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ABSTRACT

By measuring consumer satisfaction and loyalty in online markets in Indonesia, this research ams
to examine the influence of product quality, service quality and trust on customer loyalty.
Quantitative methodology was used in this research by collecting data from 230 online market
customers in Jabodetabek through an online survey. To test the relationship between research
variables, Structural Equation Modeling (SEM) analysis was used. Findings of this researchshows
a direct relationshipProduct quality, service quality and trust have a positive effect on customer
satisfaction in the online market. Meanwhile, the direct relationship between product quality, service
guality and trust has a positive effect on customer loyalty in the online market. The direct
relationship between customer satisfaction has a positive effect on customer loyalty in the online
market. Apart from that, the mediating influence of customer satisfaction is also able to mediate the
relationship between product quality, service quality and trust and has a positive effect on online
market customer loyalty. The findings of this research have management implications that can be
utilized by e-commerce or online market industry companies in Indonesia to improve ther marketing
and service strategies and build stronger consumer loyalty.
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INTRODUCTION

In a competitive world, customers never need organizations, but instead organizations
need customers (Pooya et al., 2020). The ultimate goal of a company in running its business
is to increase customer satisfaction by satisfying their requests. Satisfaction is one of the
most important factors that can help increase customer loyalty and increase company
business sales. (Le et al., 2020). According toShinta et al. (2020) customers must be satisfied
with the products and services provided before they will be loyal to the company's
products.Customer satisfaction is also a highly desired target for businesses because
satisfied customers tend to buy more, revisit, and spread positive opinions through word of
mouth to other customers who will ultimately be loyal to the product and business(Chiguvi
& Guruwo, 2020)..

Researchers conducted a study of previous research regarding the variables studied
related to loyalty, satisfaction, service quality, product quality and trust. Customer loyalty
is considered an important key to an organization's success and profitability(Indrawati et al.,
2020). The concept of loyalty has become a necessity nowadays, because loyalty is not only
associated with repurchase behavior, but also with positive attitudes towards service
providers.(Saueressig et al., 2021). Keeping customers loyal for a long time is more
profitable than attracting new customers(Paulose & Shakeel, 2021).The relationship
between customer satisfaction and loyalty connects customer attitudes, such as how much
the customer is satisfied with the company's product or service, with customer behavior in
making repeat purchases for the product or service.(Chiguvi & Guruwo, 2020).Before
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customers are loyal to a company's products, customers must be satisfied with the products
and services provided(Kotler et al., 2019). Customer satisfaction is the most important
antecedent in customer loyalty(Noyan & Simsek, 2014)And(Myunghee & Miyoung, 2017b)

Successful organizations tend to win higher levels of customer satisfaction for their
productshe gave(Paulose & Shakeel, 2021).According toAdhikari (2018)Basically,
consumers always see and evaluate the quality of products on the market before buying and
product quality is usually assessed by customers who compare the expected product quality
and the perceived product quality.Companies must be able to bind consumers with quality
products and quality service, so that consumers are satisfied and remain faithful and
loyal(Butarbutar et al., 2019).Product quality is one of the components that leads to
customer post-consumption evaluations such as satisfaction, value, trust and loyalty to
products and services(Suttikun & Meeprom, 2021).This product evaluation cannot be
separated from the role of perceived value in a product.Customer loyalty can be achieved
by offering quality products(Espinoza et al., 2023).Market expectations regarding the
quality of a company's output have a positive impact on customer satisfaction with the
company as a whole(Garvin, 1988).Satisfaction, trust, loyalty and perceived value of price
tolerance vary according to the nature of the product(Pandey et al., 2020). Consumer
satisfaction refers to how someone feels after using a product(Ariff et al., 2013). So that a
product is able to satisfy consumers if it can meet or exceed their desires and
expectations(Susanti & Jasmani, 2020).

DraftService quality generally needs to be seen from the customer's perspective, and
customers have different values, different evaluation criteria, and different situations(Tran
& Le, 2020). Knowing managers' and customers' perceptions of services influences
loyalty(Saueressig et al., 2021). Lservice has a positive relationshipon satisfaction and
loyalty(Jahmani et al., 2020). According toDarmawan et al. (2018)Service quality is seen as
a competitive advantage to differentiate itself from other competitors and is very important
to determine long-term organizational profits. Product and service quality have a positive
effect on customer satisfaction and loyalty(Frangos et al., 2015).Razak & Shamsudin
(2019)declare service quality by creating a positive influencing imagevisitor
loyalty.Courtesy,and empathy in interactions produce favorable service outcomes. If these
interactions fail to evoke desired associations, they will lead to customer
dissatisfaction(Bahadur et al., 2018).

Apart from products and services, trust in the digital environment is largely related to
trust via the Internet, especially with e-commerce. In these cases, e-trust is often reduced to
a security issue(Tran & Vu, 2019). According toQalati et al. (2021)Online trust is becoming
the most important element of business strategy because it reduces perceived risk and creates
positive word of mouth. This belief makes E-trust an important factor that influences
consumer behavior and can contribute to the success of e-commerce(Giao et al., 2020). E-
trust and E-Satiisfaction have a significant impact on the loyalty of repeat online
buyers(Moriuchi & Takahashi, 2016). On the other handBrand relationships have a stronger
influence on price tolerance, while trust has no direct effect(Giovanis & Athanasopoulou,
2018)

Service quality is a key factor in getting customer satisfaction which will increase
customer loyalty(Ajami et al., 2018)And(Slack et al., 2020).Suttikun & Meeprom (2021);Le
et al. (2020);Aljumah et al. (2020);Supriyanto et al. ( 2021)And(Rivai & Wahyudi,
2017)stated that the influence of satisfaction is significant on customer loyalty. Loyalty is a
form of repurchase behavior, taking into account all the experiences a customer has while
using a provider's products and services(Fida et al., 2020).

