
Jurnal Ilmiah Ekonomi dan Bisnis 
Vol. 22. No.2, Maret 2025: 122-135 

EISSN : 2442 – 9813 
ISSN : 1829 – 9822  

 

 

 

122 

 

 

 

 

INTRODUCTION  

The current industry is entering the 

era of 5.0, characterized by 

advancements in both hardware and 

software technologies, which 

significantly impact the mindset and 

behavior of modern society. The Internet 

has become the primary bridge in 

technological development, offering 

various benefits, conveniences, and 

facilities that support daily activities and 

simplify the process of online shopping 

(Cahyanti et al., 2022). The year 2025 

marks the highest volume of online 

shopping transactions in Indonesia, with 

59.3% of internet users in the country 

making online purchases on a weekly 

basis, positioning Indonesia as the 9th 

highest-ranking country in terms of 

online shopping frequency (Cindi, 2024). 

The growth of e-commerce in 

Indonesia began during the period from 

1994 to 1999, the evolution of e-commerce 

in Indonesia traces back to the launch of 

Bhineka.com in 1996, the country’s 

pioneering online marketplace. Following 

this, the industry witnessed rapid 

expansion with platforms such as 

tokobagus.com and bukalapak.com 

entering the market. Presently, 

Shopee.com is among the most established 

and extensively recognized e-commerce 

platforms in Indonesia (Ivastya and 

Zaenal, 2020). 
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Figure 1. Most Visited Online 

Marketplaces in Indonesia 

Source: qontak (2025) 

 

According to the illustration in 

Figure 1, Shopee was the most popular 

online marketplace Indonesia in 2024, 

with 167 million monthly visits. A wide 

range of product categories is available 

on this platform, including beauty, 

electronics, and fashion. Some of 

Shopee's key advantages include 

ShopeePay for easier transactions, 

attractive flash sales and cashback offers, 

extensive free shipping services, and a 

loyalty program through Shopee Coins, 

which can be used for future purchases. 

Tokopedia ranked second with 107.2 

million monthly visits, followed by 

Lazada with 74.5 million, Blibli with 

27.1 million, and Bukalapak with 15.6 

million monthly visits. 

Along with the rapid advancement 

of e-commerce marketing and the 

increasing number of companies 

operating on similar platforms, 

businesses, especially those on Shopee 

require deeper insights into consumer 

behavior and potential customers. 

Consumer behavior pertains to the 

manner in which customers assess and 

react to the quality of electronic services 

(e-service quality) on e-commerce 

platforms, which constitutes a critical 

determinant for companies striving to 

attain their targeted profitability 

(Musdalifah and Hendra, 2024) 

The quality of service significantly 

contributes to fostering consumer trust. 

Within the digital domain, this is identified 

as electronic service quality (e-service 

quality). Parasuraman and Zeithaml define 

it as the caliber of electronic services that 

impacts consumer satisfaction levels 

(Pradana et al., 2022). E-service quality 

does not always guarantee customer 

satisfaction, as various situational factors 

and potential failures may still occur 

despite preventive efforts. Therefore, 

recovery is needed referring to the 

measures taken to correct inadequate 

services and restore customer satisfaction. 

Service recovery in the context of 

online business constitutes a critical 

element in attaining customer satisfaction, 

which subsequently impacts customer 

loyalty and encourages repeat purchase 

intentions. E-recovery, according to 

Gronroos (1996), denotes the strategies 

implemented by a company in response to 

service breakdowns, with the goal of 

alleviating customer dissatisfaction and 

ensuring customer loyalty (Mashaqi et al., 

2020). Thus, e-recovery can be defined as 

a recovery effort undertaken by digital 

service providers to address issues or 

failures in various forms of service 

delivery to the public. 

Sufficient e-service quality and 

effective e-recovery that align with 

customer expectations can lead to 

increased e-satisfaction and a stronger 

intention to repurchase (e-loyalty) on the 

platform. Both e-satisfaction and e-loyalty 
represent essential factors that influence 

consumer decision-making and behavior 

within e-commerce, as they play a 

significant role in ensuring the 

sustainability of business operations 

(Kasih et al., 2020) 
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While numerous prior studies have 

investigated the relationship between 

service quality and customer loyalty in e-

commerce, there remains a critical gap in 

constructing an integrated model that 

includes both e-service quality and e-

recovery, with e-satisfaction as a 

mediating factor, particularly within 

Indonesia’s Shopee platform context. 

