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ABSTRACT 

This study aims to determine the effect of e-service quality and e-trust on e-loyalty, with e-satisfaction as an intervening variable 

for Lazada Application customers who live in Bandung. The study is a descriptive and causal research. The sampling technique 

used nonprobability sampling with total of 100 people. This research uses quantitative methods with descriptive analysis 

techniques and path analysis. The results of the questionnaire were measured using a Likert scale. Data processing was performed 

by using SPSS 26. The results showed that e-service quality and e-trust have an influence on e-satisfaction; and e-service quality 

and e-trust have an influence on e-loyalty with e-satisfaction as an intervening variable. In conclusion, the results of this study 

prove that although e-service quality and e-trust have no effect on e-loyalty, e-loyalty is strongly influenced by e-satisfaction; and 

e-consumer satisfaction on Lazada is greatly influenced by the e-service quality provided by Lazada, and consumer e-trust in the 

Lazada application. 
  

Keywords 

E-service quality, e-trust, e-customer loyalty, e-satisfaction 

 

Article Received: 18 October 2020, Revised: 3 November 2020, Accepted: 24 December 2020 

 
 

Introduction 
 

The rapid growth of technology provides many 

conveniences in aspects of life. One of these 

technologies is interconnection-networking or 

internet short. With the internet, users are given a 

variety of conveniences in processing information, 

communicating to ease in the business world. 

Indonesia is one of the countries with the most 

internet users in the world. Reported on the 

Kumparan.com at the end of January 2020 

Internet users in Indonesia reached 175,400,000 

users out of a total population of about 

272,100,000. Quoted from wearesocial.com it is 

known that the average internet access of users in 

Indonesia in one day is 7 hours 59 minutes higher 

than the world average internet access of only 6 

hours 43 minutes. The duration provides an 

opportunity for businesses to take advantage of 

the internet, one of the media that utilizes 

the internet, namely e-commerce. 

 

E-commerce or electronic commerce makes it 

easy for anyone to do marketing activities 

including product buying and selling activities. 

Based on data from We Are Social, it is known 

that Indonesia is a country with the largest user 

of e-commerce in the world, with 88% of the total 

internet users in Indonesia. Thus, the opportunities 

in the e-commerce market itself are quite 

promising for businesses. E-commerce companies 

in Indonesia today are quite numerous, one of 

these e-commerce companies is Lazada. The 

company established in Indonesia since 2014 

provides online shopping services on applications 

or websites. 

   

Figure 1. Number of Lazada visitors 

Source: www.iprice.com 

  

Figure 1 describes Lazada's visitor numbers from 

the first quarter of 2019 until the second quarter of 

2020. It is known that number of Lazada visitors 

at the beginning of 2019 was 54,044,500 which is 

the highest number of visitors to Lazada from 

2019 to the second quarter of 2020. Followed by 
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the lowest number of visitors in the second quarter 

of 2020 only many as 22,021,800 visitors. The 

table gives an idea that Lazada experienced a 

decrease in visitor numbers almost every 

quarter. This indicates that Lazada lost more than 

50% of its visitors, which is assumed to be due to 

a lack of e-customer loyalty to Lazada. 

 

An introductory survey related to e-customer 

loyalty to Lazada was distributed to 30 

respondents. It is known that overall Lazada 

loyalty is low which only reaches 42% of the 

predetermined standard of 100%. Based on the 

value it is known that Lazada consumers cannot 

be said to be loyal to Lazada, the lowest value on 

the loyalty instrument is easily affected by 

situational influence in this case is the price with 

the lowest percentage of 38%. This means that 

Lazada consumers do not yet have a strong 

commitment to continue using or buying back on 

Lazada's website. 

 

E-loyalty positive impact on the company with the 

commitment of the company's opportunity to 

maintain existence and increase or maintain 

sales. There are several factors that influence 

customer loyalty, Sativa research (2016) found 

that e-service quality. e-trust and e-satisfaction 

affects e-customer loyalty. Then, research by 

Fitriani (2018) showed that e-service quality, e-

trust and e-customer satisfaction also affects e-

customer loyalty.  Referring to previous research, 

it was decided that the factors to be used as free 

variables are e-service quality and e-trust, e-

customer satisfaction as intervening variable 

and e-customer loyalty as bound variables. 

 

In an effort to find out the quality of Lazada 

services, observations have been made through 

Lazada mobile application service son play store 

and apple store services. Based on these 

observations it is known that Lazada's services are 

reliable, reliable, the response provided by Lazada 

is appropriate, consumer personal information is 

protected, the services provided are in accordance 

with customer needs and ease of accessing Lazada 

services. Based on the data, it can be concluded 

that e-service quality and e-trust comments 

against Lazada are good. 

