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Abstract 

Purpose: This research's main objective is to determine the relationship 
among e-service quality, trust, and brand image to customer loyalty. 
Customer satisfaction was a mediator which focused on Shopee 
customers in Yogyakarta.  

Design/methodology/approach: The research respondents consisted 
of 245 customers. The reliability and validity tests were conducted. The 
collected data were analyzed using the SEM AMOS method.  

Findings: The research results showed that: 1) e-service quality had a 
positive and significant influence on customer loyalty; 2) trust had a positive 
and significant influence on customer loyalty; 3) brand image had a positive 
and significant influence on customer satisfaction; 4) e-service quality had a 
positive and significant influence on customer loyalty; 5) customer trust had 
a positive and significant influence on customer loyalty; 6) brand image had 
a positive and significant influence on customer loyalty; 7) customer 
satisfaction had a positive and significant influence on customer loyalty; 8) 
e-service quality had a direct influence on customer loyalty without customer 
satisfaction as a mediator; 9) trust had a direct influence on customer loyalty 
without customer satisfaction as a mediator; 10) brand image had a direct 
influence on customer loyalty without customer satisfaction as a mediator. 

Research limitation/implications: The research sample was Shopee 
customers in the Special Region of Yogyakarta. There had not been an 
analysis of other factors that influence customer satisfaction and loyalty, 
such as social risk and time risk.  

Practical implications: Future research should expand the research sam-
ple to Shopee customers outside of Yogyakarta Special Region. For further 
research, it is recommended to modify the proposed model so that the 
goodness of fit criteria obtained will be fulfilled by the good criteria. 

Originality/value: In the context of customer satisfaction and loyalty, 
this research had offered an empirical research model on the relationship 
among e-service quality, trust, brand image, customer satisfaction and 
customer loyalty on Shopee customers outside of Yogyakarta Special Re-
gion. The use of satisfaction had mediating influence of e-service quality, 
trust, brand image on customer loyalty. 

Keywords: e-service quality, trust, brand image, customer satisfaction, 
customer loyalty. 

 

Introduction 

Considering the growing trend of e-commerce, business people in Indonesia are currently required 
to act quickly to reach customers, one of which is the use of e-commerce. E-commerce is buying 
and selling various products, services and information electronically, which focuses on business 
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transactions using the internet. 
In Indonesia, competition in the e-commerce industry is still dominated by large compa-

nies, Shopee. In 2015, Shopee was first launched in Singapore. Shopee first started as a customer-
to-customer (C2C) marketplace but had shifted to a C2C and Business for Customer (B2C) hybrid 
model since launching Shopee Mall, an online store platform for the distribution of well-known 
brands. Brand is an important part in achieving business continuity for the business (Hidayanti, 
Nuryakin, & Farida, 2018). 

Generally, the literature shows that the greater the e-service quality, the greater the electronic 
customer satisfaction. Apart from that, it was found that e-service quality also improves electronics, 
and it was found that e-service quality also increases customers' e-trust in service providers. 

Chou et al. (2015) said that, besides e-service, customers must also feel satisfied with a web-
site; they are more willing to interact with the website's future and become loyal customers. Many 
studies prove that satisfaction can directly affect loyalty, as research conducted shows that e-satisfac-
tion is one of the main factors that play a role in building e-loyalty in the online trading system. 

Another factor that can play a role in building loyalty is trust in an online site. According 
to Giovanis & Athanasopoulou (2014), trust is a foundation in initiating, forming, and maintaining 
relationships between online customers and sellers. Bhat et al. (2018) argued that trust is an im-
portant factor that unites partners and makes them comfortable to conduct business transactions. 
The higher the trust, the higher the loyalty (Aslam et al., 2019). 

The relationship among e-service quality, satisfaction, trust, and loyalty has been significant, 
but the strength of the relationship among the three can vary. Looking at the facts makes research-
ers interested in seeing the relationship among e-service quality, trust, brand image, and loyalty. 
Thus, this research is entitled "The Influence of E-Service Quality, Trust, Brand Image on Shopee 
Customer Satisfaction and Loyalty." 

 

Literature Review  

Electronic Service Quality (E-Service Quality) 

Service quality is defined as a global assessment or attitude relating to overall service excellence 
(Parasuraman et al., 2005). Nonetheless, the meaning and measurement of service quality are sig-
nificantly different in the online context due to the unique nature of the interactions between cus-
tomers and service providers (Ribbink et al., 2004). 

