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Abstract : 
This research objective is to determine the role of satisfaction in mediating the influence of e-servqual and trust 

on the loyalty of shopee paylater users in Jember Regency. This research uses the Explanatory Research type. 

The population in this research is all users and shoppers at Shopee. The method used in this research is 

Purposive Sampling. The age of respondents in this study was at least 18 years with the consideration that this 

age can make wise decisions. Respondents are all users and have shopped at Shopee at least 3 times. The 

sample size in this study was 13 x 10 = 130 respondents. The data analysis method uses Structural Equation 

Modeling (SEM) with the Amos application. The research results shown that 1) E-Servqual on satisfaction 

shown a significant positive effect. 2) Trust on Satisfaction shown a significant positive influence. 3) E-Servqual 

on Loyalty shown a significant positive effect. 4) Trust on Loyalty shown a significant positive influence. 5) 

Satisfaction with Loyalty shown a significant positive influence. 6) E-Servqual on Loyalty through Satisfaction 

shown a significant positive effect. 7) Trust on Loyalty through Satisfaction shown a significant positive 

influence. 
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I. Introduction 
In this digital transformation 5.0 era, the government through the Ministry of SOEs is innovating by In 

this globalization era, human life runs dynamically and fast-paced. This acceleration is marked by technological 

developments which are increasingly developing rapidly following the changing times. PayLater is an online 

money lending method that has been booming in recent years. This feature is available and managed by several 

leading start-up companies which objective is to make transactions easier and easier to fulfill human needs. 

PayLater is a digital service that allows users to borrow online where users have the option to repay the loan in 

installments over several months or within a certain period depend on the option chosen (Akhmadi & Martini, 

2020). 

E-servqual is one of the most important factors that encourages customers to use e-commerce. 

Electronic commerce or what is also called e-commerce, is the use of communication networks and computer to 

run business process. The popular view of E-servqual is the use of internet and computer by using Web browser 

for buying and selling products. Electronic E-servqual is the process of buying, selling or exchanging products, 

services and information via a computer network that can be financed with Shopee PayLater (Susanti, 2021). 

Sellers on the Shopee application usually increase promos only for users who choose the Shopee PayLater 

payment method, for example Shopee PayLater users can get a Cashback promo of up to 1 million on certain 

items and conditions apply. 

Trust is one of the factors that influences consumers in making purchases on e-commerce platforms. 

Purchase transactions will occur if buyers trust each other, especially in the online shopping transaction process 

which allows buyers to make transactions using the Shopee PayLater application without meeting in person. 

Trust is defined as consumer confidence in a product or service provider to meet their long-term needs 

(Pasaribu, et al. 2022). Shopee PayLater is always committed to protecting the security of User data and 

complying with all applicable data protection and privacy laws. 

Customer satisfaction is important in the long-term success of Shopee PayLater. Research by 

Yulisetiarini & Mawarni (2021) explains that there is a relationship between customer satisfaction and customer 

loyalty. Customer loyalty is considered as a result of customer satisfaction. When customers have a good 

experience with a company's services, it will continue, customers will continue to use the company's products or 

services. 

Customer loyalty is the main goal of Shopee PayLater, with loyalty it will automatically improve 

Shopee PayLater's business performance because users feel comfortable with the services and facilities they get 
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and the products used are in accordance with the needs of Shopee PayLater users. Loyalty is a form of 

commitment held to buy or reuse products or services that customers like in the future despite situational 

influences and marketing actions or efforts to switch to using the Shopee PayLater application (Azizah A & 

Hidayat, 2022). 

Based on the phenomenon and research gap related to e-servqual and trust towards loyalty through 

satisfaction, further research needs to be carried out. Jember Regency is an area for students who are Shopee 

PayLater users. The Bank Indonesia Representative Office for the Jember region stated that as many as 258,000 

residents of Jember Regency use electronic money, so it makes Jember becomes second from the top in East 

Java after the city of Surabaya. According to the BI Jember Representative Office, Jember can occupy this 

position because it has strong infrastructure, such as several shopping places that provide electronic money 

payment systems and the large number of universities in Jember consisting of the millennial generation who 

follow technological developments. So it is important to carry out research regarding the role of satisfaction in 

mediating e-servqual and trust on the loyalty of Shopee PayLater users in Jember Regency. 

 

II. Literature Review 
E-Service Quality 

E-service quality is defined as the extent to a site facilitates shopping, purchasing and delivery of 

products and services (Hanifah & Nio, 2023). In addition, e-service quality is defined as a comprehensive 

consumer evaluation and assessment regarding the advantages and quality of delivery in the virtual market 

(Aprileny, et al. 2022). Service quality is defined as an effort to satisfy needs accompanied by consumer desires 

and the accuracy of the delivery method in order to meet consumer expectations and satisfaction (Fitria, 2021: 

51). 