Based onthe previous research above, it is necessary to carry out further research on



the variables of loyalty, product quality, satisfaction and customer trust in other industries,
namely online markets in the Jabodetabek area. This is a research gap in the form of different
research objects.

The aim of this research is to analyze the influence of product quality, service quality,
trust on customer loyalty which is mediated by online market customer satisfaction in the
Jabodetabek area. It is also hoped that this research can provide empirical evidence related
to studies on product quality, service quality, trust, customer satisfaction and loyalty. It is
also hoped that this research can become a reference in online marketing practices in
Indonesia.

RESEARCH METHODS

This research uses 3 independent variables, namely product quality, service quality,
trust. Customer satisfaction as a mediating variable, and the dependent variable is customer
loyalty. In this measurement, researchers will distribute questionnaires using a 1-5 Linkert
Scale where score 1 is Strongly disagree, score 2 is Disagree, score 3 is neutral and score 4
is agree and score 5 is strongly agree.

This research uses a quantitative approach obtained from primary data by distributing
questionnaires(Kusuma & Fadli, 2021). The next aim is to test the research model, the
significance of the relationship between variables and factors, and hypotheses. The survey
distribution stage consists of pre-test survey activities, establishing a research model,
confirmation studies and data analysis.

The research carried out was quantitative research using the Structural Equation
Model (SEM) method, and data processing and analysis using SPSS 23 and Lisrel 88
software andBefore the SEM test was carried out, a pre-test was carried out on 30
respondents, where this test showed that the output results for each indicator for each
variable met the validity test requirements where the KMO value was >0.5 and Factor
Loading >0.6, so it could be concluded that no indicators will be outlayer and the indicators
are declared valid. Meanwhile, in the pre-test reliability test on 30 respondents, it was seen
that each variable had a Cronbach Alpha value greater than 0.6, and it could be concluded
that all variables in this study were declared reliable.

The respondent population is people living in Jabodetabek andThe sampling technique
is to use a techniquepurposive samplingso that samples will be selected using specified
criteria, based on certain considerations in accordance with the research objectives. The
criteria for sample selection in this research are:men or women aged between 19 and over
40 years, customers of market places or online markets in Jabodetabek. Where it can be seen
that the majority are female (64%) and the rest are male. The age range, if sorted by the
largest portion, is 31%, between 26 and less than 30 years old. Age 31 — 35 is 66 people or
29%, then the age range is 64 or 28%. The remaining 3% or 8 people are over 40 years old.
Respondents with private employment accounted for 141 or 61%, while students accounted
for 40 respondents or 17%. There were 35 civil servant respondents or 15%, while the
remaining 14 respondents or 6% were entrepreneurs. Most of the respondents' length of
work was more than 2 years as much as 144 or 63% and the remaining 86 people or 37%
were under 2 years. The income of 68 respondents or 30% was in the 4-5 million income
range, followed by 58 respondents or 25% with incomes below 4 million. Income above 10
million was 56 respondents or 24% and the remaining 48 respondents or 21% were 6-10
million.

Based on the results of the pre-test data processing, the research conducted factor
analysis to test validity and reliability using SPSS. The validity test was carried out by
looking at the Kaiser-Mayer-Olkin (KMO) measurement value and the Measure of



Sampling Adequacy (MSA). The KMO and MSA values must be greater than 0.5, which
means the factor analysis is appropriate. Reliability test uses Cronbach's Alpha
measurement. The closer the Cronbach's Alpha value is to 1, the better(Hair et al., 2014).
After analyzing the pre-test results on 30 respondents with 46 questions, it was declared
valid.Because this research uses SEM where the number of research samples is determined
at least 5 times the number of questions(Hamdollah & Baghaei, 2016)So the total sample in
this study was 230 people, taking into account reserves if there were any discrepancies in
filling out the questionnaire.

RESULT AND DISCUSSION
RESULT
Statistical Analysis

In this research, validity and reliability tests will be carried out first on 30 initial
respondents. If the data is declared valid and reliable, then the data will be used and add 230
respondents followed by confirmatory factor analysis tests to path analysis to determine
direct and indirect relationships in this research model.
Measurement Model Analysis
Validity Test

A variable is declared valid if it has a KMO value > 0.05 and a factor loading > 0.6.
The validity test of this measurement on 230 respondents showed that the service quality
variable had a factor loading value of >0.6.

Table 1. Validity Test

Variables AVE
Service Quality 0.550
Product Quality 0.673
Trust 0.617
Satisfaction 0.742
Loyalty 0.788

Source: Researcher Processed Data, 2023

It can be seen that the indicators for each variable meet the validity test requirements
where the KMO value is >0.5 and Factor Loading >0.6, so it can be concluded that no
indicators will be taken out and the indicators are declared valid.
Reliability Test

The test results show that each variable has a Cronbach Alpha value greater than 0.6,
and it can be concluded that all variables in this study are declared reliable.

Table 2. Reliability Test

Variables Cronbach Alpha
Service Quality 0.962
Product Quality 0.935
Trust 0.918
Satisfaction 0.952
Loyalty 0.978

Source: Researcher Processed Data, 2023



Model Fit Test (Goodness of Fit)
We will describe the results of the overall model suitability test in this research as
follows:
Table 3. Model Fit Test

Model Fit Test

GOF Size Condition Results Match Level

Chi Square Small Value 17555,202 Poor Eit
P-Value >0.05 1.00

RMSEA <0.08 0.0 Good Fit
NNFI >0.90 1,001 Good Fit
NFI >0.90 0.990 Good Fit

PNFI >0.90 0.891 Marginal Fit
CFlI >0.90 1,000 Good Fit
IFI >0.90 1,001 Good Fit
RFI >0.90 0.989 Good Fit
GFI >0.90 0.934 Good Fit
AGFI >0.90 0.919 Good Fit
PGFI >0.90 0.764 Poor Fit

