Structural 2 Customer
0.607 1,647

satisfaction

Sourcer: Processed Data (2024)
Table 13 shows that there are no independent variables that have a tolerance value of
less than 0.10 and a VIF value of more than 10. Therefore, the regression model is free from
symptoms of multicollinearity.

Table 14.Heteroscedasticity Test (Glejser Test)

Equality Model Q Sig
Structural 1 E-service quality -1,394 0.166
E-service quality 0.288 0.774
Structural 2 Customer
-0.506 0.614

satisfaction

Sourcer: Processed Data (2024)

Table 14 shows that each model has a significant value greater than 5% (0.05). This shows
that the independent variable used in this research does not have a significant effect on the
dependent variable, namely absolute error, so this research is free from symptoms of
heteroscedasticity.

Calculating the results of the Sobel test shows that Z = 3.695 > 1.96, so it can be said that
Ho is rejected and Ha is accepted, which means that the customer satisfaction variable is a
significant mediating variable between e-service quality and customer loyalty among Maxim
Service Users in Denpasar City. , so that the fourth hypothesis in this research is proven to be
true.

Based on the VAF test, the calculated value is 41.21%, which is between 20%-80%, so it can
be categorized as partial mediation (Sholihin, 2014), it can be concluded that customer
satisfaction partially mediates e-service quality on customer loyalty among Maxim Service Users
in Denpasar City.

The hypothesis results in this research show that e-service quality has a positive and
significant effect on customer loyalty, in other words, the more e-service quality increases, the
customer loyalty of Maxim Service Users in Denpasar City will increase. So the first hypothesis
in this research is declared accepted. This is also in line with research conducted by Handriano
and Mohdari, (2020), Juhria et al., (2021), Irwansyah and Mappadeceng (2018), Asnaniyah
(2022) and Tannus and Andreani (2022), which stated that e-service quality has a positive and
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significant effect on customer loyalty.

The hypothesis results in this research show that e-service quality has a positive and
significant influence on customer satisfaction, in other words, the more e-service quality
increases, the more customer satisfaction will increase for Maxim Service Users in Denpasar
City. So the second hypothesis in this research is declared accepted. This is also in line with
research conducted by Berliana and Zulestiana, (2020), Akhmadi and Martini, (2020),
Bandawaty (2020), Fiona and Hidayat (2020), Ciputra and Prasetya (2020), which stated that e-
service quality has a positive and significant influence on customer satisfaction.

The hypothesis results in this research show that customer satisfaction has a positive and
significant influence on customer loyalty, in other words, if customer satisfaction increases,
customer loyalty for Maxim Service Users in Denpasar City will increase. So the third hypothesis
in this research is declared accepted. This is also in line with research conducted by Putri &
Rastini, (2022), Mufidah and Novie, (2024), Hamid et al., (2022), Dewi and Nugroho (2020),
Kuncio and Soepeno (2019), who stated customer satisfaction has a positive and significant
influence on customer loyalty.

The results of the hypothesis in this study show that e-service quality has an effect on
customer loyalty among Maxim service users in Denpasar City with the mediation of customer
satisfaction, so that customer satisfaction is a partial mediating variable of the influence of e-
service quality on customer loyalty, this shows that e- If the service quality experienced by
Maxim Service users in Denpasar City is improved, it will increase customer satisfaction. By
increasing customer satisfaction, customer loyalty will increase among Maxim Service Users in
Denpasar City. So the fourth hypothesis in this research is declared accepted. This is also in line
with research conducted by Putri & Rastini, (2022), Khotimah et al. (2021), Hamid et al. (2022),
Tannus and Andreani (2022), Lamusu and Sari (2023), who state that customer satisfaction
mediates the relationship between e-service quality and customer loyalty.

The theoretical implications of this research can strengthen previous research as well as
serve as a reference in developing further research and can be compared with the results of
further research regarding e-service quality, customer satisfaction and customer loyalty which is
able to prove empirically the theory used in this research refers to expectation disconfirmation
theory .

The practical implications of this research can be used as consideration and input for the
management of other online transportation services in Denpasar in paying attention to
customer loyalty by considering e-service quality and customer satisfaction.