E-service quality or also known as E-ServQual, is a new version of Service Quality (Serv-
Qual). E-ServQual was developed to evaluate a service provided on the internet network. E-Service 
Quality is defined as the extension of a site's ability to effectively and efficiently facilitate shopping, 
purchasing, and distribution activities (Chase et al., 2006). Based on Ho & Lee (2007), there are 
dimensions of e-service quality measurement, namely: 

Firstly, Information Quality, namely information for customers on the website, is the most 
important thing in service quality because this is what customers feel directly. Secondly, Security 
which means how its customers can trust the website. The good online services performed can make 
customers more trustworthy. Beside that, security also means how to maintain customers' privacy, 
including customer personal data that has been inputted on the website. When security is lacking, it 
will cause customer distrust and will reduce customer satisfaction. Thirdly, Website Functionality is 
very important because this is the mainstay of service quality electronically. Lack of good online 
customer electronic services will be confused and need to find information on the needed prod-
ucts/services. If the customer continues to experience confusion, the customer will stop and feel 
that what is being done is not effective and efficient. Fourthly, Customer Relationships can make 
the website a place for a social organization online to provide users and customers opportunities 
to share opinions and exchange information in the community. Fifthly, Responsiveness and Fulfill-
ment dimension measures how to respond to what is needed by the customer, whether on time to 
respond to it or not. Answering customer inquiries quickly and efficiently is very important. Because 
customers choose to use online for time efficiency, accuracy in answering customer questions and 
complaints is very important to pay attention. 
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Trust 

According to Mayer (2010), defining trust is a person's willingness to be sensitive to others' actions 
based on the expectation that other people will take certain actions on those who believe in them 
without depending on their ability to supervise and control them. He also explained that people 
who are trusted have a willingness and sensitivity to others' expectations who believe that their 
actions play a very important role. 
 
Brand Image 

Kotler & Armstrong (2012) stated that brand image is owned by someone in the form of a set of 
ideas, beliefs, and impressions of a brand. Therefore, brand image determines consumer attitudes 
and actions. Brand image is the perception of a brand which reflects the consumer's memory of its 
association with the brand (Lee et al., 2014).  
 
Loyalty 

Customer loyalty has an important role in a company. Maintaining it means improving financial 
performance and maintaining the viability of the company. This is the main reason for a company 
to attract and retain it. That customer loyalty tends to be closer to behavior, not attitude. Customer 
loyalty is the tendency of a customer to buy or use a product or service to convey and recommend 
to others the product or service that has been received. In the end, customers will be loyal to these 
products or services and reject similar products or services offered by different companies.  

This study develops 10 (ten) hypotheses that show the relationship among the variables 
studied. Research conducted by Setiawan & Sayuti (2017) showed an influence between service 
quality and customer satisfaction. This research was conducted on consumers who have used the 
services of tour and travel companies in South Sumatra. Research conducted by Nuseir (2010) 
showed that e-service quality positively and significantly affects satisfaction. This research was con-
ducted on bank customers in Jordan. This research was about customer satisfaction is formed 
because bank customers are responsive, the website's attributes and their respective adjustments. 
Based on theory and supported by the research results of Setiawan & Sayuti (2017), Gera (2011), 
and Nuseir (2010), it can be stated that e-service quality has a positive and significant influence on 
customer satisfaction. 
H1: E-service quality has a positive and significant influence on customer satisfaction. 

 

Rasyid & Sugiyono (2014) revealed that trust has a positive and significant influence on 
loyalty. Trust arises when someone feels confident in a product and in the end, it will make some-
one loyal to the brand. Research conducted by Chou et al. (2015) had proven that online shopping 
satisfaction will influence trust in the company and its products. The greater the customer satisfac-
tion, the greater the customer trust in the product or service purchased. Based on these researches, 
a hypothesis can be formulated: 
H2: Trust has a significant and positive influence on satisfaction. 
 

