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Abstract 

This study aims to determine whether there is an effect of e-service quality and e-trust on e-

loyalty through e-satisfaction as an intervening variable for ShopeeFood customers. The 

population used in this study were ShopeeFood customers in the city of Yogyakarta. This study 

uses a type of questionnaire that uses Google Form as a research tool. The research method used 

is non-probability sampling technique with purposive sampling method. The sample used is 100 

respondents. The data obtained from the questionnaire was then processed and analyzed using 

Multiple Linear Regression analysis with model accuracy (classical assumption test), hypothesis 

testing using partial test (t) and determination test (R2) using SPSS 25 program. The results of this 

study indicate that e -service quality has a positive and significant effect on e-satisfaction, e-trust 

has a positive and significant effect on e-satisfaction, e-service quality has no significant effect on 

e-loualty, e-trust has no significant effect on e-loyalty, e-satisfaction has a positive and significant 

effect on e-loyalty, e-satisfaction has a positive and significant effect as an intervening variable,  

the effect of e-service quality on e-loyalty, and e-satisfaction has no significant effect as an 

intervening variable, the effect of e-trust on e-loyalty. 
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Introduction 

Technology is evolving very rapidly today. One of them is the Internet. The Internet 

can change many aspects of people's lives.  According to a survey conducted by the Indonesian 

Internet Service Providers Association (APJII), internet users in Indonesia in 2019 to 2020 

reached 196.7 million users out of a total population of about 266.9 million with a penetration 

of 73.3%. According to the secretary general of APJII, internet users in Indonesia increased by 

25.5 million users or 8.9%. This indicates that in the future human life activities are supported 

by the internet which will grow and more people will use it. Ease of use of the internet one of 

them is accessible anytime and anywhere with a variety of devices. This forms a new lifestyle 

for the community, namely the online lifestyle. One of them is ordering food.  The old one 

when you want to buy food, someone has to go to a physical store, nowadays it can be done 
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online. We don't need to do face-to-face with the seller because just by touching the smart 

screen that has been integrated with the internet, the food will get to where we are. 

One of them is shopeefood food delivery service which is currently booming among 

the community. The feature released by Shopee on April 20, 2021 provides very attractive offers 

for its consumers ranging from discounts up to 60% to free shipping.  

Based on a survey conducted by Snapcart Indonesia ShopeeFood obtained 28% in food 

delivery industry research in the release period of less than one year or can be said to be a 

newcomer to the market. According to the director of Snapcart Indonesia, the result of the level 

of popularity or brand awareness, 100% of consumers know and know GoFood and GrabFood, 

while 52% know about ShopeeFood. The same data shows that 92% and 90% of consumers 

have experienced using the GrabFood and GoFood applications, while 35% have used 

ShopeeFood. This shows that ShopeeFood started the market well and was able to get a fairly 

good percentage in the first year of its debut. Although it is good enough, ShopeeFood still 

needs to expand its strategy to increase competitiveness with its competitors. The strategies in 

question include e-service quality, e-trust, e-loyalty, and e-stisfaction. 

According to Zeithaml in Ramadhana, 2019 the quality of service in e-commerce or e-

service quality is the extent to which a company's site can provide effective and efficient 

shopping, purchasing and delivery facilities.  

Trust in an online site is often referred to as e-trust Consumer trust is basically a form 

of consumer support for the efforts it makes to get everything it wants. Through trust, a 

consumer will provide support related to the purchase decision he will set (Sari, 2020). 

Customer loyalty according to (Kotler & Keller, 2016) is a commitment held by 

consumers in depth to buy or support a preferred product or service. 

Menurut Gautama, quoted from Rintasari & Farida, (2018) mentioned e-loyalty as the 

customer's intention to re-visit the website with or without the transaction. 

In Budiman et al.(2020) e-satisfaction is an assessment by customers in every online 

transaction. 