CONCLUSIONS AND SUGGESTIONS

E-service qualityhas a positive and significant effect on customer loyalty among Maxim
Service users in Denpasar City. These results show that if e-service quality is improved it will have
an impact on increasing customer loyalty. E-service quality has a positive and significant effect
on customer satisfaction for Maxim Service users in Denpasar City. These results show that if e-
service quality is improved it will have an impact on increasing customer satisfaction. Customer
satisfaction has a positive and significant effect on customer loyalty among Maxim Service users
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in Denpasar City. These results show that increasing customer satisfaction will have an impact
on increasing customer loyalty. Customer satisfaction is a partial mediating variable in the
influence of e-service quality on customer loyalty among Maxim Service users in Denpasar City.
These results show that if e-service quality is improved, users of Maxima Services users will feel
satisfaction. By increasing customer satisfaction, customer loyalty will increase for Maxima
Services users in Denpasar City.

This research suggests for service providersMaxim Services in Denpasar City can increase
customer loyalty by paying attention to e-service quality and customer satisfaction among
Maxim Service Users in Denpasar City. Anything that can be taken into consideration is providing
services that are timely and according to customer needs, including fast, safe, and comfortable,
as well as friendly and professional drivers. Suggestions that can be given for further research
are that further research is expected to be able to add variables that can influence customer
loyalty, as well as being able to expand the scope of research which is not only limited to Maxim
Service users in Denpasar City.

REFERENCE

The Influence of Brand Image and E-Service Quality on Bukalapak Customer Loyalty. SINOMIKA
Journal: Scientific Publication in the Field of Economics and Accounting, 1(6), 1499-1516.

Agatha, F. (2020). The influence of brand trust on customer loyalty is mediated by customer
satisfaction among Shopee users in Surabaya. Journal of Marketing Strategy, 7(1), 10.

Ainassyifa, F.A. (2023). The Influence of Service Quality, Perceived Value, and Trust on Customer
Satisfaction with Delivery Services. Indonesian Journal of Economics, Business,
Accounting, and Management. 1(6).p. 99-115.

Ali Ibrahim, Felia Sonya Elisa, Jose Fernando, Lulu Salsabila, Nadya Anggraini, Siti Nur Arafah,
(2021), The Influence of E-Service Quality on MyTelkomsel Application User Loyalty,
Volume 3, No 3, December 2021, Pages 302-311

Aminatu Juhria, Nurtika Meinitasari, Fadel Igbal Fauzi, Abdul Yusuf (2021), The Influence of E-
Service Quality on Customer Satisfaction in the Shopee E-Commerce Application, Journal
of Management - Vol. 13(1) 2021, 55-62

Andianto, K., & Firdausy, CM (2020). The Influence of Perceived Value, Perceived Quality and
Customer Satisfaction on Customer Loyalty at Warunk Upnormal in Jakarta. Journal of
Managerial and Entrepreneurship, 2(3), 758-764.

Akhmadi, MDD, & Martini, E. (2020). The Influence of E-Service Quality on Ovo Application
Customer Satisfaction and Loyalty.Management Partner Journal, 4(5), 708-720.

Aprilianto, B., Welsa, H., & Udayana, IBN (2022). The Influence of Commitment, Trust on
Customer Satisfaction and Customer Loyalty. Widya Management, 4(1), 1-11.

Asnaniyah, S. (2022). The Influence of E-Service Quality, E-Trust and E-Satisfaction on Muslim
Consumers' E-Loyalty.Journal of Comprehensiveness, |, 275-302.

Augustien, A. B. (2020). The Influence of E-Service Quality on Customer Loyalty with Customer
Satisfaction as an Intervening in the Shopee Application. Journal of Marketing Strategy,
7(2),7-

Ayuwardani, M., Wibowo, BY, & Setyawan, NA (2021). Analysis of Mie Gacoan Customer Loyalty
through Customer Experience and Perceived Quality. Journal of Socio Humanities

Science, 5(2), 936-945.

2805



Badriyah, N., Wibowo, E., & Sumaryanto, S. (2020). Increasing Customer Loyalty with the
Strength of Product Quality and Service Quality through Customer Satisfaction (Survey of
Jco Chinesefood and Seafood Sragen Customers). ProBank, 5(2), 227-240.