Research conducted by Shahroudi & Naimi (2014) examined the influence of brand image 
on customer satisfaction in consumer hygiene products. Furthermore, the result is the brand image 
has a positive effect on customer satisfaction. Research conducted by Kariuki (2015) aimed to 
determine the impact of brand image on customer satisfaction in supermarkets in Kenya. The 
research population was 15 supermarkets operating in Nairobi. The results of this research indi-
cated that brand image and customer satisfaction have a positive and significant relationship. Cus-
tomer satisfaction is important in retaining customers. Research conducted by Upamannyu & 
Sankpal (2014) aimed to determine the benefits of brand image on customer satisfaction at cos-
metic brands (Fair Lovely) in Gwalior, India. The results showed that brand image influences cus-
tomer satisfaction. Based on theory and supported by the research results of Shahroudi & Naimi 
(2014), Kariuki (2015), and Upamannyu & Sankpal (2014), it can be stated that brand image has a 
positive and significant effect on customer satisfaction. 
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H3: Brand image has a positive and significant influence on customer satisfaction. 
 

Research conducted by Asgari (2014) showed that there is an influence of e-service quality 
on e-loyalty. The purpose of this research was to determine the effect of e-service quality on bank 
customer e-loyalty. This research was conducted on Hekmat Bank customers in Iran. Research 
conducted by Cristobal et al. (2007) showed that perceived e-service quality can affect loyalty. This 
relevant research on perceived quality on the internet focuses on aspects of web design. The exist-
ing literature on internet consumer behavior has not fully analyzed the benefits generated by higher 
perceived quality in terms of user satisfaction and loyalty. A research conducted by Sundaram et al. 
(2017) stated that e-service quality significantly and positively influences customer loyalty. This 
research was conducted on e-commerce, aiming to test e-service quality with customer satisfaction 
and customer loyalty. E-service quality is important to build customer loyalty because now online-
based businesses have started to develop a lot; thus, e-service quality can determine customer loy-
alty. Based on the theory and supported by the research results of Asgari (2014), Cristobal et al. 
(2007), and Sundaram et al. (2017), it can be stated that e-service quality has a positive and signifi-
cant influence on customer loyalty. 
H4: E-service quality has a positive and significant influence on customer loyalty. 
 

Rasyid and Sugiyono (2014) revealed that trust has a positive and significant influence on 
loyalty. Trust arises when someone feels confident in a product, and in the end, it will make some-
one loyal to the brand. Another research conducted by Chou et al. (2015) entitled "Female Online 
Shoppers: Examining the Mediating Roles of E-satisfaction and E-trust on E-loyalty 
Development" showed that e-trust also has a positive effect on e-loyalty and becomes a mediator. 
In the context of electronic business, Kim et al. (2009) conducted a research to propose and test 
an integrative model of the e-loyalty development process. The results showed that in the process 
of developing e-loyalty, e-trust is one of the factors that influence it. Kassim & Abdullah (2012) 
also researched the context of e-commerce and showed the results that trust has a significant 
influence on customer loyalty through word of mouth (WOM). 
H5: Trust has a positive and significant influence on Brand Loyalty. 
 

Research conducted by Kumowal et al., (2016) stated that brand image positively influences 
customer loyalty. This research revealed that the store brand image and service quality in a store 
strongly influence customer satisfaction, trust, and commitment to become loyal customers. Re-
search conducted by Onyancha (2013) aimed to determine the relationship among the bank's brand 
image, customer satisfaction, and customer loyalty to the Kenya Commercial Bank (K.C.B.). This 
research indicated that the brand image of the bank has a positive effect on customer loyalty. Re-
search conducted by Sönmez (2014) aimed to determine the relationship between brand image and 
customer loyalty in banks located in Ankara and Istanbul, Turkey. The results showed that brand 
image influences customer loyalty. Brand image is very important in the banking sector. Research 
conducted by Sulibhavi & Shivashankar (2017) aimed to determine the relationship among brand 
image, satisfaction, and customer loyalty to private label brands in Hubli-Dharwad. This research 
was conducted by distributing 186 valid questionnaires and showing a significant relationship be-
tween brand image and customer loyalty. Based on theory and supported by research results by 
Kumowal et al., (2016), Kumowal et al., (2016), Sonmez (2014), and Sulibhavi & Shivashankar 
(2017), it can be stated that brand image has a positive and significant influence on customer loyalty. 
H6: Brand image has a positive and significant influence on customer loyalty. 
 

