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Abstract 

This study aims to prove and analyze web quality on e-loyalty through e-trust and e-satisfaction on the shopee 
marketplace. The number of samples was 97 Shopee customers using a purposive sampling approach. Data collection 
techniques are questionnaires with a Likert scale of 1-5 points. Data analysis using Smart PLS. The conclusion of this 
study is that website quality has a positive and significant effect on e-loyalty, website quality has positive and significant 
effect on e-trust, the effect of website quality on e-satisfaction is positive and significant, the effect of e-trust on e-loyalty 
is negative and insignificant, the effect of e-trust on e-satisfaction is positive and significant, the effect of e-satisfaction 
on e-loyalty is positive and significant, E-trust is insignificant mediate the effect of web quality on e-loyalty, while E-
satisfaction is mediate positively and significantly the effect of web quality on e-loyalty. 
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1. Introduction

The internet has changed the traditional way of purchasing goods and services, users are no longer limited by time and 
geographical factors, they can actively purchase products and goods regardless of time and location factors (1). 
Electronic commerce (e-commerce) is an activity to buy or sell products, or to exchange valuable data, through an online 
platform (2). 

In Indonesia, e-commerce that implements the C2C business concept, one of which is Shopee (3). Shopee in Indonesia 
was officially introduced in Indonesia in December 2015 under the auspices of PT Shopee International Indonesia. Since 
its launch, Shopee Indonesia has experienced very rapid development, even until October 2017 the application has been 
downloaded by more than 25 million users (3). E-loyalty can be defined as a consumer's intention to revisit an online 
store on a particular e-commerce website, to repurchase their products (4). Therefore, e-loyalty can be seen as a specific 
form of psychological attachment to a particular e-commerce (5). E-satisfaction is the result of the overall experience 
and satisfaction related to the e-commerce site (1). 

Shopee in Indonesia was officially introduced in Indonesia in December 2015 under the auspices of PT Shopee 
International Indonesia. Since its launch, Shopee Indonesia has experienced very rapid development, even until October 
2017 the application has been downloaded by more than 25 million users (3). Shopee in 2021-2023 is a type of e-
commerce service that has a ranking of 1 on average visiting its website. From 2021-2023, Shopee visitors could 
increase again. The increase was not significant from 2021-2023. 

E-trust or customer trust plays an important role in increasing customer satisfaction for online shopping (1). They also 
proved that trust in e-commerce can be gained when people know that the store owner cannot cheat or defraud, the 
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store is safe to transact and the website is optimized to be friendly and easy to use. If consumers feel that the website is 
of high quality, they tend to have high trust in the competence, integrity and benevolence of the web retailer (6). This 
study aims to analyze the effect of web quality on e-loyalty through e-trust and e-satisfaction on the Shopee marketplace. 

2. Literature Review 

Consumer purchasing behaviour refers to the process by which individuals search for, select, purchase, use, and dispose 
of goods and services, to satisfy their needs and wants (7). Providing quality service is considered an important strategy 
for success in today's competitive environment. Perceived service quality is the result of comparing perceptions and 
reality about the performance offered by the service provider (8). Previous findings indicate the need to understand 
how e-loyalty is developed, e-satisfaction, and e-trust are key factors to build e-loyalty. These factors have direct and 
indirect effects on loyalty. That is, each factor affects e-loyalty individually and then impacts other factors that have a 
direct effect on e-loyalty itself (9). 

2.1. E-loyalty 

The materials and methods should be typed in Cambria with font size 10 and justify alignment. Author can select Normal 
style setting from Styles of this template. The simplest way is to replace (copy-paste) the content with your own 
material. Method and analysis which is performed in your research work should be written in this section. A simple 
strategy to follow is to use keywords from your title in first few sentences. 

E-loyalty can be defined as a consumer's intention to revisit a particular e-tailer's website, to repurchase their products 
(4). The concept of e-loyalty extends the traditional concept of loyalty to online consumer behavior (10) defines e-
loyalty as the intention to revisit a website or make transactions from it in the future. 