Bandawaty, E. (2020). The Influence of Brand Image and E-Service Quality on Customer
Satisfaction in the Form of Bukalapak Marketing Innovation. Journal of Business and
Management, 7(1).

Berliana, M., & Zulestiana, DA (2020). The Influence of E-Service Quality on Customer
Satisfaction and Loyalty among Gopay Users in Indonesia. REMIK: Research and E-Journal
of Computer Information Management, 4(2), 223-229.

Candra, BF, & Suparna, G. (2019). The role of brand image mediates the influence of Electronic
Word of Mouth on purchase intention. Udayana University Management E-Journal, 8(11),
6638.

Ciputra, W., & Prasetya, W. (2020). Analysis of the Influence of E-Service Quality, Perceived Value
on Customer Satisfaction, Trust, and Customer Behavioral Intention. COMMENTATE:
Journal of Communication Management, 1(2), 109.

Daengs, A., Istanti, E., & Kristiawati, I. (2022). The Role of Timelimenes in Increasing Customer
Satisfaction, Customer Loyalty Pt. Jne. Baruna Horizon Journal, 5(1), 1-7.

Deepika, Singh, S.V.P., Singh, S., & Rajak, B.K. (2023). Study of e-services quality and customer
loyalty: a moderated mediation model of perceived switching costs and e-satisfaction.
International Journal of Business Information Systems, 43(4), 528-541.

Dewi, TU, & Nugroho, PNA (2020). The influence of customer experience on customer
satisfaction and customer loyalty at the Indonesian Franchise Institute in Surabaya.
Journal of Technology and Applied Business, 3(2), 30-39.

Dias Rintasari, Naili Farida (2020), The Influence of E-Trust and E-Service Quality on E-Loyalty
Through E-Satisfaction (Study of Shopee C2c E-Commerce Site Users in Sleman Regency),
Journal of Business Administration, Vol. Ix, No. IV

Erinawati, F., & Syafarudin, A. (2021). The influence of service quality, price, promotion on
decisions. Journal of Valuation: Scientific Journal of Management Science and
Entrepreneurship, 1(1), 130-146.

Fared, MA, Darmawan, D., & Khairi, M. (2021). Contribution of E-Service Quality to Repurchase
Intention with Mediation of Customer Satisfaction: Study of Online Shopping Through
Marketplace. Journal of Marketing and Business Research (MARK), 1(2), 93-106.

Fiona, DR, & Hidayat, W. (2020). The influence of sales promotions and e-service quality on
repurchase intention through customer satisfaction (Study of Gopay customers in
Jabodetabek). Journal of Business Administration, 9(1), 333-341.

Gillison, S., & Reynolds, K. (2018). Search effort and retail outcomes: the mediating role of search
disconfirmation. Journal of Consumer Marketing, 68 35(7), 698-708.

Ghozali, I. (2018). Multivariate Analysis Applications with the IBM SPSS 23 Program (9th edition).
Diponegoro University Publishing Agency

Gupron, (2020) Analysis of Consumer Satisfaction Through E-Service Quality on Online
Purchasing Decisions in the Bukalapan.Com Application (Study on Students at Batanghari
University, Jambi), E-Issn: 2716-375X, P-Issn: 2716-3768, Volume 1, Issue 1, January 2020.

Hamid, A., Natsir, M., & Respati, H. (2022). The Influence of Customer Trust and Customer
Satisfaction on Brand Loyalty Through E-WOM. BUSINESS SKETCHES, 9(1), 102-113.

Handayani, F. (2024). The Influence of Customer Satisfaction and Price on Customer Loyalty at
the Djos Ghandos Sragen Restaurant in 2023. Journal of Economics & Business
Management, 1(01), 1-8.

2806



Hariyanto, RPF, & Rachmawati, I. (2022). Effect of E-Service Quality on Loyalty through Customer
Satisfaction on Livin'Users by Mandiri. International Journal of Science and Management
Studies (1JSMS), 5(1), 2581-5946.