 

E-service Quality 

According to Zeithaml in Ramadhana, 2019 the quality of service in e-commerce or e-

service quality is the extent to which a company's site can provide effective and efficient 

shopping, purchasing and delivery facilities.  It can be concluded that E-service quality is the 

ability of a site to provide effective and efficient facilities for consumers in making spending, 

purchasing, and receiving the products or services needed. 

E-trust 

Dikutip dari Lien, Wen, Huang, & Wu dalam Wilis & Nurwulandari, (2020) Trust is 

one of the central features of buyer-seller correlations. The role of trust in social exchange 

correlations has been the subject of researchers' interests. 

E-loyalty 

In Wilis & Nurwulandari's research, 2020 according to Chi, E-loyalty is a commitment 

to revisit a site consistently because it prefers to shop on that site rather than to other sites. 

E-satisfaction 

According to Kotler & Keller, 2016 states that "Costumer Satisfaction is a person's 

feeling of pleasure or disappointment resulting from comparing a product's perceived 

performance (or outcome) in relation to his or her expectations". In Budiman et al., n.d.  e-

satisfaction is an assessment by customers in every transaction online.  

An easy way to comply with the conference paper formatting requirements is to use this 

document as a template and simply type your text into it. 
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Research method 

 

 

Figure 1 Research model 

 

This research is quantitative. Quantitative research is research that emphasizes its 

analysis on numerical data (numbers) processed by statistical methods (Wirartha, 2006). This 

research was conducted to find out the intervariable relationship consisting of e-service quality, 

e-trust, e-loyalty, and e-satisfaction by conducting a survey of ShopeeFood customers. 

 

Sampling Technique 

The sample is part of the number of characteristics possessed by the population (Sugiyono, 

2010). Sampling techniques in this study using purposeive sampling. Purposive sampling 

technique is sampling based on research needs (Purwanto & Sulistyastuti, 2017). In 

determining the number of samples in this study, researchers used the unknown populations 

formula according to Rao Purba in Sari (2020) 

n =  
Z2

4μ2
 

Respondent Characteristic data 

Based on the gender of 100 respondents showed that the percentage of ShopeeFood 

customers was 42 percent male and 58 percent female. With 18 to 21 year olds 44 percent, 22 to 

25 years old 45 percent, and over 25 years 11 percent. The characteristics according to the last 

education are 76 percent for high school, 23 percent for strata one, and 1 percent for strata two. 

Job-based traits show that 78 percent of customers are students or students, 9 percent are 

employees, 6 percent are entrepreneurs, 5 percent are civil servants, and other categories are 6 

percent. 

 

Results and Discusion 

Description of E-service Quality, E-trust, E-loyalty, and E-satisfaction 

Analysis of variable E-service Quality by determining qualifications that aim to find out the 

value of each variable with categories strongly disagree, disagree, neutral, agree and strongly 

agree. The results of the analysis showed that the total percentage with 100 respondents had 

an average score of 55,52 and a low of 3,96. Indicators of E-service Quality are: a) Reliability; b) 

Responsiveness; c) Privacy/security; d) Quality of Information/benefits; e) Ease of Use; f) Site 

Design. Of the 6 indicators, there are 13 questions. Analysis of variable E-trust by determining 

qualifications that aim to find out the value of each variable with categories strongly disagree, 

disagree, neutral, agree and strongly agree. The results of the analysis showed that the total 

percentage with 100 respondents had an average score of 33,74 and a low of 3,96. The E-trust 

indicator is: a) Ability; b) Benevolence; c) Integrity. Of the 3 indicator items, there are 8 
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questions. Analysis of variable E-loyalty by determining qualifications that aim to find out the 

value of each variable with categories strongly disagree, disagree, neutral, agree and strongly 

agree. The results of the analysis showed that the total percentage with 100 respondents had 

an average score of 30,7 and a low of 3,20. The E-loyalty indicator is: a) Congnitive; b) Affective; 

c) Conative; d) Action. Of the 4 indicators, there are 8 questions. Analysis of variable E-

satisfaction by determining qualifications that aim to find out the value of each variable with 

categories strongly disagree, disagree, neutral, agree and strongly agree. The results of the 

analysis showed that the total percentage with 100 respondents had an average score of 45,78 

with a lowest value of 3,98. Indicator E-satisfaction is: a) Convenience; b) Merchandising; c) 

Site Design; d) Serviceability. Of the 4 indicators, there are 11 questions. 

