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ABSTRACT

This paper aims to provide a new
conceptual framework perspective on how
to boost customer e-loyalty in e-commerce.
A literature review was performed in this
study as an approach, the findings of this
study contribute to the development of a
conceptual framework for the factors that
influence customer e-loyalty in e-
commerce. This study offers seven
research  propositons as well as
recommendations for future empirical
research.
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INTRODUCTION

For more than a couple of decades, the Internet has aided retail firms. (Pires et al.,
2006). Due to the rise of online purchases through e-Commerce, traditional stores will
gradually disappear (Quora, 2017). Electronic commerce (e-Commerce) is an online
transaction process that involves buying and selling products and services. (Chintagunta
et al., 2012); (Balabanis et al., 2006) Online shopping is barely 20 years old, whereas
brick-and-mortar establishments have been for thousands of years. (Hansemark &
Albinsson, 2004), In various ways, buying with a new business model is different from
traditional shopping. (Ansari et al., 2008).

Customers may place orders at home, pay with a credit card or other method, and wait
for the goods to be delivered to their homes, which is more convenient than going to a
real store. E-commerce in Indonesia is rapidly expanding due to rising internet user
penetration; in March 2017, internet user penetration in Indonesia surpassed 50%, with
104.96 million internet users; by 2021, the number of Indonesian internet users is
expected to reach 133.39 million, making Indonesia one of the world's largest and most
promising online markets. (APJII Indonesia, 2019). Indonesia has approximately 28.2
million online shoppers and is expected to grow at a rate of 3-4 percent each year. The
majority of internet users are between the ages of 25 and 34, with 12.8 million people
shopping online. (APJII Indonesia, 2019). Although the number of internet users is vast
and growing, the majority of them simply use the internet to search for information,
communication, prices, and product reviews, but they are hesitant to conduct financial
transactions or make product reservations (Lim & Ting, 2012).

With 104.96 million internet users in March 2017, Indonesia became one of the world's
largest and most promising online markets. By 2021, the number of Indonesian internet
users is expected to reach 133.39 million, making it one of the world's largest and most
promising online markets. (APJII Indonesia, 2019). Indonesia has approximately 28.2
million online shoppers and is expected to grow at a rate of 3-4 percent each year. The
majority of internet users are between the ages of 25 and 34, with 12.8 million people
shopping online. (APJII Indonesia, 2019). Although the number of internet users is
growing, the majority of them simply use it to search for information and communication,
as well as prices and product reviews, and they are hesitant to complete financial
transactions or make product reservations (Lim & Ting, 2012).

The most difficult aspect of internet buying is ensuring that businesses supply the things
that customers need and want while also maintaining customer pleasure and loyalty. A
service-focused strategy is essential for survival in a competitive company climate.
Customers must have a positive experience with a firm for them to return and remain
loyal to it. (Goutam, 2021); (Gounaris et al., 2010). High-quality service is required to
achieve high levels of client satisfaction, which frequently leads to beneficial behavioral
intentions (Brady & Robertson, 2001). The key to e-Commerce success is a website with
good system quality, accurate information, and high-quality electronic services (Sharma
& Lijuan, 2015). According to past studies, the level of E-Commerce consumer switching
behavior in Indonesia is still relatively high.
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Figure 1. E-Commerce Switching Behavior
Source: (W&S, 2015)

Figure 1 shows that customers are loyal to Indonesian E-Commerce at 49.80% and are
willing to switch to other e-Commerce at 50.20 percent. This is something that e-
Commerce company operators in Indonesia should think about, especially in terms of
increasing consumer e-loyalty to survive and prosper in the digital industry.

Although many academics have looked into the idea of electronic service quality, where
electronic service quality qualities have a substantial association with total electronic
service quality, customer happiness, and repurchase intentions, few have looked into
consumer loyalty. (Blut et al., 2015). In addition, (Tsao et al., 2016) Based on the online
shopping experience in Taiwan, researchers investigated the impact of electronic service
quality on online loyalty and discovered that the quality of electronic systems and service
quality has a significant impact on perceived value, which in turn has a significant impact
on loyalty. customers over the internet. In addition, (Gounaris et al., 2010) The quality of
electronic services has a beneficial impact on repurchase intentions and return visits to
online buying sites, according to their findings. (Blut, 2016). This demonstrates that the
quality of electronic services has a favorable impact on customer happiness and
purchasing intentions. However, existing studies of quality electronic services vary in
methodology and findings, leaving no clear conclusion (Gounaris et al., 2010).