Hikmah, AN, & Riptiono, S. (2020). The influence of customer engagement and e-service quality
on online repurchase intention with customer satisfaction as an intervening variable in
the Shopee marketplace. Student Scientific Journal of Management, Business and
Accounting (JIMMBA), 2(1), 89-100.

Huang, H. H. (2015). The Probability Model of Expectation Disconfirmation Process. Expert
Journal of Marketing. 3(1). pp. 11-16

Institute for Development of Economics and Finance. (2022). Transportation Services Used by
Respondents. May.

Irwansyah, A., & Mappadeceng, R. (2018). The Influence of E-Service Quality on Customer
Loyalty Through Customer Satisfaction at Online Stores Opening Stalls. J-MAS (Journal of
Management and Science), 3(2), 128-136.

| Wayan Santika, Komang AS Pramudana, Ni LPS Astitiani, (2020), The Role of E-Satisfaction in
Mediating the Effect of E-Service Quality and E-WOM on E-loyalty on Online Marketplace
Customers in Denpasar, Bali, Indonesia, Management and Economics Research Journal,
Vol. 6, Iss. 1, Pgs. 7, 2020

Izzah, NN, Budiatmo, A., & Listyorini, S. (2022). The Influence of E-Service Quality, Perceived Ease
of Use, and Brand Trust on Consumer Loyalty (Case Study of Pekalongan Pizza Hut
Delivery Consumers). Journal of Business Administration, 11(1), 50-58.

Kurnia Khafidatur Rafiah, (2019), Analysis of the Influence of Customer Satisfaction and
Customer Trust on Customer Loyalty in Shopping via E-commerce in Indonesia. Al Tijarah:
Vol. 5 No. 1, June 2019 (46- 56) p-ISSN: 2460-4089 e-ISSN: 2528-2948

Khasbulloh, AHK, & Suparna, G. (2022). Effect of perceived risk and perceived value on customer
loyalty through customer satisfaction as intervening variables on bukalapak users.
European Journal of Business and Management Research, 7(4), 22-28.

Khotimah, K., Nur, IS, & Akbar, MA (2021). Customer Satisfaction as a Variable that Mediates
Service Performance on Customer Loyalty at Crystal Learning CENTER Tutoring in
Jayapura City. Journal of Economics Review (JOER), 1(1), 11-22.

Kuncio, J., & Soepeno, D. (2019). The influence of service quality, trust, and consumer
satisfaction on consumer loyalty at CV. Marine Fiberglass Facilities. EMBA Journal:
Journal of Economic, Management, Business and Accounting Research, 7(1).

Kotler, Philip., & Keller, K.L. (2016). Marketing Management (15th Edition). England: Pearson

Kotler, G. Armstrong and MO Opresnik. 2018. Principles of Markering, 17th ed.

Lamusu, MA, & Sari, EDR (2023). The influence of E-Service Quality and Purchase Intention
mediated by Customer Satisfaction on Customer Loyalty among Tokopedia online
shopping customers in Surabaya. Performance Journal: Journal of Business Management
and Start-up, 8(4), 439-449.

Manalu, TR, Winarto, W., & Nadapdap, KM (2019). The Influence of Employee Service Quality on
Customer Loyalty at PT. Orindo Alam Ayu Medan. Scientific Journal of METHONOMY,
5(1), 57-66.

Marliyah, M., Ridwan, M., & Sari, AK (2021). The Effect of E-Service Quality on Satisfaction and Its
Impact on Customer Loyalty of Mobile Banking Users (Case Study of Bank Syariah
Mandiri KCP Belawan). Budapest International Research and Critics Institute (BIRCI-
Journal): Humanities and Social Sciences, 4(2), 2717-2729.

Mufidah, RA, & Novie, M. (2024). The Role of Customer Satisfaction in Mediating Online

2807



Marketing Strategy and Shopping Experience Against Repurchase Desicion.
Management Studies and Entrepreneurship Journal (MSEJ), 5(2), 4247-4257.