According to Fitria (2021:52) E-service quality indicators include four things including Efficiency, 

Fullfillment, System availability, Privacy. 

 

Trust 

Trust is a person's willingness to be sensitive to the actions of other people based on the hope that other 

people will carry out certain actions towards people who trust them, without depending on their ability to 

monitor and control them (Jatmiko, et al. 2020: 81). According to (Firli, 2020:72) stated that Trust is the belief 

that someone's words or promises can be trusted and someone will fulfill their obligations in an exchange 

relationship. 

According to Firli (2020:74) there are three indicators that form a person's trust in others, namely: 

ability, benevolence, integrity. 

 

Satisfaction  

According to Sabar, et al. (2021:97) the word "satisfaction or satisfaction: comes from the Latin "satis" 

(meaning quite a lot, adequate) and "facio" (to do or make). In simple terms, satisfaction can be interpreted as an 

effort to fulfill something or make something adequate. According to Tantri & Abdullah (2020: 112), customer 

satisfaction is a cognitive purchasing situation regarding the commensurability or incommensurability between 

the results obtained compared to the sacrifices made. 

According to Tantri & Abdullah (2020:114) indicators of customers who are satisfied with a company's 

product or service are: Using the service again, Customers telling other people positive things about the service, 

Customers never complaining. 

 

Consumer Loyalty  

Customer loyalty can be said to be the percentage of customers who persist, as customers who want to 

continue using a service or product or as consumers who want to recommend a product or service to others. 

Customers will announce themselves as loyal through feelings and perceptions of high satisfaction, through 

positive attitudes and preferences which means customers will continue to buy again from this company (Salwa, 

et al. 2022). According to Firli (2020:98), to measure consumer loyalty, you can use the following indicators: 

Repeat Purchase, Retention, Referrals. 

 

III. Conceptual Model 
E-service quality plays an important role in attracting and retaining customers in web-based online 

businesses. Trust is the belief that someone's word or promise can be trusted, someone will fulfill their 

obligations in an exchange relationship. According to Fitria (2021:76) stated that customer satisfaction is a 

consumer's feeling that will emerge after evaluating the use of a product. Loyalty is a deeply held commitment 

to repurchase a product or service (Sabar, et al. 2021:83). These variables can be described in the conceptual 

framework in Figure 2.1 below: 
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Figure 1. Conseptual Franework 

 

HYPOTHESIS 

The Influence of E-Servqual on Satisfaction  
Customer satisfaction is the most important thing for a company. There are many aspects that can 

influence customer satisfaction, one of which is e-service quality. When a customer uses an application or 

website to carry out transactions, the facilities and services found on an application or website, whether 

searching, ordering, asking or even submitting complaints about the application's performance, can produce 

positive and negative impressions and experiences for the customer. This is related to fulfill customer 

expectations which has an impact on customer satisfaction. Positive customers are customers who feel happy if 

the performance and service of an application provide an experience that meets customer expectations when 

using it, whereas negative customers are customers who feel disappointed because of the poor service they 

experience when using the application. Akhmadi & Martini (2020) shown that E-Service Quality has a 

significant effect on satisfaction with the OVO application. Susanti's research (2021) shown that service quality 

has a positive effect on customer satisfaction. Research by Azizah A & Hidayat (2022) shown that E-Servqual 

has an effect on Customer Satisfaction on the BSI Mobile Application. However, there is a research gap in the 

research results of Putri & Verinita (2019) shown that E-Service Quality does not have a significant effect on 

user satisfaction of the Shopee application. 

H1: E-Service Quality has a significant effect on satisfaction. 

 

The influence of Trust on Satisfaction  

Trust is important because logically consumers have a higher level of risk perception than non-online 

transactions, both in terms of delivery, payment and personal information. Therefore, online consumers will 

only transaction with fintech businesses they trust. When consumers trust the fintech site, satisfaction with 

shopping will increase because all the worries and risks of shopping are reduced by having trust in the fintech 

site. Pasaribu, et al. (2022) shown that Trust has a significant effect on satisfaction. Widodo, et al.'s research. 

(2022) concluded that e-Trust has a positive impact and has a significant effect on e-satisfaction. Research by 

Hanifah & Nio (2023) shown that there is an influence between Trust and Shopee user satisfaction. However, 

there is a research gap in the research results of Aprileny, et al. (2022) proved that Trust has no effect on 

customer satisfaction. 

H2: Trust has a significant effect on satisfaction. 