The importance of e-loyalty in a company is that loyal customers not only increase sales and business profits but also 
enable it to reduce costs associated with attracting new customers (9). Observed that creating and maintaining a loyal 
customer base is critical because these companies earn most of their revenue from third parties, such as partners and 
advertisers (11). E-loyalty is measured by the following indicators: repurchasing a product, giving recommendations to 
other consumers; and revisiting the website (2). 

2.2. E-satisfaction 

E-Satisfaction can be seen as the customer's overall assessment that a product or service provides a pleasant level of 
consumption-related fulfilment, it can also be defined as the result of a comparison between what customers expect 
about the service provided by the service provider and what customers receive in reality (12). The better the quality of 
electronic services provided, the more satisfied customers they will have (13). 

Showed that there are several e-satisfaction factors, namely website design, reliability or fulfilment, customer service, 
and security. In terms of the website, it is described as the presentation and ability of the site considering its usability, 
user friendliness, aesthetic design, interactivity, layout, navigation, checkout, search capabilities and information 
quality (11). 

To measure e-satisfaction, it can be seen from the customer's attitude towards an e-commerce. Satisfied customers will 
engage in repeat purchasing behaviour, customers show the level of joy they feel when their purchasing and post-
purchase experiences exceed their expectations(14). The satisfaction felt by someone when their desires, needs, or 
expectations are fulfilled (11). 

E-satisfaction is measured by the following indicators: Consumers are happy with the services on the website; 
Consumers are satisfied with the services of this website; Consumers are happy to make purchases on this website; 
Consumers are satisfied with their purchasing decisions on this website (15, 16). 

2.3. E-Trust 

E-trust affects customers' perceptions of control over their online transactions, online trust has been identified as one 
of the main antecedents of e-loyalty, to gain customer loyalty, you must first gain their trust (17) trust is also defined as 
the perception of confidence that individuals have in the reliability and integrity of their exchange partners and is 
related to individual beliefs about their integrity, policies, abilities, and credibility (18).  
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E-trust is measured through a three-indicator scale, namely: (1) I believe that Internet shopping is a safe activity; (2) E-
commerce sites are trustworthy; (3) e-commerce gives the impression that they will keep their commitments (19). 
Trust has been established as an important concept for online shopping because it can help build long-term 
relationships between customers and companies (20). 

2.4. Web Quality 

Website quality is defined as the perception of how users evaluate a website for its features that meet their needs  stated 
that a website is not only an information system, but also an interface with vendors (1). 

Website quality can also be conceptualized as a consumer's assessment of the overall superiority and suitability of a site 
for use in assisting the task or purpose of making an online purchase, therefore, website quality should be a critical 
business concern, especially in an e-commerce perspective, because the low percentage of website visitors with buyers 
from the site is relevant to each other (1). 

The dimensions of web quality have been identified by previous researchers in several categories, namely: information, 
security, ease of use, satisfaction, and service quality (8). Web quality is measured by the following indicators: 
information, security, ease of use, satisfaction, service quality (8). 

2.5. Hypothesis  

2.5.1. The influence of website quality on e-loyalty 

Revealed the dimensions of website quality that affect e-loyalty, such as design, content, and structure (21). The impact 
of website quality on consumer behaviour, especially on e-loyalty, has received little attention in the literature (22). 
Showed that website design plays an important role in attracting and retaining customers. The direct effect of website 
design on e-loyalty and confirmed that an easy-to-use interface that suits user needs, provides the necessary 
information (23), will be rewarded with increased loyalty if the service quality of the website is attractive to customers 
(17), the chances of developing a positive assessment of the site will be high (11). 