M. Denaldi Danial Akhmadi, Erni Martini, (2020), The Influence of E-Service Quality on Customer
Satisfaction and Loyalty of the Ovo Application, Jmm Online Vol. 4 No. May 5 (2020) 708-
720

Natalia, NKT, & Suparna, G. (2023). The Role of Customer Satisfaction in Mediating the Effect of
Product Quality and Service Quality on Customers' Repurchase Intention of a Coffee
Shop in Bali, Indonesia. European Journal of Business and Management Research, 8(5),
132-136.

Nasution, H., Fauzi, A., & Rini, ES (2019). The effect of e-service quality on e-loyalty through e-
satisfaction on students of Ovo application users at the Faculty of Economics and
Business, University of North Sumatra, Indonesia. European Journal of Management and
Marketing Studies.

Nguyen Hong Quan, Nguyen Thi Khanh Chi, Duong Thi Hoai Nhung, Nguyen Thi Kim Ngan and Le
Thai Phonga, (2020), The influence of website brand equity, e-brand experience on e-
loyalty: The mediating role of e-satisfaction , Management Science Letters 10 (2020) 63—
76

Ninin Non Ayu Salmah, Suhada, Reina Damayanti (2021), The Role of E-satisfaction in Mediating
the Effect of E-service Quality on Customer E-loyalty in Cilufio Online Stores, Economics:
Journal of Economics and Business, 5(1), March 2021, 132-140

Ni Putu Nita Anggraini, | Wayan Gede Antok Setiawan Jodi, Dedik Pratama Putra, (2020), The
Influence of Experiential Marketing and E-Service Quality on E-Satisfaction and
Repurchase Intention, journal of international conference proceedings, vol 3, no 2 ( 2020)

Noori, M. (2022). The effect of e-service quality on user satisfaction and loyalty in accessing e-
government information. International Journal of Data and Network Science, 6(3), 945-
952.

Novyantri, R., & Setiawardani, M. (2021). The Influence of E-Service Quality on Customer Loyalty
with Customer Satisfaction as a Mediating Variable in the Dana Digital Wallet (Study of
Dana Users). International Journal of Administration Business & Organization, 2(3), 49-
58.

Pradnyaswari, NPI, & Aksari, NMA (2020). e-Satisfaction and e-trust play a role in mediating the
influence of e-service quality on e-loyalty on the blibli e-commerce site. com (Doctoral
dissertation, Udayana University).

Pratiwi, NKA, & Ekawati, NW (2020). Brand Image Mediates the Relationship between E-
Commerce and Consumer Purchasing Decisions. Udayana University Management E-
Journal, 9(6), 2268.

Pratiwi, L., Sunaryo, S., & Mugiono, M. (2021). The effect of e-service quality on e-loyalty
mediated by e-trust and brand image variables: A study on OVO E-Wallet application
users in Malang City. International Journal of Research in Business and Social Science
(2147-4478), 10(6), 56-62.

Puranda, NR, Ariyanti, M., & Ghina, A. (2022). The Effect of E-Service Quality on E-Loyalty With E-
Satisfaction as an Intervening for GoFood Application Users. ITALIENISCH, 12(1), 218-226.

Putra, MCSD, & Ekawati, NW (2017). The Influence of Product Innovation, Price, Brand Image
and Service Quality on Vespa Motorcycle Customer Loyalty (Doctoral dissertation,
Udayana University).

Putri, KAAAD, and Rastini, NM The Role of Consumer Satisfaction in Mediating the Effect of
Product Quality on Customer Loyalty. Udayana University Management E-Journal. 11 (10).

2808



matter. 1771-1791.

Prashella, DA, Kurniawati, K., Fachri, H., Diandra, PK, & Aji, T. (2021). Corporate Social
Responsibility towards Customer Loyalty Mediated by Electronic Service Quality, Trust
and Customer Satisfaction in the Indonesian Banking Industry. Journal of Business
Economics and Entrepreneurship, 10(2), 191.

Purnama, J., Yapri, J., Winarta, T., Oliver, S., & Galinium, M. (2019, March). The intel realsense
depth-camera performance for real-time customer satisfaction analysis using facial
expression detection. In Journal of Physics: Conference Series (Vol. 1175, p. 012076). IOP
Publishing.