The present study aims to analyze the 

indirect impact of e-service quality and e-

recovery on e-loyalty via the mediation of 

e-satisfaction. 

The principal objective of this 

research is to assess the relationship 

between e-service quality and e-recovery 

with e-satisfaction, and to investigate the 

influence of these variables on e-loyalty 

among Shopee users. This study is driven 

by several underlying factors, notably the 

substantial number of consumers who 

actively engage in online shopping via 

the Shopee application, which highlights 

the relevance and urgency of evaluating 

service performance and recovery 

strategies in maintaining customer 

loyalty. Second, the existence of 

inconsistent findings in previous studies, 

which creates a research gap. 

According to Ivastya and Zaenal 

(2020) the study reveals that e-service 

quality significantly contributes to the 

improvement of e-satisfaction among 

Shopee.com’s B2C consumers, as 

supported by prior research Suprapti and 

Suparmi (2020) the results of the study 

demonstrate a positive and statistically 

significant relationship between e-

service quality and e-satisfaction. 
However, the literature review suggests 

that this relationship may differ 

depending on the platform and contextual 

factors. Ciputra and Prasetya (2020) the 

research outcomes demonstrate that e-

service quality does not significantly affect 

customer satisfaction from a statistical 

perspective. 

According to the research Nasution 

(2019) according to the findings, e-service 

quality significantly contributes to the 

enhancement of e-loyalty, showing a 

positive and statistically meaningful 

impact in the study Imany and Tiarawati 

(2024) findings reveal that e-service 

quality plays a significant and positive role 

in fostering e-loyalty. While this 

association has been widely explored in 

existing studies, differences in outcomes 

remain evident across different settings. 

Hasman et al., (2019) this research 

establishes that e-service quality has a 

statistically significant and positive effect 

on e-satisfaction. However, contrasting 

findings from other studies highlight 

potential variability in this relationship 

depending on contextual or demographic 

factors. Pudjarti et al., (2019) the analysis 

revealed that e-service quality does not 

exhibit a statistically significant 

relationship with e-loyalty. 

According to the research Mashaqi et 

al., (2020) the results indicate that e-

recovery positively and significantly 

influences e-satisfaction. 

Although numerous previous studies 

have examined the relationships among e-

service quality, e-recovery, e-satisfaction, 

and e-loyalty across various e-commerce 

platforms, several gaps remain 

unaddressed. First, most prior studies have 

primarily focused on e-service quality 

without comprehensively integrating the 

role of e-recovery within a unified model. 
Second, previous research findings have 

shown inconsistent results, where some 

studies identified a significant relationship 

between e-service quality and e-

satisfaction, while others reported 
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different outcomes. Third, similar studies 

remain limited in the context of the 

Indonesian market, particularly on the 

Shopee platform, which is the 

marketplace with the highest number of 

users.  

Therefore, this study seeks to fill 

these gaps by developing an integrative 

model that analyzes the influence of e-

service quality and e-recovery on e-

satisfaction, as well as their implications 

for e-loyalty among Shopee users. Thus, 

this research is expected to provide a 

deeper empirical contribution to the 

existing e-commerce literature. 

In addition to the aforementioned 

issues and related studies, there is another 

critical problem that may cause an online 

shop to fail or hinder its growth namely, 

whether the online shop is able to provide 

satisfaction and build consumer loyalty 

toward the products it offers. 

 

LITERATURE REVIEW 

E-Service Quality 

According to Wardana (2023) E-

service quality describes the company's 

provision of online services to 

consumers, designed to improve the 

website's functionality in facilitating 

shopping, transaction, and product 

delivery processes effectively (Hidayati 

et al., 2024). Broadly speaking, e-service 

quality represents an organization's 

ability to fulfill customer expectations 

through the utilization of internet-based 

technologies, where websites serve as a 

primary medium (Fikri and Octavia, 

2022). E-service quality represents a 
company's capability to deliver 

satisfactory purchasing services, assessed 

based on how well these services align 

with customer expectations (Kasih et al., 

2020). 

In the study Widodo et al., (2019) 

Menurut Zeithaml dan Malholtra, the most 

effective measurement tool for assessing e-

service quality is the ES-QUAL scale, 

which yields four dimensions:  

1. Efesiensi, the simplicity and rapidity 

with which users can access and 

navigate the website. 