Based on the above in the research hypothesis 1 as follows: 

H1 : Website quality has a positive effect on e-loyalty; 

2.5.2. The influence of web quality on e-trust 

E-trust can be seen as a guarantee of security, reputation, fulfilment (e.g. willingness to customize), presentation (e.g. 
web quality), technology and interaction (e.g. e-forms) (12). There are 4 dimensions of web quality determinants, one 
of which is directly related to e-trust, namely website security. Website security is considered one of the main concerns 
in the context of e-shopping (12). In addition, e-trust can be described by the ability of a website to conduct online 
transactions to improve its performance and level of trust (24). 

Based on the above in the research hypothesis 2 as follows: 

H2 : Website quality has a positive effect on e-trust; 

2.5.3. The influence of web quality on e-trust 

A website that has advantages will increase user readiness and satisfaction to use it (21). Proved that there are three 
factors that have a positive effect on electronic satisfaction, namely relevant information, transactional capacity, and 
response time (21). Four factors that determine the quality of a website, including: system, information, service, and 
design and their impact on electronic satisfaction (21). The perceived quality of the website is a determinant of customer 
satisfaction (21). 

Based on the above in the research hypothesis 3 as follows: 

H3 : Website quality has a positive effect on e-satisfaction; 
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2.5.4. The influence of e-trust on e-loyalty 

E-trust has been identified as one of the main antecedents of e-loyalty, to gain customer loyalty, you must first gain their 
trust (17). There are several dimensions of how e-trust can increase e-loyalty, an important dimension is integrity which 
is the perception that the trusted party will keep promises, be honest, and adhere to accepted rules of behavior, 
therefore, generating e-trust depends on the ability of the trusted party to deliver on promises made and meet customer 
expectations (11). An equally important dimension is the site's ability to accurately display and describe products so 
that customers receive what they think they ordered. 

Based on the above in the research hypothesis 4 as follows: 

H4 : E-trust has a positive effect on e-loyalty; 

2.5.5. The influence of e-trust on e-satisfaction 

Consumer trust always plays an important role in maintaining business relationships, especially in demanding e-
commerce business consumers to pay before receiving orders, even though consumers cannot see or touch the real 
product offered except through images (25). In a study conducted by Azli and Ghane (9), that e-trust has a direct and 
positive effect on e-satisfaction. When the level of customer trust in electronics increases, customer satisfaction with 
electronics also increases. This is because customers feel more confident and safe in transacting online, thus 
contributing to a positive online shopping experience (26). 

Based on the above in the research hypothesis 5 as follows: 

H5 : E-Trust has a positive effect on e-satisfaction; 

2.5.6. The influence of e-satisfaction on e-loyalty 

Satisfaction has been shown to be positively related to loyalty and this effect also occurs in the online environment. The 
influence of satisfaction on loyalty is stronger online than offline. Satisfied customers tend to have higher service usage, 
have stronger repurchase intentions, and are more likely to recommend products or services to their acquaintances 
than those who are dissatisfied (9). Satisfying customer experiences with a particular e-commerce are expected to 
increase their desire to make more online purchases from that e-commerce (loyalty) (9). 

Based on the above in the research hypothesis 6 as follows: 

H6 : E-satisfaction has a positive effect on e-loyalty; 

2.5.7. The mediating role of e-trust in the influence of web quality on e-loyalty 

Website quality has been considered as a determinant factor that increases e-trust, it is expected that website quality 
can affect e-trust (17). Users will form their perception of quality depending on the characteristics of the website: 
information, navigation structure and graphic design (27). Thus, through the mediation of web quality e-trust has a 
direct positive effect on e-loyalty (2). When the level of customer trust in electronics increases, customer satisfaction 
with electronics also increases. This is because customers feel more confident and safe in transacting online, thus 
contributing to a positive online shopping experience (26). 