Qazi, A, Tamjidyamcholo, A., Raj, R.G., Hardaker, G., & Standing, C. (2017). Assessing Consumers'
Satisfaction and Expectations Through Online Opinions: Expectation and Disconfirmation
Approach. Computers in Human Behavior, 75, 450-460.
https://doi.org/10.1016/j.chb.2011.05.025

Ramadhan, PR (2019). The Influence of Regional Taxes and Levies on Regency/City Original
Regional Income in North Sumatra. Journal of Accounting and Business: Journal of the
Accounting Study Program, 5(1), 81-87.

Rory Handriano, Mohdari (2020), The Influence of E-Service Quality and Perceived Value on
Marketplace Customer Loyalty (Case Study of Tokopedia Customers), Economic
Dynamics Journal of Economics and Business Vol. 13 No. March 1, 2020

Rahayu, S., & Faulina, ST (2022). The Influence of Digital Customer Experience in Creating
Customer Satisfaction and Customer Loyalty in the Digital Era. Jesya (Journal of Sharia
Economics and Economics), 5(1), 1-13.

Rahayu, S., Limakrisna, N., & Purba, JHV (2023). The Influence of Perceived Price And E-Service
Quality on Customer Satisfaction and Their Impact On Customer Loyalty Using Go-Jek
Services In Dki Jakarta Province. International Journal of Economy, Education and
Entrepreneurship (1JE3), 3(1), 132-151.

Rahyuda, K. (2020). Business Research Methods Base of The Research Pyramid. Denpasar: CV.
PRIMARY LITERATURE.

Ratih Anggoro Wilis, Andini Nurwulandari (2020), The effect of E-Service Quality, E-Trust, Price
and Brand Image Towards E-Satisfaction and Its Impact on E-Loyalty of Traveloka's
Customers, JIMEA | MEA Scientific Journal (Management, Economics and Accounting)
Vol. 4 No. 3, 2020

Rita, R., & Trimulyani, FM (2022). The Influence of Customer Experience and Brand Image on
Customer Satisfaction and the Impact on Customer Loyalty. Egien-Journal of Economics
and Business, 10(1), 359-369.

Rr Ayu Novia Valentina, (2020), The Effect of E-Satisfaction on E-Loyalty with Trust as an
Intervening Variable in the Ovo Fintech Application, Faculty of Economics, Petra Christian
University, Journal of Marketing Strategy Vol 7, No 1

Santika, IW, & Pramudana, KAS (2018). The Mediating Role of E-Satisfaction on the Influence of
E-Service Quality on E-Loyalty on Online Travel Sites in Bali. INOBIS: Indonesian Journal of
Business Innovation and Management, 1(3), 278-289.
https://doi.org/10.31842/jurnalinobis.v1i3.35

Saputro, AW, & Utomo, H. (2023). The Influence of E-Service Quality on E-loyalty with Brand
Image and E-Satisfaction as Mediating Variables. Scientific Journal of Unitary
Management, 11(2), 197-212.

Saragih, MG, & Astuti, D. (2021). Analysis of E-Service Quality on Customer Loyalty with
Satisfaction as an Intervening Variable. Economics, Finance, Investment and Sharia

2809



(EQUITY), 3(2), 219-225.

Savitri, IAPD, & Wardana, IM (2018). The influence of brand image, product quality and price
perception on satisfaction and repurchase intention (Doctoral dissertation, Udayana
University).

Semuel, H., & Wibisono, J. (2019). Brand image, customer satisfaction and customer loyalty of
the Superindo supermarket chain in Surabaya. Journal of Marketing Management, 13(1),
27-34-

Silviana, NS, & Puspaningrum, A. (2022). The effect of customer experience of trust and e-service
quality on customer loyalty with customer satisfaction as a research mediating variable in
Tokopedia e-commerce: A case study on new students in East Java. International Journal
of Research in Business and Social Science (2147-4478), 11(6), 600-608.

Suharyanto, S., & Damayanti, VB (2022). The Effect Of E-Service Quality and Price On Customer
Loyalty With Customer Satisfaction As Mediating Variable (A Case Study On Webinar
Service In Indonesian Clinical Training & Education Center (ICTEC) RSCM FKUI). Dynasty
International Journal of Management Science, 3(5), 861-876.