 

Tabel 1 Classical Assumption Test Result 

 Variable Normality Multicollinearity 

Free Bound Sig. VIF 

1 
E-service Quality 

E-satisfaction 0,223 
3,080 

E-trust 3,080 

2 

E-service Quality 

E-loyalty 0,507 

3,624 

E-trust 3,328 

E-satisfaction  2,395 

 

a) The results of the validity test conducted as seen in the table above show that all 

questions have a value of r count > r table, then all questions in this study are said to 

be valid. Reliability test results showed that all variables in the study had Cronbach's 

Alpha. The coefficient value is 0,60. Then it can be concluded that all variables in this 

study are declared reliable. 

b) The results of the normality test using IBM SPSS 25 with kolmogorov-Smirnov values 

of the first and second equations showed values of 0,223 and 0,507. This indicates that 

the value of Asymp.Sig. (2-tailed) greater than 0,05 (5%), so it can be concluded that 

the results of the normality test showed that all variables in this study were distributed 

normally. 

c) The results of the Multicollinearity test showed that all independent variables had a 

VIF value of < 10 and a tolerance value of more than 0,10 which means that the 

variables used in this study showed no symptoms of multicollinearity. 

 

Table 2 Linear Regression Test Results 

 Variable Standardized Coefficients 

 Free Bound Beta t Sig. 

H1 E-service Quality 
E-satisfaction 

0,477 4,139 0,000 

H2 E-trust 0,322 2,794 0,006 

H3 E-service Quality 

E-loyalty 

-0,86 -0,387 0,700 

H4 E-trust 0,143 0,848 0,399 

H5 E-satisfaction  0,366 2,556 0,012 

 

The partial test result of the variable E-service Quality to E-satisfaction has a significance level 

of 0,000 < 0,05 and a calculated t value of 4,139 > a table t value of 1,984. This suggests that the 

hypothesis that e-service quality has a positive and significant effect on e-satisfaction is 

accepted. The partial test result of the variable E-trust against E-satisfaction has a significance 
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level of 0,006 < 0,050 and t a calculated value of 2,794 > t table 1,084. This suggests that the 

hypothesis that E-trust has a positive and significant effect on e-satisfaction is accepted.  The 

partial test result of the variable E-service Quality to E-loyalty has a significance level of 0,700 

> 0,050 and a count t value of -0,387 < a table value of 1,984. This shows that the hypothesis that 

states that the influence of e-service quality on the e-loyalty of ShopeeFood Yogyakarta 

customers is rejected.  The partial test result of the E-trust variable to E-loyalty has a 

significance level of 0,399 > 0,848 and a calculated value of 0.848 < a table value of 1.984. This 

shows that the hypothesis that the influence of e-rust on the E-loyalty of ShopeeFood 

Yogyakarta customers is rejected.  The partial test result of the variable E-satisfaction against 

E-loyalty has a significance level of 0,012 > 0,050 and a calculated value of 2,556 > a table t value 

of 1,984.  This shows that the hypothesis stating that the influence of E-satisfaction on E-loyalty 

of ShopeeFood Yogyakarta customers is accepted. 