Source: Researcher Processed Data, 2023

It can be seen in the Lisrel output that the chi-square value is 17555.202 with a p value
of 1.00, which indicates that the model is good (good fit) because the chi-square is higher
than the chi-square table (df=297) and the good fit is greater than 0.05. The RMSEA value
of 0.24 indicates that the model is good (good fit) because it meets the requirements of not
being greater than 0.08 (< 0.08). The NNFI value ranges from 0 to 1, where the higher the
resulting value, the better the model used. In this case the NNFI value is 1.001, which means
the model is good to use (good fit). The NFI value is 0.990, which can be concluded that the
model is declared good fit. The PNFI requirements also get a score of 0.891 (> 0.90), or
lower than the required standard value so that these results explain that the model is suitable
for use (marginal fit). In the CFI requirements, you get a score of 1,000 (> 0.90), or higher
than the standard value required so that these results explain that the model is suitable for
use (good fit). The IFI value is declared good fit if> 0.90, where the lisrel output results
show a value of 1.001 or higher than the required standard value so that these results explain
that the model is suitable for use.The RFI value is 0.989 (> 0.90), which can be concluded
that the model is declared good (good fit). The GFI value is 0.934 which can be concluded
that the model is declared good fit because this value is above the requirements> 0.80 and
<0.90. The AGFI value is 0.919 (> 0.90), which can be concluded that the model is declared
good fit because it is above> 0.80 and < 0.90. The PGFI value is 0.764 (> 0.90), which can
be concluded that the model is declared inadequate (poor fit) because it is below marginal
fit, namely at least 0.8. Based on the results of the fit test above, 9 criteria are declared good
fit and 1 criterion meets marginal fit and 2 poor fit, which means that the model can be
continued for structural testing because it has been declared feasible or fit.

Coefficient of Determination (R-Square)

The coefficient of determination or R-Square can be interpreted as how much the
dependent variable is represented by variations in the independent variables in the research
model. To find out the coefficient of determination, it can be seen through the R-Square
value. The higher the value, the better the independent variable is in explaining the
dependent variable.



Table 4 Coefficient of Determination (R-Square)

Variables R-Square
CustomersSatisfaction 0.184
Customer Loyalty 0.253

Source: Researcher Processed Data, 2023

The coefficient of determination or R-square can be interpreted as how much the
dependent variable is represented by variations in the independent variables in the research
model. It can be seen that the R-square value ofSatisfactionof 0.184 which means that the
variableSatisfactionrepresented 18% by variety and Product Quality and Service Quality
and Trust. Meanwhile, for Customer Loyalty, the R-square value is 0.253, which means that
this variable is represented 25.3% by variations in Product Quality and Service Quality and
Trust andSatisfaction. Meanwhile, the remaining 74.7% is represented by variations in other
variables.
Structural Model Analysis

After analyzing the Confirmatory Factor Analysis (CFA), the latent score can be
measured for each latent variable. The next thing to do is interpret the model. Below we will
present the loading factor values for the measurement model resulting from SEM
confirmatory factor analysis as shown in Figure 4.1, while from the results of the 2 T Value
diagram it can be seen that each loading factor has a value > 0.7 so that the latent variable
has been represented by each indicator and to find out the magnitude of the influence and
its significance.
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Figure 1. Model analysis
Direct (Direct Effect) and Indirect (Indirect Effect) Relationships
To see the magnitude of the influence of each variable and how significant this
influence is, look at the Coefficient and t-Stat values (>1.97), summarized in Table 5.



Table 5. Model Hypothesis Test Analysis

. - Mark .

Hypothesis Coefficient T-Value Information
H1: Product quality has a positive Data supports the
. . : 0.248 3,428 ;
influence on customer satisfaction Hypothesis
H2: Service quality has a positive Data supports the
. ) : 0.168 2,526 )
influence on customer satisfaction Hypothesis
H3: E-trust h_as apositive influence on 0.201 2,744 Data supports the
customer satisfaction Hypothesis
H4: Product quality has a positive Data supports the
. 0.201 3,047 )
influence on customer loyalty Hypothesis
H5: Service Quality has a positive Data supports the
. 0.234 3,278 ;
influence on customer loyalty Hypothesis
H6: Trust has a positive influence on 0.213 2,939 Data supportfs the
customer loyalty Hypothesis
H7: Customer Satisfaction Has a Data supports the
positive influence on customer 0.254 3,556 Hypothesis
loyalty

Source: Lirrell 8.8

In the structural model analysis of the direct relationship between product quality and
customer satisfaction, there is a positive relationship of 0.248 and a significant effect with a
t-stat value of 3.428 (>1.96). Thus, hypothesis 1 can be accepted and there is a significant
influence between product quality and customer satisfaction. In the structural model analysis
of the direct relationship between the Service Quality variable and customer satisfaction,
there is a positive relationship of 0.168 and a significant effect with a t-stat value of 2.526
(>1.96). Thus, hypothesis 2 can be accepted and there is a significant influence between
Service Quality and customer satisfaction. In the structural model analysis of the direct
relationship between the trust variable and customer satisfaction, there is a positive
relationship of 0.201 and a significant effect with a t-stat value of 2.744 (>1.96). Thus,
hypothesis 3 is accepted and there is a significant influence between trust and customer
satisfaction.