Based on the above in the research hypothesis 7 as follows: 

H7 : Web quality influences e-loyalty through e-trust; 

2.5.8. The mediating role of e-satisfaction in the influence of web quality on e-loyalty  

Website is the first communication channel for customers and companies or organizations in e-business (28). Website 
plays a major role in customer loyalty if it can meet customer needs when first accessed. Conducted a study with the 
aim of integrating the e-loyalty development process model (28). The second most intense relationship is between 
security and privacy and trust, the greater the guarantee of security and protection of personal data, the more consumer 
trust in the platform. They concluded that website design has a significant effect on e-satisfaction and a significant effect 
on the e-loyalty development process. They used the structural equation model method in this analysis (28). 

Based on the above in the research hypothesis 8 as follows: 
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H8 : Web quality influences e-loyalty through e-satisfaction; 

 

Figure 1 Research Framework 

3. Research Methods 

This study uses a quantitative approach with a survey method that uses primary data from questionnaires. The type of 
research used is explanatory research. Researchers use secondary data from books, scientific journals, and certain 
official websites. The population of this study is users of the Shopee application in the Pekanbaru area. A total of 97 
samples using a purposive sampling approach. Questions using a Likert scale of 1-5. This study uses data analysis with 
the structural equation modelling (SEM) method using Partial Least Squares (PLS). 

4. Research Result 

The majority in this study were female gender as much as 74%. More ages 19-29 years as much as 77%. More jobs are 
private employees as much as 51%. the last education of respondents is more S1 as much as 68%. Above the marital 
status of married more is married as much as 58%. A monthly income> 5,000,000 more shopping at Shopee as much as 
25%. Purchases in the last 3 months shopped more Shopee which is 5 times. 

4.1. Validity Test Results 

4.1.1. Outer Loadings 

This model explains how to determine the validity of this research: 

 

Figure 2 Outer model results 
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4.1.2. Indicator Reliability 

Outer loading ≥ 0.7 for theory testing and 0.5-0.7 for exploratory research (29). 

Table 1 Outer loading results 

 E-loyalty E-satisfaction E-trust Web quality 

Eloyalty_1 0,823    

Eloyalty_2 0,830    

Eloyalty_3 0,886    

Eloyalty_4 0,896    

Eloyalty_5 0,872    

Esatisfaction_1  0,904   

Esatisfaction_2  0,920   

Esatisfaction_3  0,929   

Esatisfaction_4  0,919   

Etrust_1   0,687  

Etrust_2   0,744  

Etrust_3   0,799  

Etrus_4   0,747  

Etrust_5   0,740  

Etrust_6   0,790  

Webquality_1    0,709 

Webquality_2    0,708 

Webquality_3    0,792 

Webquality_4    0,778 

Webquality_5    0,825 

Webquality_6    0,822 

Webquality_7    0,840 

Webquality_8    0,835 

Webquality_9    0,878 

Webquality_10    0,849 

Webquality_11    0,860 

To assess the validity with the value of each variable obtained from the outer loading. If the outer loadings value reaches 
a value between 0.5-0.7 (29), the indicator is considered to meet the criteria. Based on the results of table 1, it is known 
that all variables in this study, namely e-loyalty, e-satisfaction, e-trust, and web quality all meet the criteria, namely 
valid. 

4.1.3. Discriminant validity 

The discriminant validity value is the cross loading factor value which aims to determine the discriminants in the 
research construct (30). 

Below are the results of discriminant validity: 
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Table 2 Discriminant validity results 

  E-loyalty E-satisfaction E-trust Web Quality Keterangan 

E-loyalty 0,862    Valid 

E-satisfaction 0,830 0,918   Valid 

E-trust 0,605 0,695 0,738  Valid 

Web quality 0,777 0,874 0,693 0,811 Valid 

In table 2 above, the AVE value gets a greater result than the correlation of variables with other variables. So it is stated 
that all variables in this result are declared valid. 