According to the above definition, the goal of this study is to identify and predict the
characteristics that influence customer E-loyalty in the context of online purchasing in
Indonesia. This research aims to develop a conceptual framework for how e-Service
Quality, e-Trust, E-Recovery Service Quality, and Perceived Enjoyment affect customer
e-Loyalty in the context of online purchases. Furthermore, the author investigates the
interrelationships between the role of mediation in customer e-satisfaction elements and
e-trust on customer loyalty in online buying in Indonesian E-Commerce.

LITERATURE REVIEW

E-Commerce

Electronic commerce (e-commerce) is a transaction process that involves ordering,
purchasing, and selling goods and services through the Internet (Chintagunta et al.,
2012); (Bamfield, 2013); (Balabanis et al., 2006). It can be divided into five types:
business to business (B2B), business to consumer (B2C), business to government
(B2G), consumer to consumer (C2C), and mobile commerce (L. Chen & Yang, 2019);
(C. X. Chen et al., 2014). B2C and C2C transactions serve the same goal as the other
five categories of e-commerce. With the rise of e-Commerce, one of the most effective
ways for merchants to gain a competitive advantage is to browse company domains. The
internet market's business model demonstrates a trend of combining things. Consumers
viewing and purchasing products or services via websites can be characterized in more
detail. E-Commerce not only discusses how consumers buy and sell goods and services
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online but also how to facilitate the entire purchase and sales process for sellers and
buyers. In general, an online store is any business activity that operates through
electronic media such as the Internet. The growth of e-commerce has many advantages
over traditional stores, more online stores flexibility, better market reach, lower cost
structures, faster transactions, wider product lines, greater convenience, and
customization (Brynjolfsson et al., 2009).

Relationship Between E-Service Quality, E-Satisfaction and E-Loyalty

The E-Service Quality scale was established by (Parasuraman et al., 2005) to assess
the quality of service provided by websites to online shoppers. Because the client
category is distinct, the pleasure of customers who purchase online differs from that of
customers who shop in a traditional market. Efficiency, fulfilment, system availability,
and privacy are all aspects of service quality. This model is still popular, and it's being
utilized in a lot of research. (Kansra & Jha, 2016); (Kitapci et al., 2014). Many researchers
have modified the service quality model into many models in the context of online
commerce, with WebQual established by WebQual being the most often used (Barnes
& Vidgen, 2002) and (Loiacono et al., 2002), eTailQ compiled by (Wolfinbarger & Gilly,
2003), eTransQual(Bauer et al., 2006), E-S-Qual was compiled by (Parasuraman et al.,
2005), and the latest hierarchical model of electronic service quality was proposed by
(Pires et al., 2006). In this study, the author will use the e-Service Quality model
developed by (Parasuraman et al., 2005).

Electronic service quality can also be defined as a complete assessment and quality
assessment of virtual facilities provided through cyberspace business (Santos, 2003).
As a result, when developing online publication policies, electronics retailers must
consider the importance of quality aspects of electronic services. The Internet's potential
benefits are acknowledged by the highest levels of electronic service quality. Through
highly effective electronic services, virtual users might comprehend the internet's
potential benefits. The study combines the modified models of the quality of electronic
services provided by Herington and Weaven (2009) and (Parasuraman et al., 1985), In
the e-Commerce industry, where the dimension of service quality becomes significant in
judging the quality of internet services, the author proposes the following:

Proposition 1: Consumer e- loyalty will be increased through e-commerce that can
deliver higher e-service quality.

Proposition 2: E-satisfaction as a mediating variable in the e-service quality and e-loyalty
connection

Relationship Between E-Trust and E-Satisfaction

"Willingness... to be vulnerable to the actions of others based on the hope that the other
party will take a very important action” is how trust is defined.” (Mayer et al., 1995). It has
been defined as either a specific collection of beliefs or a generic belief about the topic
of belief. The importance of trust in online business has been widely debated. "A
consumer's willingness to expose himself or herself to possible losses during Internet
shopping transactions, based on the expectation that merchants will engage in generally
accepted practices, and will be able to deliver the promised product or service,"
according to the definition of consumer confidence in Internet shopping (e-Trust). (D. Kim
& Benbasat, 2003). E-trust can alternatively be defined as "consumers' belief and
expectation that e-sellers are trustworthy and would fulfill their duties faithfully."
Consumer behavior is influenced by e-trust, which can help with the effective adoption
of technologies like e-commerce (Goles et al., 2009). Because of their potential to
prevent customers from abandoning their shopping carts before finishing checkout at
online retailers, e-trusts are a requirement for consumers to engage in e-commerce
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transactions. They also allow for the building of long-term relationships with consumers
(Ribbink et al., 2004).