 

SQ ,458 ,111 ,477 4,139 ,000 ,325 3,080 

 

S ,217 ,085 ,366 2,556 ,012 ,417 2,395 

Table 3 Sobel Test 1 

 

Based on the table above shows that the coefficient value of e-service quality to e-loyalty is 

0,477 with a standard error of 0,111 and a sig value. 0,000. While the variable e-satisfaction 

shows a coefficient value of 0,366 with a standard error of 0,085 and a sig value. 0,012. Thus it 

can be concluded that e-service quality and e-satisfaction have a significant direct effect on e-

loyalty. 

 

 
    

Figure 2 Sobel Calculate 1 

 

Based on the results of the sobel calculator above shows a Y value of 3,041. It can be concluded 

that the value of Y is 3,041 > 1,960 with a significance level of 0,05. So it is proven that variable 

e-satisfaction has an effect as a mediator of variable e-service quality to e-loyalty. 

 

Table 3 Sobel Test 2 

T ,468 ,167 ,322 2,794 ,006 ,325 3,080 

 

S ,217 ,085 ,366 2,556 ,012 ,417 2,395 
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Based on tables 4.24 and 4.25 above shows that the coefficient value of e-trust to e-loyalty is 

0,322 with a standard error of 0,167 and a sig value. 0,006. While the e-satisfaction variable 

shows a coefficient value of 0,366 with a standard error of 0,085 and a sig value. 0,012. Thus it 

can be concluded that e-trust and e-satisfaction have a significant direct effect on e-loyalty. 

 

 
Figure 3 Sobel Calculate 2 

 

Based on the sobel calculator above shows a Y value of 1,759. It can be concluded that the value 

of Y is 1,759 < 1,960 with a significance level of 0,05. Then variable e-satisfaction has no effect 

as a mediator of e-trust variables against e-loyalty variables. 

 

Discussion 

Effect of e-service quality on e-satisfaction 

In line with the results of the research obtained, the higher the value of e-service quality, the 

higher the e-satisfaction of ShopeeFood consumers in Yogyakarta. These electronic-based 

services make consumers feel more effective and time efficient in transacting. Likewise with 

the availability of information and ease of transacting using electronic money, as well as the 

guarantee of consumer data privacy. The results of this study support previous research 

conducted by saragih, 2019 that e-service quality has a significant effect on e-satisfaction. 

 

The influence of e-trust on e-satisfaction 

In line with the results of the research obtained, the higher the value of e-trust, the higher the 

e-satisfaction of ShopeeFood consumers in Yogyakarta. Trust arises when the consumer is 

satisfied. When ShopeeFood consumers have confidence that vendors or food delivery service 

providers can be trusted, ShopeeFood consumers will feel a favorable feeling. The results of 

this study support previous research conducted by Wilis & Nurwulandari, (2020) which stated 

that e-trust has a positive effect on e-loyalty.  Sativa et al., (2016) as good as trust will be the 

better or higher the satisfaction with the site. 

 

 

The effect of e-service quality on e-loyalty 

The high e-service quality provided by ShopeeFood is not necessarily increasing customer e-

loyalty in Yogyakarta. This is contrary to previous research conducted by Budiman et al., (2020) 

which stated that E-service quality has a positive and significant effect on e-loyalty and Kasih 

& Moeliono, (2020) customer satisfaction has a significant effect on customer loyalty. This can 
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be caused by the experience of respondents who obtained unsatisfactory electronic services 

provided by ShopeeFood, thus impacting customer e-loyalty in Yogyakarta. 

 

The influence of e-trust on e-loyalty 

The high e-trust of customers is not necessarily increasing the e-loyalty of ShopeeFood 

customers in Yogyakarta. In this study there is no influence of e-trust on the e-loyalty of 

ShopeeFood Yogyakarta customers because consumers consider that ShopeeFood is not 

transparent about important information so consumers feel that ShopeeFood cannot always 

maintain its reputation.  This is contrary to previous research conducted by Fitriani, 2018 which 

stated that e-trust has a positive and significant influence on e-loyalty. E-trust has a positive 

and significant effect on e-loyalty (Ramadhana, 2019).  This can be due to the experience of 

respondents who do not get important information about the policies imposed by ShopeeFood. 