4.1.4. Internal consistency 

The results of the composite reliability are as follows: 

Table 3 Internal consistency results 

Matriks Cronbach's Alpha Composite Reliability 

E-loyalty 0,913 0,935 

E-satisfaction 0,938 0,955 

E-trust 0,833 0,878 

Web Quality 0,947 0,955 

 

Composite reliability> 0.7 for theory testing and> 0.6 for exploratory research. Cronbach's alpha> 0.7 for theory testing 
and> 0.6 for exploratory research (29). Based on the results in table 3.10 above, the values for each variable have met 
the overall criteria. The composite reliability value has exceeded> 0.7. The Cronbach's alpha value has also exceeded> 
0.7. It can be concluded that the overall construct of this study has a good reliability value, as seen by the fulfillment of 
all values> 0.7 in each assessment produced. 

4.1.5. Convergent validity 

The following are the results of convergent validity: 

Table 4 Convergent validity results 

Matriks Average Variance Extracted (AVE) 

E-loyalty 0,743 

E-satisfaction 0,843 

E-trust 0,545 

Web Quality 0,657 

Average Variance Extracted (AVE) is used to evaluate convergent validity. The AVE value must be more than 0.5 (29). 
There is table 3.11 AVE results can be stated that the e-trust construct has an AVE value of 0.545, which indicates 
adequate convergent validity. In addition, all other constructs have AVE values above 0.5, which also indicates that they 
meet the requirements for convergent validity. 

4.1.6. R-Square 

The coefficient of determination (R²) in general the R² value ≥ 0.75 is good (29). The R-Square value from the results of 
this study can be used to measure the influence of external variables on the internal variables in this study. 
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Table 5 R square results 

Variabel R Square R square adjusted 

E-loyalty 0,700 0,691 

E-satisfaction 0,780 0,775 

E-trust 0,480 0,474 

Based on the table above e-loyalty 0.700 means 70% is influenced by the observed factors, the remaining 30% is 
influenced by external factors. E-satisfaction of 0.780 means 78% is influenced by the observed factors, the remaining 
22% is influenced by external factors. E-trust of 0.480 means e-trust influences the observed factors by 48%, the 
remaining 52% is influenced by external factors of this study that were observed. 

4.1.7. F-square 

After calculating the R-Square value, the next step is to calculate the outer value of the F-Square as follows: 

Table 6 F-square Results 

 E-loyalty E-satisfaction E-trust Web quality 

E-loyalty     

E-satisfaction 0,296    

E-trust 0,001 0,070   

Web quality 0,032 1,349 0,923  

There is an insignificant contribution of e-trust to the f-square of e-loyalty with a value of 0.001. The remaining variables 
e-satisfaction, e-loyalty, web quality are significant. 

4.2. Direct effect 

This hypothesis testing aims to determine the relationship between research variables. This is done by the 
bootstrapping method on the research model, then analyzing the t-statistic value and its significance level against the 
P-value in the Path coefficient table. 

Table 7 The results of the path coefficient 

 Original 
Sample (O) 

Sample 
Mean (M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P Values 

E-satisfaction -> E-loyalty  0,635 0,608 0,118 5,384 0,000 

E-Trust -> E-Loyalty  0,020 0,040 0,096 0,211 0,833 

E-Trust -> E-Satisfaction  0,172 0,816 0,078 2,209 0,030 

Web Quality -> E-loyalty  0,207 0,212 0,104 2,003 0,048 

Web Quality -> E-Satisfaction  0,755 0,741 0,083 9,082 0,000 

Web Quality -> E-Trust 0,693 0,699 0,069 10,047 0,000 

 

Based on the results of the path coefficient in table 3.14 above, the results of the calculation of the direct influence test 
in this study from the t-statistic obtained with a total of >1.96 with a p-value of α: 5% (0.05). E-satisfaction has a 
significant positive effect on e-loyalty, that e-trust is not significant on e-loyalty, that e-trust has a significant positive 
effect on e-satisfaction, web quality has a significant positive effect on e-loyalty, web quality has a significant positive 
effect on e-satisfaction, web quality has a significant positive effect on e-trust. 
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4.3. Indirect effect 