Research conducted by Srivastava (2015) showed a positive relationship between customer 
satisfaction and customer loyalty. This research aimed to develop a holistic research framework to 
investigate the dynamic relationship between two business success metrics - customer satisfaction 
and customer loyalty. Research conducted by Nayebzadeh et al., (2013) aimed to examine the rela-
tionship between customer satisfaction and customer loyalty with bank financial performance 
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through field studies. These research' results indicated a strong positive relationship between cus-
tomer satisfaction and customer loyalty by 95%. One of the variables of customer satisfaction and 
customer loyalty is significantly related to the bank's performance by 90%. Based on theory and sup-
ported by the research results of Srivastava (2015), Nayebzadeh et al., (2013), and Ibojo (2015), it can 
be stated that customer satisfaction has a positive and significant influence on customer loyalty. 
H7: Customer satisfaction has a positive and significant influence on customer loyalty. 
 

Research conducted by Laurent (2016) showed that e-service quality positively influences 
customer loyalty through customer satisfaction. This research aimed to determine the influence of e-
service quality on GO-jek customer loyalty through customer satisfaction. Research conducted by 
Santouridis & Trivellas (2010) aimed to determine the important factors that lead to customer loyalty 
in Greece's cellular telephone sector, namely service quality and customer satisfaction. Furthermore, 
the research also found a mediating effect of customer satisfaction on service quality and customer 
loyalty relationships. In this research, customer satisfaction's mediating role on service quality has a 
positive and significant effect on customer loyalty. Based on the theory and supported by the research 
results of Laurent (2016) and Santouridis & Trivellas (2010), it can be stated that customer satisfaction 
plays a role as a mediator of the influence of e-service quality on customer loyalty. 
H8: Customer satisfaction acts as a mediator of the influence of e-service quality on customer loyalty. 
 

Research results from Deng et al., (2010) stated that trust influences loyalty through cus-
tomer satisfaction. If the company can pay attention for the customer's trust, the customer will be 
satisfied to lead customer loyalty on the brand. 
H9: Customer satisfaction acts as a mediator of the influence of trust on customer loyalty. 
 

 
Sources: Setiawan (2017), Sulibhavi & Shivashankar (2017), Shahroudi & Naimi (2014), Laurent (2016), 

Saputra (2013) 

Figure 1. Research Model 
 
This research was conducted by Saputra (2013) which stated that company image has a 

positive and significant influence on the decision to provide good customer satisfaction with the 
support of service quality. Pramudyo (2012) conducted this research showing that customer satis-
faction is an intervening variable that positively influences brand image and loyalty. These results 
indicated that students become loyal to the existence of a positive brand image and higher educa-
tion. Based on the theory and supported by the research results of Saputra (2013) and Pramudyo 
(2012), it can be stated that customer satisfaction plays a role as a mediator for the influence of 
brand image on customer loyalty. 
H10: Customer satisfaction acts as a mediator of the influence of brand image on customer loyalty. 
 

Methods 

In this research, the research population was the Shopee website/application in the Yogyakarta 
Special Region. In the sampling technique, the researcher used the purposive sampling technique 

E-service quality 

Brand Image 

Loyalty Satisfaction Trust 

H1

H2

H3

H4

H5

H6

H7

H8

H9 H10
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where this research was not conducted on the entire population but focused on the target. Accord-
ing to Sekaran & Bougie (2013), purposive sampling means a sampling technique with certain con-
siderations. The sample characteristics used in the research were (1) Customers who had made 
purchase transactions on the Shopee website/application at least three times (2) Customers who 
were currently domiciled in the Special Region of Yogyakarta, and (3) customers aged from 17 up 
to 65 years. 

The sample determination size has a role in interpreting the results of structural equational 
modeling (SEM). The most common SEM estimation procedure is the maximum likelihood (ML). 
Of the questionnaires that were distributed, 250 questionnaires were returned to be followed up. 
After further investigation through the verification process, of the 250 questionnaires returned, 
only 243 questionnaires were completed and fulfilled the further analysis requirements. After the 
outlier analysis was carried out, no outliers were found. Thus, all 243 respondent data could be 
used in further analysis. 

The sample size's adequacy that must be met in this modeling was a minimum of 100-200 
samples or the number of estimated parameters multiplied by 5-10 (Sekaran & Bougie (2010). Re-
spondents were analyzed according to respondents' characteristics: gender, age, occupation, and 
income. These aspects were important respondent characteristics that can be linked to research 
variables. Respondent characteristics were analyzed using descriptive statistics with SPSS program, 
namely: cross-tabulation (crosstab), frequency distribution, and index value analysis. Descriptive 
statistics is a method related to collecting and presenting data to provide useful information 
(Sholiha & Salamah, 2015). 