Because of the impersonal character of the route, developing trust in an e-Commerce
context is more difficult. In addition to consumer perceptions of e-Commerce providers'
capacity to meet privacy requirements, the development of trust is linked to a variety of
e-commerce provider characteristics (Tirtayani & Sukaatmadija, 2018). Buyers are more
willing to deal on the internet if they know the seller is trustworthy and reputable, as
evidenced by the data. Unlike traditional stores where customers can walk in and try on
items, internet stores offer clients no assurance that the items they see on their website
are exactly what they see. As a result, client trust is even more vital in online shopping
than in traditional purchasing. According to Liao, Palvia, and Lin (2006), If buyers believe
the quality of electronic services is excellent, they are more likely to have faith in the
virtues, honesty, and competence of online suppliers, as well as a desire to rely on them.
Some research (Lai, 2019); (Nguyen, 2014); (Tzavlopoulos, 2019) E-Trust was also
found to be more influenced by the quality of electronic services. The author makes the
following suggestion based on the given description:

Proposition 3: Customers will be more satisfied if e-commerce can deliver better e-trust.

Relationship between E-Recovery Service Quality, E-Satisfaction and E-Loyalty
The term "service recovery" refers to the efforts made by a service provider to resolve
customer perceptions of service failures. (Gronroos, 1988). A company's endeavor to
resolve a service breakdown is known as service recovery (Noon, 1981). Service
recovery, from the perspective of the service provider, not only allows the service
provider to repair its errors but also gives the service provider a second chance to correct
its errors and satisfy customer expectations (Boshoff, 2007); (Sparks & McColl-Kennedy,
2001). Customer dissatisfaction will be high as a result of service failure, and the
ramifications for customer loyalty and brand image might be disastrous (Iglesias, 2009).
Customers can forgive failure, but they won't forgive service providers who don't try to
correct it. (Mattila & Patterson, 2004); (Hendra et al., 2018); (Gusti Ngurah Ary
Widiatmika & Sri Subawa, 2017). The results of his research revealed that the quality of
e-recovery services has a substantial impact on e-satisfaction. However, (Wu, 2011)
According to his findings, the quality of e-recovery services has a significant impact on
e-satisfaction.

Proposition 4: Consumer e-satisfaction will be increased by e-commerce that can give
high-quality e-recovery services swiftly.

Proposition 5: E-satisfaction as a mediating variable in the e-recovery service quality to
e-loyalty connection.

The Relationship Between Perceived Enjoyment and E-Satisfaction

"The amount to which action involving a computer must be previewed to please itself,"
according to the definition of perceived enjoyment (Davis et al., 1992). (Curran &
Lennon, 2011) has identified enjoyment to be critical to the adoption of building social
networks. According to (Abdullah & Ward, 2016) According to the definition, perceived
enjoyment is "the amount to which an individual appreciates using specific technology
for reasons other than performance.” If a person has a positive experience while
purchasing online, they are more likely to embrace it. Perceived enjoyment is an emotive
reaction that is dependent on activity. It's frequently obtained as a result of a lot of
engagement with a website. The procedure determines how much pleasure is felt. The
perceived enjoyment can exist apart from the perception of the quality of electronic
services provided. Therefore, good e-service quality can increase the satisfaction that
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buyers feel (J. Kim et al., 2013). Based on the above description, the proposition is as
follows

Proposition 6: Customers will be more satisfied with e-commerce that provides them with
a sense of enjoyment.