Models in management research are becoming increasingly complex, increasing the possibility of indirect impacts (i.e. 
indirect and total impacts) and the need to compare these impacts (31). The following are the specific indirect effects 
in this study:  

Table 8 Specific indirect effects results 

 Original 
Sample (O) 

Sample 
Mean (M) 

Standard Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P 
Value
s 

E-trust -> E-satisfaction -> E-
Loyalty 

0,109 0,112 0,052 2,115 0,037 

Web quality -> e-trust -> e-
satisfaction 

0,076 0,078 0,037 2,024 0,046 

Web quality -> e-satisfaction 
-> e-loyalty 

0,480 0,425 0,110 4,342 0,000 

Web quality -> e-trust -> e-
loyalty 

0,014 0,029 0,067 0,208 0,836 

Web quality -> e-trust -> e-
satisfaction 

0,119 0,130 0,056 2,117 0,037 

It is known in table 8 that the indirect effects are as follows:  

The effect of e-trust with e-satisfaction and then on e-loyalty shows the original value of the sample amount of 0.109, 
the sample mean is 0.112 with a standard deviation of 0.052. The t-statistic value is 2.115 with a positive value and p-
values of 0.037. So it is said that e-trust has a positive effect on e-satisfaction through e-loyalty. 

The influence of web quality on e-trust and then on e-satisfaction shows the original sample value of 0.076. The sample 
mean is 0.078 with a standard deviation of 0.037. The t-statistic value is 2.024 with a positive value and p-values of 
0.046. So it is said that web quality has a positive effect on e-trust through e-satisfaction. 

The influence of web quality on e-satisfaction and then on e-loyalty shows the original sample value of 0.480. The sample 
mean is 0.425 with a standard deviation of 0.110. The t-statistic value is 4.342 with a positive value and p-values of 
0.000. So it is said that web quality has a positive effect on e-satisfaction through e-loyalty. 

The influence of web quality with e-trust and then on e-loyalty shows the original sample value of 0.014. The sample 
mean is 0.029 with a standard deviation of 0.067. The t-statistic value is 0.208 with a value of less and p-values of 0.836. 
So it is said that web quality is not significant to e-trust through e-loyalty. 

The influence of web quality on e-trust and then on e-satisfaction shows the t-statistic value is 2.117 with a positive 
value and at a p-value of 0.037. So it is said that web quality has a positive effect on e-trust through e-satisfaction. 

4.4. Total effect 

The total effect of a model also serves as input for importance performance map analysis (IPMA) and extends the 
standard PLS-SEM reporting of path coefficient estimates by adding a dimension to the analysis that considers the 
average of the latent variable score values (32). 

The following are the results of the total effects in this study as follows: 
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Table 9 Results of Total Effects 

  E-loyalty E-satisfaction E-trust Web quality 

E-loyalty     

E-satisfaction 0,635    

E-trust 0,129 0,172   

Web quality 0,777 0,874 0,693  

The following is an explanation of the values in the table above:  

Web quality has a total effect on e-satisfaction with a value of 0.874 indicating a very strong positive correlation between 
web quality and e-satisfaction. The better the quality of the website, the higher the resulting e-satisfaction. The effect of 
web quality on e-satisfaction is not entirely direct, but there are other variables that mediate (intermediate) this 
relationship. However, even though there is mediation, the total effect remains very strong (0.874). 

Web quality has a total effect on e-loyalty with a value of 0.777 indicating a strong positive correlation between web 
quality and e-loyalty. The better the quality of the website, the more likely customers are to be loyal. Web quality on e-
loyalty is not entirely direct, but there are other variables that mediate (intermediate) this relationship. However, even 
though there are mediating factors, the total effect remains significant and strong (0.777). 

Web quality has a total effect on e-trust with a value of 0.693 indicating a strong positive correlation between web 
quality and e-trust. The level of web quality is positively correlated with e-trust. There is no direct relationship between 
web quality and e-trust, on the contrary, there are other factors that function as intermediaries. The total effect remains 
strong (0.693).  