 

The effect of e-satisfaction on e-loyalty 

Based on tests conducted using SPSS 25, the results of the e-satisfaction coefficient showed that 

the value of t count was greater than t table with the number 2,556 > 1,984 and also obtained a 

significance result of 0,012. If the significance value is smaller or equal to 0,05 then the research 

hypothesis is accepted. The result of the significance obtained shows a value of 0,012 < 0,050; It 

can then be concluded that the influence of e-satisfaction on the e-loyalty of ShopeeFood 

customers in Yogyakarta is accepted.  The results of this study support previous research 

conducted by Aini & Suryadi, (2021) stated that E-satisfaction has an influence on e-loyalty.  

 

The influence of e-satisfaction as a mediator of the influence of e-service quality on e-loyalty 

The test results showed the indirect influence of e-service quality on e-loyalty mediated by e-

satisfaction.  The results of this study support previous research conducted by fitriani, 2018 that 

e-service quality has a significant influence on e-loyalty through e-satisfaction. 

 

The influence of e-satisfaction as a mediator of the influence of e-trust on e-loyalty 

The test results showed the indirect influence of e-trust on e-loyalty mediated by e-satisfaction.  

In line with the results obtained show that variable e-satisfaction has no influence as a mediator 

of the influence of e-trust on e-loyalty. This is contrary to previous research conducted by 

Ramadhana, 2019 that e-trust affects e-loyalty through e-satisfaction as an Intervening variable. 

 

Conclusions and suggestions 

1. Variable e-service quality has a positive and significant effect on e-satisfaction, which 

means that the higher the value of e-service quality is likely to increase shopeefood 

customer e-satisfaction in Yoggyakarta. 

2. The e-trust variable has a positive and significant effect on e-satisfaction, which means 

that the higher the value of e-trust is likely to increase shopeefood customer e-

satisfaction in Yogyakarta. 

3. The e-service quality variable does not have a significant effect on e-loualty, which 

means that the higher the value of e-service quality does not necessarily have an 

influence on the e-loyalty of ShopeeFood customers in Yogyakarta. 

4. The e-trust variable has no significant effect on e-loyalty, which means that the higher 

the value of e-trust does not necessarily have an influence on the e-loyalty of 

ShopeeFood customers in Yogyakarta. 

5. The e-satisfaction variable has a positive and significant effect on e-loyalty, which 

means that the higher the value of e-satisfaction is likely to increase the e-loyalty of 

ShopeeFood customers in Yogyakarta. 
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6. E-satisfaction variables have a positive and significant effect as variable intervening 

influence of e-service quality on e-loyalty of ShopeeFood customers in Yogyakarta 

7. The e-satisfaction variable has no significant effect as variable intervening influence of 

e-trust on the e-loyalty of ShopeeFood customers in Yogyakarta 

 

For Companies: Based on the results of this study, on the E-service Quality variable, 

ShopeeFood must improve the policy on the third party so that the menu description is 

complete and in accordance with customer goals, adding a face detector feature (face sensor) 

to further improve the security of transasction,  improving the appearance on the menu to make 

it more interesting like adding other colors but without removing Shopee's characteristic 

orange color, and more complete the look on ShopeeFood. In the E-trust variable, ShopeeFood 

must be more able to prove to customers that customers will benefit and must be more open 

about information that is important to customers such as applicable policies. In the E-loyalty 

variable, ShopeeFood must further increase promotions such as discounts, vouchers, and using 

celebrity influencers so that customers continue to use and subscribe to ShopeeFood, and make 

ShopeeFood as a food delivery service option.  In the E-satisfaction variable, ShopeeFood must 

further improve the ease of navigation / direction guidance so that customers can easily find 

their choices and must improve the presentation in ShopeeFood to be more interesting and 

must further improve the completeness of information about delivery status, driver position, 

and others. 
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