The research hypothesis testing was carried out using the Structural Equation Modeling 
(SEM) approach using AMOS version 22. Structural Equation Modeling (SEM) collects statistical 
techniques that allow testing a series of relatively complex relationships simultaneously. Thus, the 
researcher used this analysis tool because of the existence of several complex relationships of sev-
eral variables tested in this research. The Structural Equation Modeling (SEM) approach using 
AMOS can combine several techniques, including factor analysis, path analysis, and regression 
analysis. Therefore according to Ghozali (2017), to test the hypothesis, the Cronbach Ratio value 
(C.R) is ≥ 1.967 or the significant probability value (p) is ≤ 0.05 (significant at 5% rate). 

Related to the characteristics of respondents in this research, most of Shopee customer 
were dominated by women aged 17-25 years of 50.2%, students of 36.2% with a shopping fre-
quency > 6 of 70.8% and income per month 1.5-2 million of 51.4%. 

 
Table 1. Standardized Regression Weight CFA Test 

Indicator 
Loading 
Factor 

Information  Indicator 
Loading 
Factor 

Information 

SQ1 0.934 Valid  SQ20 0.834 Valid 
SQ2 0.917 Valid  K1 0.931 Valid 
SQ3 0.940 Valid  K2 0.945 Valid 
SQ4 0.926 Valid  K3 0.949 Valid 
SQ5 0.885 Valid  K4 0.964 Valid 
SQ6 0.928 Valid  CM1 0.907 Valid 
SQ7 0.891 Valid  CM2 0.951 Valid 
SQ8 0.879 Valid  CM3 0.966 Valid 
SQ9 0.888 Valid  CM4 0.918 Valid 
SQ10 0.864 Valid  K1 0.931 Valid 
SQ11 0.887 Valid  K2 0.945 Valid 
SQ12 0.824 Valid  K3 0.949 Valid 
SQ13 0.904 Valid  K4 0.964 Valid 
SQ14 0.867 Valid  K5 0.898 Valid 
SQ15 0.879 Valid  L1 0.940 Valid 
SQ16 0.900 Valid  L2 0.985 Valid 
SQ17 0.876 Valid  L3 0.998 Valid 
SQ18 0.883 Valid  L4 0.949 Valid 
SQ19 0.879 Valid     
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The data analysis method was carried out in the assistance of IBM Statistics AMOS version 
24. The validity test was based on Ghozali (2017) with confirmatory factor analysis (CFA). CFA 
analysis is used to test the concept building using several measurable indicators. The loading factor 
can be used to measure construct validity. Thus, the questionnaire can be said to be valid if the 
question can reveal something measured by a questionnaire. The validity of the construction can 
be known by looking at the standard factor value loading of each indicator. If the standard loading 
factor value is ≥ 0.5 or ideally 0.7, it can be declared valid (Ghozali, 2017). Meanwhile, if the value 
is invalid, the indicator must be dropped in the next analysis. 

The reliability of a measuring instrument can be seen from the resulting CR (Construct 
Reliability) and AVE (Average Variance Extracted) values. If the CR value is obtained from the 

calculation of  0.70 and the AVE value from the calculation  of 0.50, the variable's measuring 
instrument is declared reliable (Ghozali, 2017). The following are the results of the calculation of 
the reliability test on each variable: 

 
Table 2. Reliability Test Results 

Variable Indicator CR AVE 

E-service quality 

SQ1 

0.987 0.796 

SQ2 
SQ3 
SQ4 
SQ5 
SQ6 
SQ7 
SQ8 
SQ9 
SQ10 
SQ11 
SQ12 
SQ13 
SQ14 
SQ15 
SQ16 
SQ17 
SQ18 
SQ19 
SQ20 

Trust  

P1 

0.984 0.937 
P2 
P3 
P4 

Brand image  

CM1 
0.965 

 
0.875 

 
CM2 
CM3 
CM4 

Customer satisfaction  

K1 

0.973 0.879 
K2 
K3 
K4 
K5   

Customer Loyalty 

L1 

0.984 0.938 
L2 
L3 
L4 

 

From Table 2, the CR value of all research variables had the value of  0.70 and the overall 
AVE value had a value of 0.50. Thus, based on these results, the researcher concluded that the 
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measuring instruments used in all research variables had met the criteria and were reliable. The 
customer loyalty variable showed the highest reliable value, meaning that the respondents' answers 
to the loyalty variable indicators had the highest level of trust compared to other variables. 