In the structural model analysis, there is a direct relationship between product quality
andcustomer loyalty, there is a positive relationship of 0.201 and a significant effect with a
t-stat value of 3.047 (>1.96). Thus, hypothesis 4 can be accepted and there is a significant
influence between Product Quality andcustomer loyalty. In the structural model analysis,
there is a direct relationship between service quality variablescustomer loyaltythere is a
positive relationship of 0.234 and a significant effect with a t-stat value of 3.278 (>1.96).
Thus, hypothesis 5 can be accepted and there is a significant influence between Service
Quality and customer satisfaction. In the structural model analysis, there is a direct
relationship between the trust variablecustomer loyaltythere is a positive relationship of
0.213 and a significant effect with a t-stat value of 2.939 (>1.96). Thus, hypothesis 6 is
accepted and there is a significant influence between trust and trustcustomer loyalty. In the
structural model analysis, there is a direct relationship between customer satisfaction
variablescustomer loyaltythere is a positive relationship of 0.254 and a significant effect
with a t-stat value of 3.556 (>1.96). Thus, hypothesis 7 is accepted and there is a significant
influence between customer satisfaction and customer loyalty.

In the structural model analysis of the indirect relationship between the Product
Quiality variable and customer loyalty through customer satisfaction, there is a positive
relationship of 0.043 and a significant effect with a t-stat value of 2.078 (>1.96). Thus,
hypothesis 8 can be accepted and there is a significant influence between product quality on



customer loyalty through the customer satisfaction variable. In the structural model analysis
of the indirect relationship between service quality variables on customer loyalty through
customer satisfaction, there is a positive relationship of 0.063 and a significant effect with a
t-stat value of 2.512 (>1.96). Thus, hypothesis 9 can be accepted and there is a significant
influence between service quality on customer loyalty through the customer satisfaction
variable. In the structural model analysis of the indirect relationship between the trust
variable and customer loyalty through customer satisfaction, there is a positive relationship
of 0.051 and a significant effect with a t-stat value of 2.197 (>1.96). Thus, hypothesis 10
can be accepted and there is a significant influence between trust and customer loyalty
through the customer satisfaction variable.

DISCUSSION

This test shows that product quality is an important factor that can have a significant
effect on customer satisfaction on platforms such as online markets. Customers tend to feel
satisfied if the product they receive meets their expectations or even exceeds expectations.
Satisfied online Marketplace customers are more likely to leave positive reviews and
recommend the store to others. High quality products can reduce the possibility of online
market customers submitting returns or complaints. This can save time and resources for the
store, while also keeping customers satisfied (Maresyembun, 2023). In the results of this
research the results proved thatproduct qualitypositive influence oncustomer satisfaction,
this research is in line with the results of research conductedSuttikun & Meeprom (2021)
and Mahsyar & Surapati (2020) who found a positive relationship between product quality
and customer satisfaction.

Furthermore, this test shows that the quality of online market services also has a
positive impact on consumer satisfaction on the platform. Ease of ordering, payment and
delivery tracking processes contributes to online market consumer satisfaction
(Nurakhmawati et al., 2022). If users feel that the process is easy and efficient, they are more
likely to be satisfied (Maresyembun, 2023). Online marketplace skills in managing
deliveries quickly and accurately are key factors. Consumers often appreciate timely
delivery and products that arrive in good condition. The quality of an online marketplace's
customer service, including quick responses to consumer questions or complaints, can
influence consumer perceptions of the platform. Responsive customer service can help
resolve problems quickly, increasing consumer satisfaction. Opinions and reviews from
previous users can influence new consumers' purchasing decisions. Therefore, the quality
of open and reliable feedback and reviews can influence consumer perceptions of the quality
of online Market services. In the results of this research, the results are proven that service
quality has a positive effect on customer satisfaction. This research is in line with the results
of the research conducted by Le et al. (2020); Slack et al. (2020); Supriyanto et al. (2021),
which found a positive relationship between service quality and customer satisfaction.

This test shows that the trust that consumers have in online markets has a significant
impact on consumer satisfaction on online market platforms. Transaction security is a key
factor in building consumer trust. Consumers who feel safe when making online transactions
in the online market will feel more satisfied and comfortable. Strong and fair buyer
protection policies help build consumer trust. If consumers believe they are protected from
fraud or unsatisfactory transactions, they will be more satisfied. Consumers also believe that
online markets provide quality products that match the description, and are more likely to
feel satisfied. Trust related to product quality consistency can influence purchasing
decisions and long-term satisfaction. Trust in online marketplaces is often built through
reviews and store reputation. Consumers who see positive reviews and a good reputation on
the online market will be more confident and feel satisfied when shopping on the online



market. Consumer confidence also increases when online marketplaces offer return and
refund policies that are clear and easy to understand. Consumers who know they can easily
return a product if they are not satisfied will feel more comfortable shopping. In the results
of this research, the results are proven that trust has a positive effect on customer
satisfaction. This research is in line with the results of the research conducted Wilis &
Nurwulandari (2020); Giao et al. (2020) and Tran & Vu (2019) who found a positive
relationship between trust and customer satisfaction.

In testing product quality on consumer loyalty, it was found that the quality of
products offered in the online market had a significant impact on the level of consumer
loyalty. Good quality online market products can increase consumer satisfaction. If
consumers are satisfied with the products they purchase, they remain loyal to the online
marketplace. Product quality that is consistent and meets consumer expectations can create
a positive shopping experience. A good shopping experience can increase loyalty because
consumers will return to a place that provides a satisfying experience. High product quality
can help build a positive reputation for a store in the online marketplace. Consumers who
perceive a store as having a good reputation regarding the quality of its products are more
likely to remain loyal. Consumers who are satisfied with the quality of online marketplace
products may provide positive recommendations to friends, family, or coworkers. Positive
word-of-mouth is a strong factor in building loyalty. In the results of this research, the results
are proven that product quality has a positive effect on customer loyalty. This research is in
line with the results of research conducted byConnect et al. (2023); Rua et al. (2020); Ali et
al. (2020); Espinoza et al. (2023); Wardhani et al. (2023) and Suttikun & Meeprom (2021),
which found a positive relationship between product quality and customer loyalty.