2. Fulfillment, the extent to which an 

online shop’s commitment to order 

delivery and product availability can 

be fulfilled. 

3. Reliability, the technical functionality 

of the website that operates properly 

and is easy to use. 

4. Privacy, the extent to which the 

website ensures the security of 

customer information. 

 

E-Recovery  

E-Recovery According to Beugre and 

Viswanathan (2006), it is the effort made by 

service providers to reduce or recover 

customer loss caused by service failures, in 

which the service does not meet customer 

expectations (Widodo et al., 2019). 

Meanwhile, e-recovery involves the 

efforts or interventions made by a company 

to address and resolve service failures faced 

by customers, which include the company's 

response, the compensation provided, and 

the contact channels available to customers 

(Imany and Tiarawati, 2024).  

E-recovery according to Parasuraman 

et al., in Amanah and Harahap (2023) is 

classified into three indicators as follows: 

1. Responsivennes, The online shop's 

response to customer complaints. 

2. Compensation, Compensation provided 
to customers in the event of product 

damage or dissatisfaction. 

3. Contact, Availability of contact 

channels that customers can reach when 

filing complaints. 
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E-Satisfaction  

E-satisfaction reflects the level of 

customer satisfaction that arises after 

comparing their online shopping 

experience with the expectations formed 

post-transaction, particularly when the 

service or product surpasses those 

expectations (Marati et al., 2021).  

Ranjbarian et al., (2012) in 

Asnaniyah (2022), Outlines the dimensions 

of e-satisfaction 

1. Convinience, Online shopping 

facilitates time and energy savings by 

streamlining the process of finding 

sellers, discovering products, and 

obtaining attractive deals. 

2. Merchandising Merchandise and 

comprehensive information (with 

better and broader quality) are 

available on the internet to support 

more accurate decision-making and 

enhance electronic customer 

satisfaction. 

3. Site Design, Ease of use in online 

shopping applications, including a 

well-organized screen design, user-

friendly search features, and a 

responsive interface.  

4. Financial Security, Giving special 

attention to card security as a key factor 

in the decision to purchase products 

online. 

5. Serviceability, Competitive pricing, 

stock availability, product quality, 

timely delivery, and clear return 

policies. 

 

E-Loyalty 

According to Hur et al. (2011) in  
Amanah and Harahap (2023) Customer 

willingness to revisit the website, 

regardless of whether they make an online 

purchase. Meanwhile, according to Winnie 

(2014), E-loyalty is characterized by 

consumers’ affirmative perception of an 

online business, which results in a recurring 

intention to repurchase and maintain a 

continuous relationship. 

Hurt et al., (2011) in Amanah and 

Harahap (2023) divides e-loyalty into four 

dimensions, which are described as follows: 

1. Cognitive, as an alternative, this 

preference may lead to other websites or 

services provided by the same company. 

The indicators used are: 

a. Utilizing other services provided 

by the company 

b. Consumer preference for the 

website. 

2. Affective, as a positive attitude, this 

arises as a result of preference 

formation, leading customers to 

recommend the website to others. The 

indicators used are: 

a. Customers begin to access the 

website. 

b. Encouraging other consumers to 

visit the website. 

c. Providing recommendations 

about the website to others. 

3. Conative, Customers revisit the website. 

This behavior may be influenced by 

previous experiences, where customers 

are satisfied and find that the products 

and services offered by the website meet 

their expectations. The indicators used 

are: 

a. Actively accessing the website. 

b. Revisiting the website even 

without making a purchase 

transaction. 

4. Action, the highest level of loyalty is 

achieved when customers revisit the 
website to make repeat online 

transactions. The indicators used are: 

a. Reaccessing the website to make 

online purchases. 

b. Visiting the website regularly. 
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The conceptual framework of this 

research is illustrated as follows. 

 
Figure 2. Research Framework 

Source: Author (2025) 

 

The Relationship between E-Service 

Quality (X1) and E-Loyalty (Z) 

Good e-service quality reflects the 

reliability, ease of use, security, and speed 

of services provided by a company to its 

consumers. In the context of e-commerce, 

e-service quality functions not only as a 

transactional tool but also as a strategic 

instrument for building long-term 

relationships with customers. Previous 

studies by Nasution (2019), Mashaqi et al., 

(2020), Al-dweeri et al., (2019), and Rizka 

Khairuna Tambusai et al., (2019) who also 

conducted research on other online 

platforms found that e-service quality has a 

positive and significant relationship with e-

loyalty. Based on the above discussion, the 

first hypothesis of this study is formulated 

as follows: 

H1: E-service quality has an effect on the 

e-loyalty of Shopee users. 