 
Table 3. Hypothesis Test Results of Regression Weighs 

   Estimation S.E. C.R. P Description 

E-service quality → Satisfaction 0.624 0.066 9.417 0.000 
H1 

Received 

Trust → Satisfaction 0.107 0.037 2.856 0.004 
H2 

Received 

Brand Image → Satisfaction 0.210 0.048 4.357 0.000 
H3 

Received 

E-service quality → Loyalty 0.491 0.076 6.434 0.000 
H4 

Received 

Trust → Loyalty 0.115 0.037 3.096 0.002 
H5 

Received 

Brand Image → Loyalty 0.116 0.049 2.376 0.018 
H6 

Received 

Satisfaction → Loyalty 0.374 0.070 5.327 0.000 
H7 

Received 

 
From the test results using SEM, the model estimation results of P-value will be compared with 
the critical value of 0.05. The C.R. value of the model estimation results will be compared with the 
critical value of 1.96. If the P-value is below 0.001, the independent (exogenous) variable is declared 
to influence the dependent variable (endogenous), and the research hypothesis is accepted, whereas 
if the P-value exceeds 0.05, the independent (exogenous) variable is declared to have no significant 
effect on the independent (endogenous) variable and the hypothesis research is rejected. As for 
comparing critical values using C.R., the value of C.R., which exceeds 1.96, is declared that the 
independent variable (exogenous) has a significant effect on the dependent variable (endogenous) 
and the hypothesis is accepted. Whereas, if the value of C.R. is below 1.96, the independent variable 
is considered to have no significant influence on the dependent variable and the hypothesis is re-
jected. 

Based on the researcher's research model where there was an intervening variable (media-
tion) of customer satisfaction which linked the e-service quality and customer loyalty variables, it 
did not have a significant effect. This was proven that the standardized direct effect value was 
0.405. It was higher than the standardized indirect effect value of 0.192. Thus, it can be concluded 
that the mediating effect of customer satisfaction did not have a significant influence on the rela-
tionship between e-service quality and customer loyalty. 

The intervening variable (mediation) of customer satisfaction which linked the trust and 
customer loyalty variables, it did not have a significant effect. This was proven that the standardized 
direct effect value was 0.133. It was higher than the standardized indirect effect value of 0.046. 
Thus, it can be concluded that the mediating effect of customer satisfaction did not have a signifi-
cant influence on the relationship between trust and customer loyalty. 

The intervening variable (mediation) of customer satisfaction which linked the brand image 
and customer loyalty variable, it did not have a significant effect. This was proven that the stand-
ardized direct effect value was 0.108. It was higher than the standardized indirect effect value of 
0.073. Thus, it can be concluded that the mediating effect of customer satisfaction did not have a 
significant influence on the relationship between brand image and customer loyalty. 
 

Results and Discussion 

The results of the research determined the influence of e-service quality on Sophee customer sat-
isfaction. It showed that C.R. value was 9.417 with the significance value of 0.000 because the 
significance was less than 0.05 (p <0.05) and the regression coefficient had a positive value. It also 
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showed that e-service quality had a positive and significant influence on customer satisfaction. The 
higher the e-service quality, the higher the customer satisfaction. 

The results of the research determined the influence of trust on Sophee customer satisfac-
tion. It showed that C.R. value was 2.856 with the significance value of 0.004 because the signifi-
cance was less than 0.05 (p <0.05) and the regression coefficient had a positive value. It also showed 
that trust had a positive and significant influence on customer satisfaction. The higher the trust, 
the higher the customer satisfaction. 

The results of this research determined the influence of brand image on Sophee customer 
satisfaction. It showed that C.R. value was 4.357 with the significance value of 0.000 because the 
significance was less than 0.05 (p <0.05) and the regression coefficient had a positive value. It also 
showed that brand image had a positive and significant influence on customer satisfaction. The 
higher the brand image, the higher the customer satisfaction. 