Relationship Between E-Satisfaction and E-Loyalty

Customer satisfaction is critical for a business's long-term viability, and it's one of the
most important metrics to track because it aids the company's attempts to grow
profitability and attain excellence (Moriuchi & Takahashi, 2016). It has previously been
stated by (Kashif et al., 2015) that satisfied customers of theirs will be more willing to
maintain a decent relationship with the company continuously and buy back its products
or services. In addition, the process of retaining existing customers is cheaper for
businesses that prioritize customer satisfaction over attracting new customers
(Yousafzai et al., 2010); (Noor & Ali, 2018). Thus, the survival and profitability of the
company depend heavily on customer satisfaction. Customer satisfaction is defined as
a customer's evaluation of their total purchasing and consumption experience with
products/services (Moriuchi & Takahashi, 2016). Customer satisfaction represents a
comparison between purchases and expectations and customer experience (Khristianto
et al.,, 2012). Customer satisfaction is achieved when the customer's perceived
experience meets or exceeds customer expectations (Ludin & Cheng, 2016).

E-satisfaction and e-loyalty have a strong link, according to the literature. This
relationship is based on the traditional belief that if a consumer is satisfied with the
product or service they have received, they will become more loyal. Because of the high
level of uncertainty and absence of physical connection, the relationship between
electronic happiness and loyalty also holds and is stronger in the online environment.
(Al-Adwan & Kokash, 2019). Therefore, such a relationship has often been empirically
tested in various studies (Prasetyo et al., 2021). The customer experience when
purchasing and using a product or service has a significant impact on consumer
satisfaction. Having a memorable and enjoyable experience can dramatically improve a
customer's attitude toward the firm, motivating them to be loyal by making repeat
purchases. Meanwhile, it has been claimed that higher levels of happiness lead to larger
levels of loyalty, but successful loyalty requires the social presence that embedded
networks provide. (Li et al., 2014) According to the findings, having a good attitude
toward a company leads to a better perception of loyalty, which encourages customers
to stay and be loyal. Furthermore, if a customer has a positive attitude toward the
business, the chances of them becoming loyal customers are substantially higher. As a
result, the author makes the following claim:

Proposition 7: Customers' e-loyalty will be boosted through e-commerce that can deliver
improved e-satisfaction.

All of the propositions proposed above are incorporated into the outline model shown in
Figure 2.
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Figure 2. Proposed Conceptual Framework Model

DISCUSSION AND CONCLUSION

The goal of this research is to offer a fresh viewpoint on how to improve e-loyalty using
e-service quality, e-recovery service, e-satisfaction with e-trust, and perceived
enjoyment with e-satisfaction as a mediating variable. Within this conceptual framework,
the study argues that the development of e-trust and perceived enjoyment is a
requirement in establishing e-satisfaction in an e-commerce environment, suggesting
that perceived enjoyment and e-trust components as variables play a key role in building
e-loyalty. We are convinced that empirical study on e-loyalty is required in order to
contribute to the development of a fresh viewpoint on how to increase e-loyalty in online
purchases on e-commerce. Empirical testing can be done by gathering primary data from
internet shoppers using formal surveys.

LIMITATION

Conceptual papers have limitations and leave many questions unanswered even though
the context of online shopping is a new and developing context in Indonesia. It would be
very interesting to explain what are the variables that can increase electronic loyalty by
conducting empirical research.

REFERENCES

Abdullah, F., & Ward, R. (2016). Developing a General Extended Technology
Acceptance Model for E-Learning (GETAMEL) by analysing commonly used
external factors. Computers in Human Behavior, 56.
https://doi.org/10.1016/j.chb.2015.11.036

Al-Adwan, A. S., & Kokash, H. (2019). The driving forces of facebook social commerce.
Journal of Theoretical and Applied Electronic Commerce Research, 14(2).
https://doi.org/10.4067/S0718-18762019000200103

Ansari, A., Mela, C. F., & Neslin, S. A. (2008). Customer Channel Migration:
Https://D0i.Org/10.1509/Imkr.45.1.060, 45(1), 60-76.

APJII Indonesia. (2019). Penetrasi & Perilaku Pengguna Internet Indonesia. Apijii, 39.
https://apjii.or.id/survei2018s/download/TK50JYBSyd8igHA2eCh4FsGELmM3ubj

484



Journal of International Conference Proceedings (JICP) Vol.5 No.1, pp. 478-488,
May, 2022

P-ISSN: 2622-0989/E-ISSN: 2621-993X
https://www.ejournal.aibpmjournals.com/index.php/JICP

Balabanis, G., Reynolds, N., & Simintiras, A. (2006). Bases of e-store loyalty: Perceived
switching barriers and satisfaction. Journal of Business Research, 59(2).
https://doi.org/10.1016/j.jbusres.2005.06.001

Barnes, S. J., & Vidgen, R. T. (2002). Barnes &amp; Vidgen: An Integrative Approach to
the Assessment of E-Commerce Quality AN INTEGRATIVE APPROACH TO THE
ASSESSMENT OF E-COMMERCE QUALITY. J. Electron. Commerce Res, 3(3).