Testing service quality on consumer loyalty shows that the quality of service provided
by online markets can have a significant impact on consumer loyalty. Responsive, friendly
and efficient online market customer service is able to increase satisfaction which ultimately
makes consumers remain loyal to online market applications. Service quality can be seen
from the online market's ability to help consumers resolve problems, including product
returns or payment problems. Consumers who feel supported in solving problems are more
likely to remain loyal. Services that provide clear and transparent information about
products, prices and store policies can increase consumer trust and loyalty. In the results of
this research, the results are proven that service quality has a positive effect on customer
satisfaction. This research is in line with the results of research conducted by Surahman et
al. (2020); Supriyanto et al. (2021) & Suttikun & Meeprom (2021) who found a positive
relationship between service quality and customer loyalty.

Testing the trust variable on consumer loyalty shows that consumer trust in the online
market has a significant impact on the level of consumer loyalty. Consumers who trust
online marketplaces tend to build long-term relationships between consumers and platforms,
which encourages them to keep shopping on online marketplaces. Trust can encourage
consumers to more actively participate in loyalty programs offered by online markets.
Consumers who feel confident in the benefits and integrity of the program are more likely
to become loyal customers. Consumers who have trust in online marketplaces tend to be
more comfortable using additional features such as product reviews, electronic payments,
or buyer protection programs. This can increase trust and loyalty. In the results of this
research, the results are proven that trust has a positive effect on customer loyalty. This
research is in line with the results of research conducted by (Garepasha et al., 2020);
(Indrawati et al., 2020) who found a positive relationship between trust and customer
loyalty.

In testing the Product Quality variable on customer loyalty through customer



satisfaction, it shows that there is a significant positive relationship. In the context of
consumer satisfaction mediation, it shows that customer satisfaction functions as an
intermediary between product quality and customer loyalty. The positive effect of product
quality on customer loyalty does not only occur directly, but also through the mediation of
customer satisfaction. If product quality increases, customer satisfaction also tends to
increase. Increased customer satisfaction then contributes to increased customer loyalty.
These results show that customer loyalty is able to show the desire of online market
consumers to continue shopping or use services from the online market repeatedly. This
may include repeat purchases, recommending the online marketplace to others, or using the
online marketplace's services exclusively. So, overall, it appears that good product quality
not only directly increases customer loyalty but also has a positive effect through increasing
customer satisfaction. In other words, customer satisfaction functions as a channel or
mediator through which product quality influences customer loyalty. If consumers are
satisfied with the products they purchase, they are more likely to become loyal customers
and continue interacting with the online marketplace.

Testing the Service Quality variable on customer loyalty through customer
satisfaction shows that there is a significant positive relationship. This research shows that
customer satisfaction is able to function as an intermediary in this relationship. Good and
quality online market service to its customers makes customers feel satisfied with their
shopping experience. Aspects of service quality include quick responses to customer
questions, customer service staff skills, ease of use of the platform, and other factors that
can also positively influence the customer experience. In this research, customer satisfaction
acts as an intermediary between service quality and customer loyalty. so that the positive
effect of service quality on customer loyalty does not only occur directly, but also through
increasing customer satisfaction. If service quality is improved, it is likely to increase
customer satisfaction, and increased customer satisfaction is then expected to increase
customer loyalty.

Testing the Trust variable on customer loyalty through customer satisfaction shows
that there is a significant positive relationship. Customer trust in online markets has a
positive influence on customer loyalty, and customer satisfaction functions as a mediator in
this research. The level of customer trust in online markets can influence the level of
customer satisfaction. Trust arises from a variety of factors, such as transaction security, fair
returns policies, and the online marketplace's reputation for delivering on customer promises
and expectations. In this research, customer satisfaction acts as an intermediary between
trust and customer loyalty. so that the positive effect of trust on customer loyalty does not
only occur directly, but also through increasing customer satisfaction. If trust in the online
market is increased, it will increase customer satisfaction, and increasing customer
satisfaction is expected to increase customer loyalty.

CONCLUSION

Based on the results in this study, it shows a direct relationshipProduct quality, service
quality and trust have a positive effect on customer satisfaction on online market platforms.
Meanwhile, the direct relationship between product quality, service quality and trust has a
positive effect on customer loyalty on online market platforms. The direct relationship
between customer satisfaction has a positive effect on customer loyalty on online market
platforms. Apart from that, the mediating influence of customer satisfaction is also able to
mediate the relationship between product quality, service quality and trust and has a positive
effect on customer loyalty on online market platforms. Based on these results, it is clear that
the better the product quality, service quality and trust provided by the online market
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application, the more impact it will have on customer satisfaction and loyalty on the online
market platform.

This study has several limitations and also shows several directions for improvement
in future research, namely first, research data was only conducted in Jabodetabek. Both
studies still generally discuss the online market in Jabodetabek

It is recommended that further research be carried out on online market users in other
areas to obtain more objective and representative results with wider coverage. It is
recommended to add other variables that are influenced by satisfaction and loyalty. This is
because there are many other variables related to loyalty.

This research has several managerial implications that are important to carry out in
order to increase customer loyalty in an application such as an online market. The
managerial implications of the findings that product quality, service quality, and trust on
customer loyalty with customer satisfaction as mediation can provide guidance for more
effective management strategies. Online marketplaces should focus on improving the
quality of their products and services. This can involve improving quality control, product
updates, and improvements in customer service aspects such as responsiveness, policy
clarity, and ease of use of the platform. Apart from that, online markets must build and
maintain consumer trust. This involves clear policies, transparency in operations, and efforts
to ensure transaction security. Increased trust can build a strong foundation for increasing
customer loyalty. The need to measure customer satisfaction levels regularly. By
understanding the factors that influence customer satisfaction, management can design
strategies to improve customer experience and ensure higher satisfaction which will
ultimately create loyal consumers. Online marketplaces need to improve employee skills in
providing good customer service. Interpersonal skills and a deep understanding of products
and services can strengthen the positive image of an online Marketplace in the eyes of
customers.