The Relationship between E-Recovery 

(X2) and E-Loyalty (Z) 

In the context of digital services, e-

recovery is defined as the company’s 

efforts to address service failures and 

restore customer satisfaction through 

prompt responses, the provision of 

compensation, and the availability of 

adequate communication channels (Imany 

and Tiarawati, 2024). Good e-recovery 

quality reflects the company’s ability to 

handle customer complaints or problems in 

a fair, transparent, and efficient manner. 

Previous research conducted by Mashaqi et 

al., (2020), and Rizka Khairuna Tambusai et 

al., (2019) who also conducted research on 

other online platforms found that e-recovery 

has a positive and significant relationship 

with e-satisfaction. Based on the above 

discussion, the fourth hypothesis is 

formulated as follows: 

H2: E-recovery has an effect on the e-

satisfaction of Shopee users 

 

The Relationship between E-Service 

Quality (X1) and E-Satisfaction (Y) 

In general, e-service quality provided 

by companies to consumers through digital 

platforms encompasses efficiency, 

fulfillment, reliability, and privacy (Widodo 

et al., 2019). Service quality is one of the 

main factors shaping the consumer 

experience, as every customer interaction 

takes place virtually without face-to-face 

contact. Therefore, good service quality is 

believed to be capable of enhancing 

customer satisfaction. Previous research 

conducted by Nasution (2019), Handayani et 

al., (2021), and Mashaqi et al., (2020) who 

also conducted research on various online 

platforms found that e-service quality has a 

significant relationship with e-satisfaction. 

Based on the above discussion, the third 

hypothesis of this study is formulated as 

follows: 

H3: E-service quality has an effect on the e-

satisfaction of Shopee users 

 

The Relationship between E-Recovery 

(X2) and E-Satisfaction (Y) 

E-recovery is defined as the efforts 
made by a company to restore services when 

failures or discrepancies with customer 

expectations occur, including prompt 

responses to complaints, appropriate 

compensation, and the provision of effective 

communication channels (Imany and 
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Tiarawati, 2024). In the context of e-

commerce, e-recovery is crucial because 

consumers do not interact face-to-face with 

service providers; therefore, the way 

problems are handled greatly influences 

customer satisfaction (e-satisfaction). 

Previous studies conducted on various 

other online platforms by (Hidayah and 

Utami, (2017), and Mashaqi et al., (2020), 

found that e-recovery has a significant 

relationship with e-satisfaction. Based on 

the above discussion, the fourth hypothesis 

of this study is formulated as follows: 

H4: E-recovery has an effect on the e-

satisfaction of Shopee users 

 

The Relationship between E-Satisfaction 

(Y) and E-Loyalty (Z) 

In general, e-satisfaction is 

associated with e-loyalty, in which 

satisfied customers tend to remain loyal 

and consistently repurchase products from 

the same company. Previous research by 

Rizka Khairuna Tambusai et al., (2019) 

who also conducted research on various 

other online platforms found that e-

satisfaction has a significant relationship 

with e-loyalty. Based on the above 

discussion, the fifth hypothesis of this 

study is formulated as follows: 

H5: E-satisfaction has an effect on the e-

loyalty of Shopee users 

 

The Relationship between E-Service 

Quality (X1) and E-Loyalty (Z) through 

E-Satisfaction (Y) 

In consumer theory, satisfaction is 

often regarded as a mediating factor that 

bridges service quality and customer 
loyalty. Good e-service quality not only 

affects immediate satisfaction but also has 

an impact on long-term loyalty when such 

positive experiences are consistent over 

time. Previous research by Nasution, 

(2019), and Kaya et al., (2019) conducted a 

study and found that e-service quality has a 

significant relationship with e-loyalty 

through e-satisfaction. Based on the above 

discussion, the sixth hypothesis of this study 

is formulated as follows: 

H6: E-service quality has an effect on e-

loyalty through e-satisfaction of Shopee 

users. 