 

Furthermore, to find out the picture of e-customer 

satisfaction is done by looking at the rating data 

on android or Apple mobile applications. On 

Play Store service Lazada gets a value of 4.5 

while on the Apple Store lazada gets a higher 

value of 4.8 close to the number 5. In the rating is 

generally 5 stars given to consumers who are very 

satisfied with the service, while 1 star is given to 

consumers who are very dissatisfied with the 

service. With the rating value that Lazada has, it 

can be concluded that consumers are satisfied with 

the service lazada provides. 

 

Sulking at the data, it can be concluded that 

Lazada's e-service quality and e-trust are good and 

consumers are satisfied with Lazada's services. 

But Lazada's e-customer loyalty is still low. Based 

on previous research, it is known that e-service 

quality, e-trust and good e-satisfaction will 

increase e-customer loyalty. However, the 

situation is different from the phenomenon 

experienced by Lazada, namely there is a gap 

between e-service quality, e-trust and good e-

satisfaction with low e-customer loyalty. Taking 

into account the above exposure, encourage the 

author to conduct research with the aim to find out 

respondents about e-service quality, e-trust and e-

satisfaction and e-customer loyalty through e-

customer satisfaction conducted by E-commerce 

Lazada in Bandung and analyze whether e-service 

quality and e-customer trust are able to 

influence e-customer loyalty through e-customer 

satisfaction at e-commerce Lazada in Bandung.   

 

Literature Review 

 

E-Service Quality 
 

The definition of e-service quality put forward by 

Zeithaml et al. (2000) e-services quality is “which 

websites provide shopping facilities effectively 

and efficiently". E-service quality is a method 

used to measure e-commerce customer 

satisfaction by measuring how services are 

perceived and comparing with expected services 

in the dimensions of e-service quality. 

 

E-Trust 
 

A business transaction between two or more 

parties will occur if each party trusts each 

other. In e-commerce context, trust is called e-

trust which is the consumer's belief and 

expectation regarding the characteristics related to 
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the trust of the seller (Gefen et al., 2003). E-trust 

can be realized if the seller is able to provide 

information clearly, because the decline of e-trust 

can also decrease the buying interest in consumers 

(Giovanis & Athanasopouloy, 2014). Therefore, it 

is important to maintain e-commerce to shape and 

maintain consumer confidence, because the most 

important and influential aspects of buying 

interest are e-trusts (Baskara & Hariyadi, 2014). 

Mayer et al. (1995) explained that there are 

three factors that make up e-trust, namely ability, 

benevolence, and integrity. 

 

E-Satisfaction 
 

E-satisfaction is defined as customer satisfaction 

with previous purchases made by e-commerce 

companies (Anderson & Srinivasan, 2002). 

According to Schnnars (Komara, 2014) customer 

satisfaction is created to provide several benefits, 

namely loyal customers to a certain product and 

forming word of mouth recommendations that 

benefit the company. Anderson (2011) explained 

that there is a positive relationship between e-

satisfaction and e- customer loyalty, which 

means that the low e-loyalty can be determined 

by e-satisfaction and if e-satisfaction increases 

and e-loyalty increases, and vice versa if e-

satisfaction decreases then e-loyalty will also 

decrease. 

 

According to Oliver (1997) in Anderson and 

Srinivasan (2002) indicators governing e-

satisfaction refer to: 

1. Consumers are satisfied with the decision to 

make a purchase on e-commerce 

2. If I make another purchase, I feel different in 

this site 

3. The decision to buy from this site is a wise 

decision 

4. I regret the decision to buy from this site 

5. I think do the right thing by buying this site 

6. I feel unhappy when making a purchase on 

this site 

 

E-Loyalty 
 

Customer loyalty is the main thing for companies 

to be able to compete in the present and in the 

future. Lupiyoadi (2013) stated that customer 

loyalty is a more supportive attitude to a brand 

that has been compared to some other alternatives 

and resubscribed. In the context of e-commerce, 

loyalty is called e-loyalty which according to 

Srinivasan et al. (2002) is a favorable of 

customer’s attitude to an online site that results in 

repeat buying behavior. The process of forming 

loyalty is divided into several stages (Oliver, 

1997) including cognitive loyalty, affective 

loyalty, cognitive loyalty, and action loyalty. 

 

The following are five indicators of loyalty 

customer that need to be considered, namely: 

1. Have a strong commitment to buy back in e-

commerce site 

2. Subscribe to a product or service in an e-

commerce 

3. Buying products or services consistently in 

an e-commerce 

4. Never affected by situational influences 

5. Never be affected by marketing efforts that 

could potentially lead to displacement. 