BIBLIOGRAPHY

Adhikari, A. (2018). Strategic marketing issues in emerging markets. Springer.

Ajami, M. P., Elola, L. N., & Pastor, J. (2018). Validation and improvement of the European
Customer Satisfaction Index for the Spanish wine sector. TQM Journal, 30(2), 133-152.
https://doi.org/10.1108/TQM-07-2016-0056

Ali, M., Lubis, PH, Djalil, MA, & Utami, S. (2020). The Influence of Brand Trust and Product
Quality on Customer Satisfaction and Its Implications on Consumer Loyalty at the Branch
office of Pt. Bank Indonesia (Persero) Tbhk. Banda Aceh, Indonesia. East African Scholars
Journal of Economics, Business and Management, 3(4), 278-282.
https://doi.org/10.36349/EASJEBM.2020.v03i04.001

Aljumah, A., Nuser, M.T., & Islam, A. (2020). Impacts of service quality, satisfaction and trust on
the loyalty of foregn patients in Malaysian medical tourism. International Journal of
Innovation, Creativity and Change, 11(2), 451-467.

Ariff, MSM, Yun, LO, Zakuan, N., & Ismal, K. (2013). The Impacts of Service Quality and
Customer Satisfaction on Customer Loyalty in Internet Banking. Procedia - Social and
Behavioral Sciences, 81, 469-473. https://doi.org/10.1016/j.sbspro.2013.06.462

Bahadur, W., Aziz, S., & Zulfigar, S. (2018). Effect of employee empathy on customer satisfaction
and loyalty during employee—customer interactions: The mediating role of customer affective
commitment and perceved service quality. Cogent Business and Management, 5(1), 1-21.
https://doi.org/10.1080/23311975.2018.1491780

Bosnjak, M., Ajzen, I., & Schmidt, P. (2020). The theory of planned behavior: Selected recent
advances and applications. Europe's Journal of Psychology, 16(3), 352-356.
https://doi.org/10.5964/ejop.v16i3.3107

Butarbutar, N., Syah, TYR, & Anindita, R. (2019). the Effect of Service Quality on Customer

11



Satisfaction At Pt Multi Rentalindo: a Case Study of Employees in Kawan Lama West Jakarta.
Russian Journal of Agricultural and Socio-Economic Sciences, 88(4), 117-125.
https://doi.org/10.18551/rjoas.2019-04.16

Chiguvi, D., & Guruwo, PT (2020). Impact of Customer Satisfaction on Customer Loyalty in
Upscale Ethnic Restaurants. Theoretical & Applied Science, 86(06), 372-375.
https://doi.org/10.15863/tas.2020.06.86.71

Darmawan, D., Mardikaningsih, R., & Hadi, S. (2018). The Effect of Service Quality, Customer
Satisfaction and Corporate Image on Customer Loyalty in the banking sector in Indonesia.
IOSR Journal of Business and Management, 19(11), 46-51. https://doi.org/10.9790/487X-
1911064651

Espinoza, JLV, Delgado, FMC, Rodriguez, VHP, Galvez, CVC, Lingan, RYC, Ramirez, FB, &
Huaman, ET (2023). Product Quality and Customer Loyalty: the Case of a Chocolate
Production Cooperative, Peru. Journal of Law and Sustanable Development, 11(7), 1-20.
https://doi.org/10.55908/sdgs.v11i7.490

Fida, B. A., Ahmed, U., Al-Balushi, Y., & Singh, D. (2020). Impact of Service Quality on Customer
Loyalty and Customer Satisfaction in Islamic Banks in the Sultanate of Oman. SAGE Open,
10(2), 215824402091951. https://doi.org/10.1177/2158244020919517

Fishben, & Ajzen. (1975). A Bayesian analysis of attribution processes. Psychological Bulletin, VVol.
82(No. 2), 261-277.

Frangos, C.C., Karapistolis, D., Stalidis, G., Constantinos, F., Sotiropoulos, I., & Manolopoulos, I.
(2015). Tourist Loyalty is All about Prices, Culture and the Sun: A Multinomial Logistic
Regression of Tourists Visiting Athens. Procedia - Social and Behavioral Sciences, 175, 32—
38. https://doi.org/10.1016/j.sbspro.2015.01.1171

Garepasha, A., Aali, S., Bafandeh Zendeh, A.R., & Iranzadeh, S. (2020). Relationship dynamics in
customer loyalty to online banking services. Journal of Islamic Marketing, 12(4), 830-863.
https://doi.org/10.1108/JIMA-09-2019-0183

Garvin, D. A. (1988). Managing quality: The strategic and competitive edge. Simon and Schuster,
1988.

Giao, H. N. K., Vuong, B. N., & Quan, T. N. (2020). The influence of website quality on consumer's
e-loyalty through the mediating role of e-trust and e-satisfaction: An evidence from online
shopping in  Vietnam. Uncertan Supply Chan Management, 8(2), 351-370.
https://doi.org/10.5267/j.uscm.2019.11.004

Giovanis, A.N., & Athanasopoulou, P. (2018). Consumer-brand relationships and brand loyalty in
technology-mediated services. Journal of Retaling and Consumer Services, 40(February 2016),
287-294. https://doi.org/10.1016/j.jretconser.2017.03.003

Gok, O., Ersoy, P., & Boérihan, G. (2019). The effect of user manual quality on customer
satisfaction: the mediating effect of perceved product quality. Journal of Product and Brand
Management, 28(4), 475-488. https://doi.org/10.1108/JPBM-10-2018-2054

Har, JF, Black, WC, Babin, BJ, Anderson, RE, Black, WC, & Anderson, RE (2018). Multivariate
Data Analysis. https://doi.org/10.1002/9781119409137.ch4

Har, J.F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V.G. (2014). Partial least squares structural
equation modeling (PLS-SEM): An emerging tool in business research. European Business
Review, 26(2), 106-121. https://doi.org/10.1108/EBR-10-2013-0128