The results of the research determined the influence of e-service quality on Sophee cus-
tomer loyalty. It showed that C.R. value was 6.434 with the significance value of 0.000 because the 
significance was less than 0.05 (p <0.05) and the regression coefficient had a positive value. It also 
showed that e-service quality had a positive and significant influence on customer loyalty. The 
higher the e-service quality, the higher the customer loyalty. 

The results of the research determined the influence of trust on Sophee customer loyalty. 
It showed that C.R. value was 3.096 with the significance value of 0.002 because the significance 
was less than 0.05 (p <0.05) and the regression coefficient had a positive value. It also showed that 
trust had a positive and significant influence on customer loyalty. The higher the trust, the higher 
the customer loyalty. 

The results of the research determined the influence of brand image on Sophee customer 
loyalty. It showed that the value of C.R. was 2.376 with the significance value of 0.018 because the 
significance was less than 0.05 (p <0.05) and the regression coefficient had a positive value. It also 
showed that brand image had a positive and significant influence on customer loyalty. The higher 
the brand image, the higher the customer loyalty. 

The results of the research determined the influence of customer satisfaction on Sophee 
customer loyalty. It showed that the value of C.R. was 5.327 with the significance value of 0.000 
because the significance was less than 0.05 (p <0.05) and the regression coefficient had a positive 
value. It also showed that customer satisfaction had a positive and significant influence on customer 
loyalty. The higher the customer satisfaction, the higher the customer loyalty. 

The mediation test of customer satisfaction on the relationship between e-service quality 
and customer loyalty showed that the standardized direct effect value was 0.405, which was higher 
than the standardized indirect effect value of 0.192. These results indicated that high service quality 
will directly affect customer loyalty without having to go through satisfaction. It is possible that 
consumer satisfaction was not only measured from convenience, product information, financial 
security, attractive website appearance but needed to be supported by non-electronic services, 
where these services could not be read on the website but directly felt by consumers. 

The mediation test of customer satisfaction on the relationship between trust and customer 
loyalty showed that the standardized direct effect value was 0.13, which was higher than the stand-
ardized indirect effect value of 0.046. From the results shown in the mediation test above, customer 
satisfaction could not provide a significant influence between customer trust and loyalty. According 
to researchers, although customer satisfaction affected customer loyalty, customers had another 
perception that it was more supportive of trust in customer loyalty. In this case, the perception of 
trust as a whole had a greater effect on customer loyalty than just seeing the perception of customer 
satisfaction. 

The results of the mediation test of customer satisfaction on the relationship between brand 
image and customer loyalty showed that the standardized direct effect value was 0.018, higher than 
the standardized indirect effect value of 0.073. 

From the results shown in the mediation test above, customer satisfaction cannot provide 
a significant influence between brand image and customer loyalty. According to researchers, alt-
hough customer satisfaction affected customer loyalty, customers had other perceptions that were 
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more supportive on brand image to customer loyalty. In this case, the perception of the brand 
image had a greater influence on customer loyalty than just seeing the perception of customer 
satisfaction. 

 

Conclusion 

This research indicated that (1) E-service quality had a significant and positive influence on cus-
tomer satisfaction. The better the e-service quality, the higher the customer satisfaction. (2) Trust 
had a significant and positive influence on customer satisfaction. The better the trust, the higher 
the customer satisfaction. (3) Brand image had a significant and positive influence on customer 
satisfaction. The better the brand image, the higher the customer satisfaction. (4) E-service quality 
had a significant and positive influence on customer loyalty. The better the e-service quality, the 
higher the customer loyalty. (5) Trust had a significant and positive influence on customer loyalty. 
The better the trust, the higher the customer loyalty. (6) Brand image had a significant and positive 
influence on customer loyalty. The better the brand image, the higher the customer loyalty. (7) 
Customer satisfaction had a significant and positive effect on customer loyalty. The higher the 
customer satisfaction, the higher the customer loyalty. (8) E-service quality had a direct influence 
on customer loyalty without going through customer satisfaction. (9) Trust had a direct influence 
on customer loyalty without going through customer satisfaction. (10) Brand image had a direct 
influence on customer loyalty without going through customer satisfaction. 

Future research should expand the research sample to Shopee customers outside of Yog-
yakarta Special Region. For further research, it is recommended to modify the proposed model so 
that the goodness of fit criteria will be fulfilled with the good criteria. 
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