 

The Influence of E-Servqual on Loyalty 

Customer loyalty can be influenced by several aspects, one of which is the good service the company 

provides. If the service a company provides to its customers exceeds their expectations, they will tend to buy 

again. E-service quality is one of the important things for forming customer loyalty because online-based 

businesses are now starting to be developed so that e-service quality can determine customer loyalty. E-service 

quality perceived on the internet focuses on web design aspects. Akhmadi & Martini (2020) shown that E-

Service Quality has a significant effect on customer loyalty for the OVO application. Research by Azizah A & 

Hidayat (2022) shown that E-Servqual has an effect on Customer Loyalty in the BSI Mobile Application. 

Susanti's research (2021) shown that service quality has a positive effect on customer loyalty. However, there is 

a research gap in the research results of Putri & Verinita (2019) shown that E-Service Quality does not have a 

significant effect on the loyalty of Shopee application users. 

H3: E-Service Quality has a significant effect on loyalty. 
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The Influence of Trust on Loyalty 

When customers feel trust from an online store, they will feel comfortable and confident when 

shopping at that store. These customers will continue to shop at the same site, resulting in higher loyalty. Trust 

reduces customer uncertainty and vulnerability in the context of intangible services. Consumer trust always has 

an important role in maintaining business relationships, especially in fintech businesses where all procedures are 

online. Pasaribu, et al. (2022) shown that Trust has a significant effect on satisfaction. Widodo, et al.'s research. 

(2022) concluded that e-Trust has a positive impact and has a significant effect on e-loyalty. Research by 

Hanifah & Nio (2023) shown that there is an influence between Trust and Shopee user loyalty. However, there 

is a research gap in the research results of Aprileny, et al. (2022) proved that Trust has no effect on customer 

loyalty. 

H4: Trust has a significant effect on loyalty. 

 

The Influence of Satisfaction on Loyalty 

In a business organization, retaining customers is an important priority and is not easy, this can affect 

the company's survival. Having satisfied customers will create loyal customers because satisfaction becomes a 

consideration for whether or not to switch to another service. It can be concluded that satisfied customers tend to 

use the service again because it has met their expectations. Yulisetiarini & Mawarni (2021) shown that customer 

satisfaction has a direct influence on customer loyalty. Akhmadi & Martini (2020) shown that E-Service Quality 

satisfaction has a significant effect on customer loyalty of the OVO application. Susanti's (2021) research shown 

that customer satisfaction has a significant effect on customer loyalty. However, there is a research gap in the 

research results of Aprileny, et al. (2022) proved that satisfaction has no effect on customer loyalty. 

H5: Satisfaction has a significant effect on loyalty. 

 

The Influence of E-Servqual on loyalty through satisfaction 

Customer satisfaction is one of the indicators that companies must pay attention to in order to achieve 

success in the business they run because customer satisfaction is one of the keys to retain their customers. 

Satisfaction is a feeling of happiness or disappointment felt by someone after they compare their perceived 

performance with their expectations (Aprileny, et al. 2022). Akhmadi & Martini (2020) shown that E-Service 

Quality has a significant effect on the loyalty of OVO application users. Yulisetiarini & Mawarni (2021) shown 

that customer satisfaction has a direct influence on customer loyalty. However, there is a research gap in the 

research results of Putri & Verinita (2019) shown that E-Service Quality does not have a significant effect on 

user satisfaction of the Shopee application. Research by Aprileny, et al. (2022) proved that satisfaction has no 

effect on customer loyalty. 

H6: E-Servqual on loyalty through satisfaction 

 

The influence of Trust on loyalty through satisfaction 

According to Aprileny, et al. (2022) stated that the more trust a consumer has, the greater the level of 

consumer satisfaction with online businesses, which will increase consumer loyalty towards online businesses. 

Consumers who trust an online business will be more loyal to the online business so they will not switch 

because the level of consumer satisfaction with the online business will be greater. Widodo, et al. (2022) 

concluded that e-Trust has a positive impact and has a significant effect on e-loyalty. However, there is a 

research gap in the research results of Aprileny, et al. (2022) proved that Trust has no effect on customer 

loyalty.  

H7: Trust on loyalty through satisfaction 

 

IV. Conclusion 
Based on the research results, it shown that 1) E-Servqual on satisfaction shown a significant positive 

effect. 2) Trust on Satisfaction shown a significant positive influence. 3) E-Servqual on Loyalty shown a 

significant positive effect. 4) Trust on Loyalty shown a significant positive influence. 5) Satisfaction with 

Loyalty shown a significant positive influence. 6) E-Servqual on Loyalty through Satisfaction shown a 

significant positive effect. 7) Trust on Loyalty through Satisfaction shown a significant positive influence. This 

research provides an overview of the influence of variables other than E-Servqual, Trust, Satisfaction, on 

Loyalty, for example Viral Marketing and Ambassador Brand. 
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