Bauer, H. H., Falk, T., & Hammerschmidt, M. (2006). eTransQual: A transaction process-
based approach for capturing service quality in online shopping. Journal of Business
Research, 59(7). https://doi.org/10.1016/].jbusres.2006.01.021

Blut, M. (2016). E-Service Quality: Development of a Hierarchical Model. Journal of
Retailing, 92(4). https://doi.org/10.1016/j.jretai.2016.09.002

Blut, M., Chowdhry, N., Mittal, V., & Brock, C. (2015). E-Service Quality: A Meta-Analytic
Review. In Journal of Retailing (Vol. 91, Issue 4).
https://doi.org/10.1016/j.jretai.2015.05.004

Brady, M. K., & Robertson, C. J. (2001). Searching for a consensus on the antecedent
role of service quality and satisfaction: An exploratory cross-national study. Journal
of Business Research, 51(1). https://doi.org/10.1016/S0148-2963(99)00041-7

Brynjolfsson, E., Hu, Y. (Jeffrey), & Rahman, M. S. (2009). Battle of the Retail Channels:
How Product Selection and Geography Drive Cross-Channel Competition.
Management Science, 55(11). https://doi.org/10.1287/mnsc.1090.1062

Chen, C. X., Martin, M., & Merchant, K. A. (2014). The effect of measurement timing on
the information content of customer satisfaction measures. Management
Accounting Research, 25(3). https://doi.org/10.1016/j.mar.2013.12.003

Chen, L., & Yang, X. (2019). Using EPPM to Evaluate the Effectiveness of Fear Appeal
Messages Across Different Media Outlets to Increase the Intention of Breast Self-
Examination Among Chinese Women. Health Communication, 34(11), 1369-1376.
https://doi.org/10.1080/10410236.2018.1493416

Chintagunta, P. K., Chu, J., & Cebollada, J. (2012). Quantifying transaction costs in
online/off-line grocery channel choice. Marketing Science, 31(1), 96-114.
https://doi.org/10.1287/mksc.1110.0678

Curran, J. M., & Lennon, R. (2011). Participating in the conversation: Exploring usage of
social media networking sites. Academy of Marketing Studies Journal, 15(1 SI).

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1992). Extrinsic and Intrinsic Motivation
to Use Computers in the Workplace. Journal of Applied Social Psychology, 22(14).
https://doi.org/10.1111/j.1559-1816.1992.tb00945.x

Goles, T. I. M., Rao, S. V, Antonio, S., & Warren, J. (2009). TRUST VIOLATION IN
ELECTRONIC COMMERCE : CUSTOMER CONCERNS AND REACTIONS The
University of Texas at San Antonio. Journal of Computer Information Systems,
49(2).

Gounaris, S., Dimitriadis, S., & Stathakopoulos, V. (2010). An examination of the effects

485



Journal of International Conference Proceedings (JICP) Vol.5 No.1, pp. 478-488,
May, 2022

P-ISSN: 2622-0989/E-ISSN: 2621-993X
https://www.ejournal.aibpmjournals.com/index.php/JICP

of service quality and satisfaction on customers’ behavioral intentions in e-shopping.
Journal of Services Marketing, 24(2). https://doi.org/10.1108/08876041011031118

Goutam, D. (2021). Determinants of customer satisfaction and loyalty in e-commerce
settings: An emerging economy perspective. International Journal of Internet
Marketing and Advertising, 15(3), 327-348.

Gronroos, C. (1988). Service quality: The six criteria of good perceived service quality.
Review of Business, 9(3).

Gusti Ngurah Ary Widiatmika, 1., & Sri Subawa, N. (2017). Effect of E-Service Quality and
Recovery Service Quality Mobile Banking Services To E-Trust, E-Satisfaction and
E-Loyalty Mobile Banking Users of Local Bank Customer in Bali, Indonesia. Imperial
Journal of Interdisciplinary Research (1JIR, 3(3).