Hamdollah, R., & Baghae, P. (2016). Partial least squares structural equation modeling with R.
Practical Assessment, Research and Evaluation, 21(1), 1-16. https://doi.org/10.1108/ebr-10-
2013-0128

Hapuarachchi, C., & Samarakoon, A. (2020). Drivers Affecting Online Banking Usage of Private
Commercial Banks in Sri Lanka. Asian Journal of Economics, Business and Accounting,
December, 1-10. https://doi.org/10.9734/ajeba/2020/v20i130314

Hag, 1., Soomro, J. A., Mazhar, T., Ullah, I., Shloul, T. Al, Ghadi, Y. Y., Ullah, I., Saad, A., & Tolba,
A. (2023). Impact of 3G and 4G Technology Performance on Customer Satisfaction in the
Telecommunication Industry. Electronics (Switzerland), 12(7), 1-24.
https://doi.org/10.3390/electronics12071697

Indrawati, R., Elizar, C., Mutiara, R., & Roespinoedji, D. (2020). Service Quality, Customer

12



Satisfaction, Customer Trust, and Customer Loyalty in the Service of Pediatric Polyclinic
(Case Study At Private H Hospital of East Jakarta, Indonesia). 11, 1310-1320.
https://doi.org/10.48047/rige0.11.06.145

Jahmani, A., Bourini, I., & Analisreh, O.A. (2020). The relationship between service quality, client
satisfaction, perceved value and client loyalty: A case study of fly emirates. Cuadernos de
Turismo, 45, 219-238. https://doi.org/10.6018/turismo.426101

Cashmere. (2016). Human Resource Management, (Revised). PT. Raja Grafindo Persada,.

Kotler, P., Armstrong, G., & Opresnik, M. O. (2019). Principles of Marketing (17 Global). Pearson
Education Limited.

Kotler, P., & Keller, K. L. (2016). A Framework for Marketing management Global Edition (sixth
Edit).

Kotler, P., Keller, K. L., Brady, M., Goodman, M., & Hansen, T. (2019). Marketing management.
In Soldering & Surface Mount Technology (4th Europe, Vol. 13, Issue 3). Pearson Education
Limited. https://doi.org/10.1108/ssmt.2001.21913cab.040

Kusuma, JW, & Fadli, JA (2021). IDENTIFICATION OF FACTORS DETERMINING INTEREST
IN PURCHASING GREEN BEAUTY PRODUCTS. Economic Journal : Journal of
Economics, 12(02), 214-221. https://doi.org/10.47007/jeko.v12i02.4373

Le, D.N., Nguyen, H.T., & Hoang Truong, P. (2020). Port logistics service quality and customer
satisfaction: Empirical evidence from Vietnam. Asian Journal of Shipping and Logistics, 36(2),
89-103. https://doi.org/10.1016/j.ajs1.2019.10.003

LE, QH, NGUYEN, TXT, & LE, TTT (2020). Customer Satisfaction in Hotel Services: A Case
Study of Thanh Hoa Province, Viethnam. Journal of Asian Finance, Economics and Business,
7(10), 919-928. https://doi.org/10.13106/jafeb.2020.vol7.n010.919

Liung, H., & Syah, TYR (2017). The Effect of Service Quality on Satisfaction in Increasing Loyalty
in Price Moderation. Journal of Economics, 8 (2)(9), 32-44.

Mahsyar, S., & Surapati, U. (2020). Effect of Service Quality and Product Quality on Customers.
International Journal of Economics, Business and Accounting Research (IJEBAR), 4(1), 204—
211.

Maresyembun, MV (2023). The Influence of Product Quality, Price and Service Quality on Shopee
Customer Satisfaction After the New Normal Era. Multidisciplinary Scientific Journal, 1(4),
2986-6340.

Mohapatra, S., Ganesh, K., Punniyamoorthy, M., & Susmitha, R. (2018). Service Quality in Indian
Hospitals Perspectives from an Emerging Market.

Moriuchi, E., & Takahashi, I. (2016). Satisfaction trust and loyalty of repeat online consumers within
the Japanese online supermarket trade. Australasian Marketing Journal, 24(2), 146-156.
https://doi.org/10.1016/j.ausmj.2016.02.006

Myunghee, J. M., & Miyoung, J. (2017a). Customers' perceved website service quality and its effects
on. International Journal of Contemporary Hospitality Management, 29(Unit 07), 1-5.

Myunghee, J. M., & Miyoung, J. (2017b). Customers' perceved website service quality and its effects
on e-loyalty. International Journal of Contemporary Hospitality Management, 29(Unit 07), 1—
5.

Noyan, F., & Simsek, G. G. (2014). Fatma Noyan. Procedia - Social and Behavioral Sciences,
109(2002), 1220-1224. https://doi.org/10.1016/j.sbspro.2013.12.615

Nurakhmawati, R., Purnamawati, A., & Fahmi, 1. (2022). The Influence of Shopee E-Commerce
Service Quality on Customer Satisfaction Through Purchasing Decisions. Coopetition:
Management Scientific Journal, 13(2), 191-204.
https://doi.org/10.32670/coopetition.v13i2.1881

Obedat, ZM, Alshurideh, MT, Al-dweeri, RM, Al-dwiry, MA, & Alhorani, AM (2017). The Impact
of E-Service Quality and E-Loyalty on Online Shopping: Moderating Effect of E-Satisfaction
and  E-Trust. International  Journal ~of  Marketing  Studies, 9(2), 92.
https://doi.org/10.5539/ijms.von2p92

Pandey, N., Tripathi, A., Jan, D., & Roy, S. (2020). Does price tolerance depend upon the type of
product in e-retaling? Role of customer satisfaction, trust, loyalty, and perceved value. Journal
of Strategic Marketing, 28(6), 522-541. https://doi.org/10.1080/0965254X.2019.1569109

13



Parasuraman, Berry, L.L., & Zethaml, V. a. (1990). Guidelines for Conducting Service Quality
Research. Marketing Research, 2(4), 34-45.