E-satisfaction has a total effect on e-loyalty with a value of 0.635, indicating that there is a fairly strong positive 
correlation between e-satisfaction and e-loyalty. Although this number is not as strong as higher values (above 0.7 or 
0.8), the value shows a significant positive correlation. This means that the higher the level of e-satisfaction, the higher 
the likelihood that customers will remain loyal. E-satisfaction and e-trust are not directly related, there are other factors 
that regulate this relationship. The total effect remains quite strong (0.635), even though there are mediating factors. 

E-trust has a total effect on e-satisfaction with a value of 0.172 indicating a weak positive correlation between e-trust 
and e-satisfaction. E-trust is affected by e-satisfaction with a weak value. Customer trust in a company is important, but 
its impact on customer satisfaction is not significant. In other words, a number lower than 1 indicates a weak positive 
correlation between e-trust and e-satisfaction. The effect of e-trust on e-satisfaction is not entirely direct because there 
are other variables that mediate (intervene) this relationship. However, even though there are mediating factors, the 
total effect remains small (0.172). 

E-trust has a total effect on e-loyalty with a value of 0.129 indicating a weak positive correlation between e-trust and e-
loyalty with a value of 0.129, e-trust has a very weak effect on e-loyalty. Although there is a positive correlation, the 
relationship is very weak. This shows that, although there is a slight effect of customer trust on customer loyalty, the 
effect of e-trust on loyalty, e-trust is not entirely direct, but is mediated by other factors. Although there are mediating 
factors, the total effect remains weak (0.129). 

The results of this study explain that website quality has a good effect on e-loyalty. This study supports the research of 
López and Varquez (17) and Alshurideh (12) that the same effect of web quality on e-loyalty is positive and significant. 
Website quality has a positive effect on e-trust. This study supports the research of Alshurideh (12) that the same effect 
of web quality on e-trust is positive and significant. Website quality has an effect on e-satisfaction. This study supports 
the research of  Pandjaitan (21) and Giao, Vuong and Quan (1) that the effect of web quality on e-satisfaction is positive 
or significant. Website quality can increase shopee customer satisfaction. Customer satisfaction refers to the level of 
customer happiness towards using products from the shopee company. 

In this result, e-trust has no significant (negative) influence on e-loyalty. Arya S (11) are not supported by this study and 
López and Varquez (17) study shows that e-trust has a direct and significant relationship on e-loyalty. This study found 
that e-trust on e-loyalty is not significant or negative. So it is said that e-trust on e-loyalty is not enough to fulfill the trust 
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of customers who shop at Shopee. E-trust on Shopee is still considered less trusted in this study. E-loyalty in this study 
Shopee is still considered less loyal, which results in uncertainty for customers to return to shop at Shopee.  

E-trust has a positive and significant effect on e-satisfaction on shopee. This study proves that e-trust has a positive but 
irrelevant effect on e-satisfaction (25). E-trust significantly affects e-satisfaction provides support for significant e-trust 
on e-satisfaction (9). These two studies have different results on e-trust on e-satisfaction (25). E-trust has a positive but 
insignificant effect on e-satisfaction, Ghane's previous study e-trust significantly affects e-satisfaction. In other words, 
there are differences between the two previous studies. But e-trust has a positive effect on e-satisfaction, the same as 
Ghane's research supports this study. 

In this finding, e-satisfaction has a positive and significant effect on e-loyalty. According to previous research by Azli 
and Ghane (9) e-satisfaction is positively related to e-loyalty. This study proves that e-satisfaction, like e-trust, has a 
direct and immediate effect on e-loyalty. E-satisfaction has a positive effect on e-loyalty, the same as research by Azli 
and Ghane (9) which supports this study. 