 

The Relationship between E-Recovery 

(X2) and E-Loyalty (Z) through E-

Satisfaction (Y) 

E-recovery is considered one of the 

key determinants in building long-term 

relationships with consumers. Effective e-

recovery, such as prompt responses to 

complaints, fair compensation, and the 

provision of clear communication channels, 

can enhance customer satisfaction (e-

satisfaction), which in turn strengthens 

customer loyalty (e-loyalty). The seventh 

hypothesis in this study states that the 

influence of e-recovery on e-loyalty is 

mediated by e-satisfaction: 

H7: E-recovery has an effect on e-loyalty 

through e-satisfaction of Shopee users 

 

RESEARCH METHODS 

The study applies a quantitative 

research design, wherein the investigation 

centers on specific variables that must be 

operationally defined with accuracy and 

clarity (Ali et al., 2022).  

This study was conducted on 

individuals or consumers who shop online 

through the Shopee application. The 

research does not have a specific 

geographical location, as its primary 
objective is to understand and analyze the 

variables that influence consumer 

decision-making in online shopping 

through the Shopee platform.  
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The population in this study 

includes online shoppers who utilize the 

Shopee platform within the Indonesian 

market. The research will be conducted 

on consumers residing in major cities in 

Indonesia, including Pekanbaru, who 

have made transactions or online 

purchases through the Shopee Indonesia 

platform. The population was selected 

based on its relevance to the research 

topic and objectives, both theoretically 

and practically. The population in this 

study is not specifically identifiable and 

is unlimited in number. 

Although the population in this 

study cannot be precisely calculated, it is 

uncertain whether the number will 

increase or decrease over a given period. 

Accordingly, the determination of the 

sample size in this study utilized the 

sample size table developed by Krejcie 

and Morgan. 

The sample size in this study is 

based on the table developed by Krejcie 

and Morgan, which states that if the 

population is infinite (for example, 

1,000,000 or more), the required sample 

size is 384 individuals. Therefore, the 

sample for this study consists of 384 

respondents. 

This study utilizes a probability 

sampling technique to select samples, 

guaranteeing that each individual in the 

population has an equal chance of 

selection. The technique applied is simple 

random sampling, where samples are 

chosen randomly without regard to any 

specific strata or classifications within the 

population (Zulfikar, 2024). 
In determining the research sample 

using the internet random sampling 

method, the researcher distributed the 

questionnaire link through various social 

media platforms (Instagram, WhatsApp, 

and Facebook) using Google Forms. In 

addition, offline data collection was also 

conducted by directly approaching 

respondents in the field to reach the required 

number of samples. 

 

RESULTS AND DISCUSSION 

Table 1. Characteristics of Respondents 
 Variabel Jumlah 

(F) 

(%) 

Jenis 

Kelamin 

Laki-laki 

Perempuan 

153 

231 

39,8 

60,2 

Usia  < 15 tahun 

15-25 tahun 

26-35 tahun  

36-45 tahun  

> 45 tahun  

28 

293 

133 

16 

14 

7,3 

76,3 

34,6 

4,2 

3,6 

Pekerjaa

n  

Mahasiswa/Pelajar  

Karyawan Swasta 

PNS 

Wirausaha  

IRT 

Lainnya  

209 

78 

8 

34 

23 

32 

54,4 

20,3 

2,1 

8,9 

6,0 

8,3 

Source: Processed Data, 2025 

 

Table 1 shows that the majority of 

respondents are female (60.2%) and belong 

to the 15–25 age group (76.3%). In terms of 

occupation, most respondents are students 

(54.4%). This indicates that Shopee users are 

predominantly young people, particularly 

women, who are actively engaged in online 

shopping. 

 

Figure 3. Research Path Diagram 

Source: Smart PLS (2025) 
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This model includes four essential 

constructs. The assessment of the 

measurement model is conducted to 

validate the accuracy and consistency of 

each construct. 

 

Table 2. Results of Convergent Validity 

Testing 

 
Source: Processed Data, 2025 

 

Table 2 indicates that all indicators 

for the variables e-service quality, e-

recovery, e-satisfaction, and e-loyalty 

exhibit values surpassing 0.6. 

Consequently, these indicators are deemed 

suitable for assessing the variables under 

investigation in this study. 

 

Table 3. Data Reliability 

 
Source: Processed Data, 2025 

 

According to table 3, the composite 

reliability coefficients for the constructs e-

service quality, e-recovery, e-satisfaction, 

and e-loyalty are all above the threshold of 

0.7. Therefore, the indicators used to 

measure these constructs exhibit a high 

level of reliability according to composite 

reliability criteria. 