Hansemark, O. C., & Albinsson, M. (2004). Customer satisfaction and retention: The
experiences of individual employees. Managing Service Quality: An International
Journal, 14(1), 40-57. https://doi.org/10.1108/09604520410513668

Hendra, S.R., E., & K.S., B. (2018). THE INTERNATIONAL JOURNAL OF BUSINESS &
MANAGEMENT The Effect of E-Service Quality and E-Recovery Service Quality on
E-Loyalty through E-Satisfaction , on E-Commerce in Indonesia Abstract : Business
& Management, 6(4), 178-195.

Iglesias, V. (2009). The attribution of service failures: Effects on consumer satisfaction.
Service Industries Journal, 29(2). https://doi.org/10.1080/02642060802293088

Kansra, P., & Jha, A. K. (2016). Measuring service quality in Indian hospitals: An analysis
of SERVQUAL model. International Journal of Services and Operations
Management, 24(1). https://doi.org/10.1504/13SOM.2016.075761

Kashif, M., Shukran, S. S. W., Rehman, M. A., & Sarifuddin, S. (2015). Customer
satisfaction and loyalty in Malaysian Islamic banks: A PAKSERYV investigation.
International Journal of Bank Marketing, 33(1). https://doi.org/10.1108/IJBM-08-
2013-0084

Khristianto, W., Kertahadi, & Suyadi, |. (2012). The Influence of Information, System, and
Service on Customer Satisfaction and Loyalty in Online Shopping of Forum Jual Beli
Kaskus.us, Malang Region. International Journal of Academic Research, 4(2).

Kim, D., & Benbasat, |. (2003). TRUST-RELATED ARGUMENTS IN INTERNET
STORES : A FRAMEWORK FOR EVALUATION. America, 4(2).

Kim, J., Ahn, K., & Chung, N. (2013). Examining the Factors Affecting Perceived
Enjoyment and Usage Intention of Ubiquitous Tour Information Services: A Service
Quality Perspective. Asia Pacific Journal of Tourism Research, 18(6).
https://doi.org/10.1080/10941665.2012.695282

Kitapci, O., Akdogan, C., & Dortyol, i. T. (2014). The Impact of Service Quality
Dimensions on Patient Satisfaction, Repurchase Intentions and Word-of-Mouth
Communication in the Public Healthcare Industry. Procedia - Social and Behavioral
Sciences, 148. https://doi.org/10.1016/j.sbspro.2014.07.030

Lai, C. S. (2019). GM(1,N) analysis of the influence of e-service quality on customer

486



Journal of International Conference Proceedings (JICP) Vol.5 No.1, pp. 478-488,
May, 2022

P-ISSN: 2622-0989/E-ISSN: 2621-993X
https://www.ejournal.aibpmjournals.com/index.php/JICP

satisfaction of mongolian E-commerce. PervasiveHealth: Pervasive Computing
Technologies for Healthcare, 6—10. https://doi.org/10.1145/3355966.3355988

Li, H., Tevrizci, C., & Aham-Anyanwu, N. (2014). An empirical study of e-loyalty
development process from the e-service quality experience: Testing the etailq scale.
Proceedings - Pacific Asia Conference on Information Systems, PACIS 2014.

Lim, W. M., & Ting, D. H. (2012). E-shopping: An analysis of the uses and gratifications
theory. Modern Applied Science, 6(5), 48—63. https://doi.org/10.5539/mas.vén5p48

Loiacono, E., Watson, R. T., & Goodhue, D. (2002). WebQual™: A Web Site Quality
Instrument. American Marketing Association: Winter Marketing Educators’
Conference, January 2002.

Ludin, I. H. B. H., & Cheng, B. L. (2016). Factors Influencing Customer Satisfaction and
E- -Loyalty : Online Shopping Environment among the Young Adults. Management
Dynamics in the Knowledge Economy, 2(3).

Mattila, A. S., & Patterson, P. G. (2004). Service Recovery and Fairness Perceptions in
Collectivist and Individualist Contexts. Journal of Service Research, 6(4).
https://doi.org/10.1177/1094670503262947

Mayer, R. C., Davis, J. H., & Schoorman, F. D. (1995). An Integrative Model Of
Organizational  Trust.  Academy of Management  Review, 20(3).
https://doi.org/10.5465/amr.1995.9508080335

Moriuchi, E., & Takahashi, I. (2016). Satisfaction trust and loyalty of repeat online
consumers within the Japanese online supermarket trade. Australasian Marketing
Journal, 24(2). https://doi.org/10.1016/j.ausm;.2016.02.006

Nguyen, H. T. (2014). Factors affecting customer satisfaction and trust in an e-commerce
setting: A case study of Muachung. vn in Vietham. AU-GSB e-Journal, 7(1).