Sujarweni, VW (2020). Business & Economic Research Methodology. Yogyakarta: Pustaka Baru
Press.

Suprapti, S., & Suparmi, S. (2020). Building e-Loyalty and e-Satisfaction Through e-Service Quality
for Semarang City Goride Users. JKBM (Journal of Business and Management Concepts),
6(2), 240-255.

Sutanto, A. (2020). The influence of e-service quality on customer loyalty with customer
experience as a moderating variable in the use of the Go-Jek application in Surabaya.
Journal of Marketing Strategy, 7(1), 9.

Saodin, (2021), The Influence of E-Servqual on E-Satisfaction, E-Wom and Online Repurchase
Intention, Junal Scientific Economic Management Vol. 12 No. o1, Pg. 15-30, Print Issn:
2087-0434, E-Issn: 2599-0810

Sugiyono. (2022). Quantitative, Qualitative and R&D Research Methods. PT Alfabeta

Sulistyo, AP (2020). Get word of mouth in social media and loyalty with digital customer
experience. Journal of Business and Management, 7(2).

Tannus, J., & Andreani, F. (2022). The Influence of E-Service Quality and Customer Satisfaction on
Customer Loyalty in Frequent Online Stores. ID on Shopee. Agora, 10(2).

Tambunan, RRF, Sihotang, JI, & Mambu, JY (2021). Analysis of the Job Satisfaction Level of
Maxim Drivers with the Maxim Service System Using the Pieces Framework. CogITo
Smart Journal, 7(2), 339-348.

T Sai Vijay, Sanjeev Prashar and Vinita Sahay, (2019), The Influence of Online Shopping Values
and Web Atmospheric Cues on E-Loyalty: Mediating Role of E-Satisfaction, Journal of
Theoretical and Applied Electronic Commerce Research ISSN 0718-1876 Electronic
Version VOL 14 [ ISSUE 1/ JANUARY 2019 [ 1-1

Main, MS (2016). Applications of Quantitative Analysis. Denpasar: CV. Primary Literature.

Viswanathan, P., Singh, A. B., & Gupta, G. (2020). The role of social influence and e-service
quality in impacting loyalty for online life insurance: a SEM-based study. International
Journal of Business Excellence, 20(3), 322-337.

Wirapraja, A., Aribowo, H., & Setyoadi, ET (2021). The Influence of E-Service Quality, and
Customer Satisfaction on Go-Send Customer Loyalty in Surabaya. Indonesian Journal of
Information Systems, 3(2), 128-137. https://doi.org/10.24002/ijis.v3i2.4191

Wiradarma, IGN, & Atmosphere, IGAKG (2019). The Role of Customer Satisfaction in Mediating
the Influence of Service Quality on Customer Loyalty of Pull&Bear Kuta-Bali (Doctoral

2810



dissertation, Udayana University).

Wiradarma, IWA, & Respati, NNR (2020). The role of customer satisfaction mediates the
influence of service quality on repurchase intention among Lazada users in Denpasar.
Udayana University Management E-Journal, 9(2), 637-657.

Wiryana, NY, & Erdiansyah, R. (2020). The Influence of E-Service Quality and Perceived Value on
Repurchase Intention with Customer Satisfaction as a Mediating Variable in E-Commerce
Business. Journal of Business Management and Entrepreneurship, 4(5), 217-223.

Wilis, RA, & Nurwulandari, A. (2020). The Effect of E-Service Quality, E-Trust, Price and Brand
Image Towards E-Satisfaction and Its Impact on E-Loyalty of Traveloka's Customers. MEA
Scientific Journal (Management, Economics, & Accounting), 4(3), 1061-1099.

Wuisan, D.S. (2021). The influence of e-service quality and food quality on customer loyalty of
GoFood Indonesia users is mediated by perceived value and customer satisfaction. JMBI
UNSRAT (Scientific Journal of Business Management and Innovation, Sam Ratulangi
University)., 8(1).

Yulianti, BA, & Satya, I. (2021). The Influence of E-Service Quality, Food Quality, and Customer
Satisfaction Through Perceived Value on Behavioral Intention of Gofood Customers in
the DKI Jakarta Area. Solutions, 19(4), 314-326.

2811