Table 4. Hypothesis Testing Results 

 
Source: Processed Data, 2025 

 

The Influence of E-Service Quality on E-

Loyalty 

This study’s first hypothesis asserts 

that e-service quality has a significant 

influence on e-loyalty, as indicated by a t-

statistic of 2.018 and a significance level of 

0.044. The alternative hypothesis is accepted 

when the t-value > 1.96 (two-tailed) and the 

p-value < 0.05, following the accepted 

standards, this finding confirms that 

delivering high-quality e-service improves 

customer satisfaction, thereby fostering 

greater e-loyalty. 

This study corroborates the findings of 

prior research conducted on different 

platforms, indicating that e-service quality 

has a positive and significant impact on e-

loyalty (Nasution et al., 2019; Eman 

Mashaqi et al., 2020; Rami et al., 2018; Suci 

Rizka et al., 2019). 

 

The Influence of E-Recovery on E-

Loyalty 

The results pertaining to the second 

hypothesis reveal that e-recovery has a 

significant impact on e-loyalty. The analysis 

yields a t-statistic of 3.806 for e-recovery 

(X2) influencing e-loyalty (Z), with a 

significance level of 0.000. Based on the 

criteria used in this study where a t-value > 

1.96 (two-tailed) and p-value < 0.05 justify 

the acceptance of Ha, it is concluded that e-
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recovery significantly affects e-loyalty 

among Shopee customers. 

This study corroborates earlier 

research from other online platforms which 

reported a significant and positive 

relationship between e-recovery and e-

loyalty, as highlighted by (Riski and Eristy, 

2017; Eman Mashaqiet al., 2020; Suci 

Rizka et al., 2019). 

 

The Influence of E-Service Quality on E-

Satisfaction 

The third hypothesis in this study 

states that electronic service quality 

significantly affects electronic satisfaction. 

The data analysis shows a t-statistic of 

9.186 and a significance level of 0.000 for 

the influence of electronic service quality 

(X1) on electronic satisfaction (Y). 

According to the criteria of t > 1.96 (two-

tailed) and p < 0.05, this hypothesis is 

accepted, indicating a significant effect of 

electronic service quality on electronic 

satisfaction. 

The research outcomes support prior 

findings from various online platforms, 

showing evidence of a strong and positive 

association between e-service quality and 

e-satisfaction, as evidenced by studies 

conducted by (Helvinasari, et al., 2019; 

Raras dan Zaenal, 2020; Riski and Eristy, 

2017; Eman Mashaqi, et al., 2020). 

 

The Influence of E-Recovery on E-

Satisfaction 

The fourth hypothesis asserts that e-

recovery has a statistically significant 

impact on e-satisfaction, as evidenced by a 

t-statistic of 5.994 and a significance level 
of 0.000. According to the acceptance 

criteria of t > 1.96 (two-tailed) and p < 

0.05, this hypothesis is accepted, 

confirming that e-recovery significantly 

affects e-satisfaction. 

 

This research confirms earlier findings 

across multiple online platforms, 

demonstrating that e-recovery significantly 

and positively impacts e-satisfaction. As 

evidenced by studies conducted by (Riski 

and Eristy, 2017; Eman Mashaqi, et al., 

2020; Suci Rizka et al., 2019). 

 

The Influence of E-Satisfaction on E-

Loyalty 

According to the fifth hypothesis, the 

analysis yielded a t-value of 8.013 and a 

significance level of 0.000 for the impact of 

e-satisfaction on e-loyalty. The hypothesis is 

accepted following the criteria of t > 1.96 

(two-tailed) and p < 0.05, confirming that e-

satisfaction significantly affects e-loyalty. 

This research supports previous 

studies from various online platforms that 

report a significant and positive relationship 

between e-satisfaction and e-loyalty, as 

documented by Suci Rizka et al., (2019). 

  

Table 5. Results of Indirect Effect 

Testing 

Source: Processed Data, 2025 

 

The Influence of E-Service Quality on E-

Loyalty Through the Dimension of E-

Satisfaction 

According to the analysis of the sixth 

hypothesis, the t-statistic value for the 

indirect effect of e-service quality (X1) on e-

loyalty (Z) through e-satisfaction (Y) is 

5.711, with a significance level of 0.000. The 

acceptance criterion of t > 1.96 (two-tailed) 

and p < 0.05 leads to the conclusion that e-

service quality indirectly affects e-loyalty 

via e-satisfaction. 