 

Loyal customers like the company's assets, this 

can be seen based on their characteristics. It 

can be concluded that e-loyalty can be relied on to 

predict the company's future growth. 

 

Framework 
 

This research aims to find out if variable e-service 

quality and e- customer trust is able to influence e-

customer loyalty of Lazada customers in Bandung 

City through e-customer satisfaction as 

intervening. Perfect Service Quality is the basis of 

customer satisfaction, in addition there is a 

positive relation between service quality, 

satisfaction and loyalty (Lu et al., 2012). Thus, the 

level of quality of e-service provided by the 

company affects the level of customer satisfaction 

(Komara, 2014). One other important thing to 

attract e-commerce customer loyalty is e-

satisfaction because when a customer is satisfied 

with that site, they will interact more with the site 

in the future and become a loyal customer (Fang 

et al., 2011). 

 

From the above frame of thought can be made a 

research paradigm as a little: 

 



PSYCHOLOGY AND EDUCATION (2021) 58(1): 6324-6330              ISSN: 00333077 

 

6327 
www.psychologyandeducation.net 

 

 
E-service quality 

(X1) 

E-Trust 

(X2) 

E-Satisfaction 

(Z) 

E-Loyalty 

(Y) 

 
Figure 2. Research paradigm 

Source: Researcher data 

 

Description: 

X1: Independent variable E-Service Quality 

X2: Independent variable E-trust 

Y: E-loyalty dependent variable 

Z: Variable Intervening E-Satisfaction 

 

Hypothesis 
 

Based on the frame of thought that has been 

described before, here are the hypotheses in this 

study: 

Ho: No positive influence of e-service quality, e-

trust one-loyalty through e-customer satisfaction 

Ha: There is a positive influence of e-service 

quality, e-trust on e-loyalty through e-customer 

satisfaction 

 

Methodology 

 

Population and Sample 
 

The research method in this research is 

quantitative research. Quantitative research 

method is the research whose specifications are 

planned, systematic and structured clearly from 

the beginning until the research design. 

 

The sample population needed in this study is web 

visitors or Lazada application in Bandung with an 

age range of 20 to more than 40 years. The 

sampling formula according to Wibisono (2003) 

in Ridwan and Kuncoro (2013) if the population is 

not known for sure then use the following 

formula: 

 

In determining the number of samples, the 

research used the Slovin formula using a 10% 

error rate. The sample calculation is as follows: 

 
2  =  2= 96,04 

 

Description: 

n = number of samples 

Z = expected confidence level (1-α) 

e = suspect error (sampling error) 

σ = standard deviation or default deviation 

 

Data Collection Techniques 

          

This study uses primary data in the form of 

questionnaire made using Google Docs given to 

Lazada customers via WhatsApp short messages. 

The Likert scale is used to measure respondents’ 

responses obtained from questionnaires. As well 

as using secondary data in the form of previous 

research (in the form of national and international 

journals and previous thesis), online news, online 

sites and books that support this research. 

 

Analysis Method 

            

This research is a type of tally descriptive with 

quantitative methods. Descriptive analysis 

techniques and path analysis techniques were used 

in this study. Using SPSS 26 software to process 

data. The relationship between free variables 

namely e-service quality and e-trust bound 

variables that is e-loyalty with intervening 

variables that is e-satisfaction is known by the 

analysis of the path. The equation of track analysis 

in this study is: 

 

Z = pzx1 X1 + pzx2 X2 + Ꜫ1 (structure model 1) 

Y = pyx1 X1 + pyx2 X2 + pyz Z + Ꜫ2 (structure 

model 2) 

 

Description: 

Z and Y = bound variables 

pzx1 X1 = coefficient value of the X1 path against 

Z 

pzx2 X2 = coefficient value of the X2 path against 

Z 

pyx1 X1 = coefficient value of the X1 path to Y 

pyx2 X2 = coefficient value of the X2 path to Y 

pyz Z = coefficient value of path Z to Y 

Ꜫ1 and Ꜫ2 = error values in structures 1 and 2 

 

Operational Variables 
 

1.Varible dependents: 

- E-loyalty According to Oliver (2014), customer 

loyalty is a long-term repurchaser as a 
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commitment to a product, although it is affected 

by changing marketing conditions. Hur et al. 

(2011), explaining several dimensions of e-loyalty 

as follows: 1) cognitive, 2) affective, 3) conative, 

4) action. 

2. Independent variables: 

- E-service quality According to Zeithaml et al. 

(2013), some dimensions of e-service quality are 

1) reliability, 2) responsiveness, 3) privacy/ 

security, 4) information, 5) ease of use/ usability, 

6) web design.  