Web quality has no significant effect on e-loyalty through e-trust on the Shopee marketplace. Found that website quality 
as it is has a positive and significant effect on e-trust through e-loyalty, which has the most significant effect on e-trust 
(17). A research by Giao, Yuong and Quan (1) states that e-trust and e-satisfaction are mediating factors in the 
relationship between website and e-loyalty because lack of e-trust and e-satisfaction can be the main reason customers 
decide not to shop online or they may consider switching to another website. This study does not support research by 
López and Varquez (17) and and  Giao, Yuong and Quan (1) which shows that web quality has an effect on e-trust 
through e-loyalty. This study shows that web quality does not have a significant effect on electronic trust (e-trust) 
through electronic loyalty (e-loyalty). 

Web quality has a significant effect on e-loyalty through e-satisfaction on the Shopee marketplace. This study supports 
the research of Afsar and Nasiri (28) and  Giao, Yuong and Quan (1) web quality on e-satisfaction through e-loyalty has 
a direct effect. The study shows that good web quality and high Shopee e-loyalty in the eyes of customers have a positive 
impact on increasing e-satisfaction on Shopee. Customer loyalty to Shopee tends to cause them to recommend this 
Shopee to people closest to customers. 

5. Conclusion 

This study can be concluded: (1) Website quality has a positive and significant effect on e-loyalty for Shopee marketplace 
users. Customers will be more likely to return to shop at Shopee because it is easy to use, has the latest information, and 
customers are satisfied. (2) The effect of website quality on e-trust for Shopee marketplace users is positive and 
significant. Believing that the quality of the website when shopping at Shopee is safe makes customers feel comfortable 
and not worried about shopping. (3) The effect of website quality on e-satisfaction for Shopee marketplace users is 
positive and significant. This satisfaction proves that shopping can provide a good customer experience to its customers 
in terms of ease of access, speed of response, transaction security, and quality of goods or services provided. (4) The 
effect of e-trust on e-loyalty with Shopee marketplace users is negative and insignificant. Consumers feel less confident 
that Shopee will fulfill its commitments. This can include product quality, delivery time promises, return policies, and 
good customer service. (5) The influence of e-trust on e-satisfaction of Shopee marketplace users is positive and 
significant. Shopee is trustworthy and provides services as expected, customers are satisfied and happy with Shopee. 
(6) The influence of e-satisfaction on e-loyalty on the influence of shopee marketplace customers is positive and 
significant. Customers feel very satisfied and happy with the services they receive on the shopee website, which 
encourages them to buy products on shopee again. (7) E-trust is unable to mediate the influence of web quality on e-
loyalty. Users may pay more attention to other factors such as price, promotion, and delivery speed than web quality. 
Although the shopee website is of high quality, these factors may be more determinant of e-loyalty. (8) E-satisfaction is 
able to significantly mediate the influence of web quality on the e-loyalty of shopee marketplace users. Users feel very 
satisfied with the quality of shopee services, so they want to recommend it to people to use it, because customers are 
sure that the shopping experience at shopee will be satisfying. 

There are several limitations of this study: (1) There are obstacles in finding respondents to fill out the questionnaire 
with the criteria in this study. (2) Constraints in selecting variables in this study. (3) This study uses e-trust and e-
satisfaction as a link between web quality and e-loyalty if different mediators are included in the existing framework, 
the relationship may be stronger and more comprehensive. 

Researchers suggest to companies: (1) The results of this study can be used as inspiration for the Shopee marketplace 
company to pay more attention to customer trust, including information that is important to its customers. By paying 
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more attention to the problems experienced by customers by providing the information needed by customers, Shopee 
can improve the quality of service and customer trust. (2) Shopee is expected to maintain and even increase customer 
satisfaction, because customers are happy with Shopee's online services so that customers remain loyal to buying from 
Shopee. Researchers suggest for further research: (1) It is hoped that subsequent researchers will consider including 
additional variables that have not been studied in this study. By including additional variables, it can provide a 
significant and in-depth contribution to the understanding of this Shopee research. (2) Efforts are made to increase the 
number of samples and respondents so that the results are better, more representative and accurate. 
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