 These findings support prior research 

from multiple online platforms, which 

evidenced a significant and positive 
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correlation between e-satisfaction and e-

loyalty, as detailed by (Helvinasari et al., 

2019; Bahar Kaya, et al., 2019). 

 

The Influence of E-Recovery on E-

Loyalty Mediated by E-Satisfaction 

According to the seventh hypothesis 

analysis, e-recovery (X2) significantly 

affects e-loyalty (Z) through e-satisfaction 

(Y) as a mediator, supported by a t-value of 

4.837 and a p-value of 0.000. The 

hypothesis is accepted following the 

criteria of t > 1.96 and p < 0.05, confirming 

the significant mediation effect. 

This research investigates the 

influence of e-recovery on e-loyalty 

through e-satisfaction among users of 

Shopee. The data was gathered using 

questionnaires distributed to respondents 

who have made online transactions via the 

Shopee app. The study finds that e-

recovery indirectly affects e-loyalty, with 

e-satisfaction serving as the mediating 

factor among Shopee consumers. 

 

CONCLUSION AND SUGGESTIONS 

Considering the goals and findings of 

this study, the following conclusions can 

be established: 

1. This study provides empirical 

evidence that e-service quality and e-

recovery have a significant influence 

on e-satisfaction and e-loyalty among 

Shopee users. Beyond merely 

confirming previous findings, the 

novelty of this research lies in the 

development of an integrated 

analytical model that simultaneously 

examines the direct and indirect 
effects of e-service quality and e-

recovery on e-loyalty through e-

satisfaction as a mediating variable.  

2. This approach broadens the scientific 

understanding of digital consumer 

behavior by demonstrating that e-

recovery, which has often been 

considered a complementary variable, 

plays a strategic role equivalent to e-

service quality in building customer 

loyalty within the e-commerce 

ecosystem. 

3. This study strengthens the relationship 

model among service quality, service 

recovery, satisfaction, and customer 

loyalty in a digital context. The findings 

emphasize that customer perceptions of 

e-recovery should not merely be viewed 

as corrective actions for service failures, 

but rather as a value creation strategy 

capable of enhancing post-failure 

satisfaction and fostering long-term 

loyalty. 

The author provides the following 

recommendations: 

1. The results indicate that on-time 

delivery, particularly deliveries 

adhering to the estimated time, received 

the lowest average rating among all 

measured indicators. Consequently, 

online retailers operating on the Shopee 

platform need to prioritize timely 

delivery to guarantee that products 

reach customers within the expected 

timeframe. This factor notably 

influences customer satisfaction. 

2. The lack of service recovery efforts by 

Shopee, such as refund processes when 

products received do not match the 

orders, is a critical factor for customer 

satisfaction and requires greater 

attention. Therefore, more emphasis 

should be placed on improving the 

delivery process and simplifying 
procedures for customers to request 

refunds or return products. 

3. Several respondents indicated that some 

products sold on the Shopee application 

were inadequate and did not match the 
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provided descriptions. As consumers, 

it is important to be more careful in 

verifying that the products align with 

the stated descriptions and quality, 

which can be done by reviewing 

feedback from previous buyers. In 

addition, Shopee is expected to ensure 

that product descriptions are accurate 

and consistent with the actual 

appearance and features of the 

products offered. 

4. In relation to customer loyalty, the 

majority of consumers stated that they 

would return to Shopee for future 

online purchases. This is a highly 

positive indication, it is anticipated 

that Shopee will persist in improving 

product quality and user-friendliness 

to maintain customer satisfaction and 

foster long-term loyalty. 

5. Shopee should provide a service that 

enables consumers to communicate 

directly with company representatives 

in the event of any issues. In addition, 

Shopee is anticipated to engage in 

ongoing innovation efforts to 

outperform competing e-commerce 

platforms and to become the primary 

choice for consumers in online 

shopping. 

For future research, it is 

recommended that this model be further 

developed by incorporating moderating 

variables such as trust, perceived value, or 

digital literacy to capture a broader range 

of consumer behavior dynamics. In 

addition, comparative studies across 

different e-commerce platforms would 

provide a deeper understanding of how 
cultural factors and market characteristics 

influence the formation of e-loyalty. 
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