Paulose, D., & Shakeel, A. (2021). Perceved Experience, Perceved Value and Customer Satisfaction
as Antecedents to Loyalty among Hotel Guests. Journal of Quality Assurance in Hospitality
and Tourism, 00(00), 1-35. https://doi.org/10.1080/1528008X.2021.1884930

Pooya, A., Abed Khorasani, M., & Gholamian Ghouzhdi, S. (2020). Investigating the effect of
perceved quality of self-service banking on customer satisfaction. International Journal of
Islamic and Middle Eastern Finance and Management, 13(2), 263-280.
https://doi.org/10.1108/IMEFM-12-2018-0440

Qalati, S.A., Vela, E.G., Li, W., Dakhan, S.A., Hong Thuy, TT, & Merani, S.H. (2021). Effects of
perceved service quality, website quality, and reputation on purchase intention: The mediating
and moderating roles of trust and perceved risk in online shopping. Cogent Business and
Management, 8(1). https://doi.org/10.1080/23311975.2020.1869363

Rahimnia, F., & Hassanzadeh, J. F. (2013). The impact of website content dimension and e-trust on
e-marketing effectiveness: The case of Iranian commercial saffron corporations. Information
and Management, 50(5), 240-247. https://doi.org/10.1016/j.im.2013.04.003

Razak, AA, & Shamsudin, MF (2019). The influence of atmospheric experience on Theme Park
Tourist's satisfaction and loyalty in Malaysia. International Journal of Innovation, Creativity
and Change, 6(9), 10-20.

Riva, AR, & Wahyudi, TA (2017). The Influence of Perceved Quality, Brand Image, Price
Perception on Customer Loyalty with Customer Satisfaction as a Mediating Variable. Media
Discourse Partners, 4(1), 29-37.

Rua, S., Saldanha, E.D.S., & Amaral, A.M. (2020). Examining the Relationships among Product
Quality, Customer Satisfaction and Loyalty in the Bamboo Institute, Dili, Timor-Leste. Timor
Leste Journal of Business and Management, 2(1), 33-44. https://doi.org/10.51703/bm.v2i2.28

Sambung, R., Ray, A., & Kusdiantoro, J. (2023). Building Customer Loyalty Through Product
Quality and Customer Satisfaction. Journal of Management Research and Studies, 1(1), 41—
48.

Saueressig, M. V., Larentis, F., & Giacomello, C. P. (2021). Perceved quality and loyalty in service
operations: A study in banking segment's corporate person division. Gestao e Producao, 28(1),
1-22. https://doi.org/10.1590/1806-9649.2020V28E4934

Shanka, M.S. (2012). Bank Service Quality, Customer Satisfaction and Loyalty in Ethiopian
Banking Sector. Journal of Business Administration and Management Sciences Research, 1(1),
1-9.

Shinta, S., Syah, TYR and, & Negoro, DA (2020). Determinants of Customer Satisfaction and
Customer Loyalty Over City Market Citra Raya. Journal of Multidisciplinary Academic, 4(2),
94-98.

Slack, N., Singh, G., & Sharma, S. (2020). The effect of supermarket service quality dimensions and
customer satisfaction on customer loyalty and disloyalty dimensions. International Journal of
Quality and Service Sciences, 12(3), 297-318. https://doi.org/10.1108/1JQSS-10-2019-0114

Supriyanto, A., Wiyono, BB, & Burhanuddin, B. (2021). Effects of service quality and customer
satisfaction on loyalty of bank customers. Cogent Business and Management, 8(1).
https://doi.org/10.1080/23311975.2021.1937847

Surahman, IGN, Yasa, PNS, & Wahyuni, NM (2020). The Effect of Service Quality on Customer
Loyalty Mediated by Customer Satisfaction in Tourism Villages in Badung Regency.
JAGADITHA Journal of Economics & Business, 7(1), 46-52.
https://doi.org/10.22225/jj.7.1.1626.46-52

Susanti, N., & Jasmani, J. (2020). The Influence of Product Quality and Service Quality on Customer
Satisfaction at Mitra 10 in Depok. Office  Journal, 5(2), 75.
https://doi.org/10.26858/jo.v5i2.13379

Suttikun, C., & Meeprom, S. (2021). Examining the effect of perceved quality of authentic souvenir
products, perceved value, and satisfaction on customer loyalty. Cogent Business and
Management, 8(1). https://doi.org/10.1080/23311975.2021.1976468

Tran, V.D., & Le, N.M.T. (2020). Impact of service quality and perceved value on customer

14



satisfaction and behavioral intentions: Evidence from convenience stores in Vietnam. Journal
of Asian Finance, Economics and Business, 7(9), 517-526.
https://doi.org/10.13106/JAFEB.2020.VOL7.NO9.517

Tran, V.D., & Vu, Q.H. (2019). Inspecting the relationship among E-service quality, E-trust, E-
customer satisfaction and behavioral intentions of online shopping customers. Global Business
& Finance Review, 24(3), 29-42.

Wardhani, DK, Bachri, S., Nurhasanah, SD, & Zen, A. (2023). The Influence of Service Quality,
Product Quality, Value for Customers, and Customer Satisfaction on Customer Loyalty Dian.
Indonesian Journal of Multidisciplinary, 1(3), 862—869.

Wilis, RA, & Nurwulandari, A. (2020). The effect of E-Service Quality, E-Trust, Price and Brand
Image Towards E-Satisfaction and Its Impact on E-Loyalty of Traveloka's Customers. MEA
Scientific Journal (Management, Economics and Accounting), 4(3), 1061-1099.

15