- E-trust The dimensions of e-trust described by 

Kotler and Keller (2016) include: 1) sincerity, 2) 

ability, 3) integrity, 4) willingness to rely. 

3. Intervening variables: 

- E-Satisfaction Opinions of Ranjbarian et al. 

(2012), several dimensions of e-satisfaction are 

described as follows: 1) convenience, 2) 

procurement of goods, 3) site design, 4) security, 

5) service capabilities. 

  

Results and Discussion 

 

This research is intended to determine the 

influence of e-service quality (X1) and e-trust 

(X2) on e-customer loyalty (Y) through e-

customer satisfaction (Z) as variable intervening 

by using regression analysis, following the results 

of the analysis: 

  

Table 1. Results of multiple linear regression analysis equation 1 

 Model 
Unstandardized Coefficients Standardized Coefficients 

Q Sig. 
B Std. Error Beta 

1 

(Constant) .404 .125   3.243 .002 

E-service quality(X1) .406 .087 .432 4.658 .000 

E-trust (X2) .497 .090 .512 5.519 .000 

a. Dependent Variable: E-Satisfaction (Z) 

  

Based on the table above obtained the following 

formulations: 

 

Z = 0.404 + 0.406X1+0.497X2 

 

In the regression equation I, it is known that the 

constant value of 0.404 indicates the amount of e-

satisfaction is 0.404 if the variable e-service 

quality and e-trust is 0. The regression coefficient 

shows e-service quality and e-trust have a positive 

regression direction with e-satisfaction, if e-

service quality increases by 1% then e-satisfaction 

increases by 40.6% and if e-trust increased by 1% 

then e-satisfaction increased by 49.7%. 

Furthermore, based on t-test it is known that the 

value of t calculate e-service quality and e-trust is 

greater than t table which is 1,985 with the value 

of each t calculate e-service quality and e-trust of 

4,658 and 5,519 and the significance value of e-

service quality and e-trust of 0.000 (Sig.<0.05). 

Thus, it can be concluded that there is 

an influence of e-service quality and e-trust 

variables simultaneously and significantly on 

variable e-customer satisfaction. 

 

 

Table 2. Results of multiple linear regression analysis equation 2 

 Model 
Unstandardized Coefficients Standardized Coefficients 

Q Sig. 
B Std. Error Beta 

1 (Constant) 1.108 .270   4.100 .000 

E-service quality (X1) .047 .198 .053 .239 .812 

E-trust (X2) -.020 .212 -.021 -.093 .926 

E-Satisfaction (Y) .492 .207 .517 2.373 .020 

a. Dependent Variable: E-loyalty (Y) 

   
Based on the table above obtained the following 

formulations: 

 

Y = 1,108 + 0.047X1 - 0.20X2 + 0.492Z 

 

While in the regression equation II, it is known 

that the constant value of 1,108 indicates the 

amount of e-loyalty is 1,108 when e-service 
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quality and e-satisfaction is 0. The regression 

coefficient shows e-service quality and e-customer 

satisfaction has a positive regression direction 

with e-loyalty, if e-service quality increases 1% 

then e-loyalty increases 4.7% and if e-satisfaction 

increased 1% then e-loyalty increased 49.2%. As 

for variable e-trust giving a negative result of -

0.020 can be explained that consumer confidence 

does not increase consumer loyalty to the Lazada 

application. Next, based on t test analysis it is 

known that the value t calculates e-service quality 

and e-trust are smaller than t table and sig value of 

both variables is greater than 0.05 then e-service 

quality and e-trust variables have no significant 

effect on e-loyalty variables. Furthermore, the 

variable intervening e-satisfaction has a calculated 

t value of 2,373 greater than the table t value of 

1,984 with a significance value of 0.02 less than 

0.05. Then, it can be concluded that e-customer 

satisfaction has a significant effect on the variable 

e- customer loyalty. 

  

Conclusion 

 

Based on the results of the discussion above, this 

research can be concluded that e-service quality 

and e-trust have a simultaneous and significant 

effect on consumer e-satisfaction. Furthermore, e-

service quality and e-customer satisfaction are 

able to increase consumer e-loyalty, but consumer 

e-trust is not able to increase consumer e-loyalty. 

As for e-satisfaction variables have an effect and 

significant effect on e-loyalty, it concluded that e-

service quality and e-trust have an indirect 

influence on e-loyalty through e-satisfaction. This 

shows that customer loyalty in using Lazada can 

be improved by the quality of service and good 

trust supported by the high satisfaction felt by 

consumers in using online purchase services on 

Lazada. 
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