Noon, J. (1981). Marketing Management & Products Liability. European Journal of
Marketing, 15(2). https://doi.org/10.1108/EUM0000000004874

Noor, S., & Ali, M. (2018). Impact of Service Quality on Customer Satisfaction in Hotel
Industry of Pakistan. Singaporean Journal of Business Economics and Management
Studies, 6(1). https://doi.org/10.12816/0044423

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A Conceptual Model of Service
Quality and Its Implications for Future Research. Journal of Marketing, 49(4).
https://doi.org/10.2307/1251430

Parasuraman, A., Zeithaml, V. A., & Malhotra, A. (2005). E-S-QUAL is a multiple-item
scale for assessing electronic service quality. Journal of Service Research, 7(3),
213-233. https://doi.org/10.1177/1094670504271156

Pires, G. D., Stanton, J., & Rita, P. (2006). The internet, consumer empowerment, and
marketing  strategies. European Journal of  Marketing, 40(9-10).
https://doi.org/10.1108/03090560610680943

Prasetyo, Y. T., Tanto, H., Mariyanto, M., Hanjaya, C., Young, M. N., Persada, S. F.,
Miraja, B. A., & Redi, A. A. N. P. (2021). Factors affecting customer satisfaction and

487



Journal of International Conference Proceedings (JICP) Vol.5 No.1, pp. 478-488,
May, 2022

P-ISSN: 2622-0989/E-ISSN: 2621-993X
https://www.ejournal.aibpmjournals.com/index.php/JICP

loyalty in online food delivery service during the COVID-19 pandemic: Its relation
with open innovation. Journal of Open Innovation: Technology, Market, and
Complexity, 7(1). https://doi.org/10.3390/joitmc7010076

Ribbink, D., Streukens, S., Van Riel, A. C. R., & Liljander, V. (2004). Comfort your online
customer: Quality, trust, and loyalty on the internet. Managing Service Quality: An
International Journal, 14(6). https://doi.org/10.1108/09604520410569784

Sharma, G., & Lijuan, W. (2015). The effects of online service quality of e-commerce
Websites on user satisfaction. Electronic Library, 33(3). https://doi.org/10.1108/EL-
10-2013-0193

Sparks, B. A., & McColl-Kennedy, J. R. (2001). Justice strategy options for increased
customer satisfaction in a services recovery setting. Journal of Business Research,
54(3). https://doi.org/10.1016/S0148-2963(00)00120-X

Tsao, W. C., Hsieh, M. T., & Lin, T. M. Y. (2016). Intensifying online loyalty! the power of
website quality and the perceived value of the consumer/seller relationship.
Industrial Management and Data Systems, 116(9). https://doi.org/10.1108/IMDS-
07-2015-0293

Tzavlopoulos, |. (2019). Determining the impact of e-commerce quality on customers’
perceived risk, satisfaction, value, and loyalty. International Journal of Quality and
Service Sciences, 11(4), 576-587. https://doi.org/10.1108/1JQSS-03-2019-0047

W&S. (2015). Marketplace Site Begin to Dominate E-Commerce Market in Indonesia
2015. W&S Indonesia - PT. Nusaresearch, September.

Wolfinbarger, M., & Gilly, M. C. (2003). eTailQ: Dimensionalizing, measuring, and
predicting etail quality. Journal of Retailing, 79(3). https://doi.org/10.1016/S0022-
4359(03)00034-4

Wu, L. W. (2011). Beyond satisfaction: The relative importance of locational convenience,
interpersonal relationships, and commitment across service types. Managing
Service Quality, 21(3), 240-263. https://doi.org/10.1108/09604521111127956

Yousafzai, S. Y., Foxall, G. R., & Pallister, J. G. (2010). Explaining internet banking
behavior: Theory of reasoned action, theory of planned behavior, or technology
acceptance model? Journal of Applied Social Psychology, 40(5).
https://doi.org/10.1111/j.1559-1816.2010.00615.x

488



