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Abstract

This research aimed to analyze the role of customer value and customer satisfaction as a serial
mediation between the effects of electronic service quality on customer loyalty. The sampling
technique used was quota sampling with a total sample of 243 respondents, while the data
analysis technique used was the Structural Equation Model. The results showed that
customer value and customer satisfaction have a significant effect on increasing customer
loyalty; and electronic service quality does not have a significant effect on increasing
customer loyalty directly, but indirectly electronic service quality has a significant effect on
increasing customer loyalty through customer value and customer satisfaction. Then,
customer value and customer satisfaction also act as perfect mediation between the effect of
electronic service quality on customer loyalty. Thus, it can be concluded that the variables of
customer value and customer satisfaction in this research act as a serial mediation between
the effect of electronic service quality on customer loyalty.

Keywords: Electronic Service Quality, Customer Value, Customer Satisfaction, Customer
Loyalty

Introduction

The development of e-commerce business in Indonesia in recent years has grown very
rapidly, especially in the B2C (Business to Consumer) sector. One of the most popular e-
commerce sites in Indonesia today is Shopee. Regarding e-commerce applications, the
Shopee application can be said to be good, this can be seen from the customer assessment
of the application, which is 4.6 (on a scale of 1 to 5). However, despite this, there are still
many customers who complain about the quality of the Shopee application, these complaints
include: difficulties when entering the application, unstable shipping costs, order completion
that often fails, foreign products that are discontinued, customer service response that is
slow. very slow, limited choice of delivery services, questionable payment security, and many
other complaints (play.google.com, 2023).
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The success of an e-commerce business really depends on whether or not the quality of
the electronic services offered to customers is good. Electronic service quality (application
quality) is one of the main drivers for customers to shop online, therefore, e-commerce
business actors in order to survive in competitive business competition must provide superior
service to customers in order to create high customer value and provide satisfaction to
customers which will ultimately increase customer loyalty (Chinomona et al., 2014).

Electronic service quality is important in creating customer value, customer satisfaction
and customer loyalty. Candra & Juliani (2018) explained that the better the quality of an
application's electronic services, the more the customer's perceived value of the application
will increase. Then, Shared (2019) explained that customer satisfaction with an application
can increase if the quality of electronic services in the application is also improved.
Furthermore, Asgari et al (2014) also explained that the quality of electronic services in an
application can also create customer loyalty. When the quality of an application can give a
positive impression to a customer, the customer tends to reuse the application.

Based on the previous explanation, it is known that electronic service quality can be a
predictor of customer value, customer satisfaction and customer loyalty. However, there are
differences in the results of research conducted by previous researchers (research gap). The
results of research conducted by previous researchers found that electronic service quality
has a significant influence on customer value Chinomona et al (2014), customer satisfaction
(Raza et al., 2020), and customer loyalty (Asgari et al., 2014). However, there are also other
research results which find that electronic service quality does not have a significant influence
on customer value (Chen et al., 2013), customer satisfaction Candra & Juliani (2018), and
customer loyalty (Chang & Wang, 2011).

Regarding the viewpoint of background, it is assumed that the quality of electronic
services (Shopee application quality) can influence the value, satisfaction and loyalty of
Shopee application users in Banda Aceh, therefore this research was conducted in order to
explain whether the quality of electronic services contributes to increasing customer value.
Customer satisfaction and customer loyalty and whether customer value and customer
satisfaction may act as a mediator between the influences of electronic service quality on
customer loyalty.

This study would contribute not only for academics’ perspective, but also it does for
practitioners who run their business through the internet platform. For academics, this model
may be the basis for further development of research model. On the other hand, for
practitioners, these results may have implications for the company that must pay more
attention to electronic service quality in order to increase customer value and customer
satisfaction; it’s subsequently, customer loyalty.

Literature Review
Customer Loyalty

Customer loyalty can be described as a condition where a consumer purchases a
product regularly based on a decision-making unit (Khairawati, 2020). Customer loyalty can
be said to be a customer's commitment to consistently repurchase a product in the future
(Utami, 2015). Customer loyalty can also be defined as a commitment from a customer to
reuse a particular product (Kotler & Keller, 2016). Customer loyalty in this study was measured
using eight indicators adapted from Ting et al. (2016), this indicator is more appropriate to
use because it has a similar scope.
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Customer Satisfaction

Customer satisfaction is a post-purchase evaluation resulting from a particular purchase
where the perception of the performance of the selected product meets or exceeds
expectations before the purchase decision is made (Sulaiman & Basyir, 2017). Customer
satisfaction can also be said to be a collective result of perceptions, evaluations and
psychological reactions to the consumption experience of a particular product (Puriwat &
Tripopsakul, 2017). Customer satisfaction can also be defined as a customer's emotional
response from the evaluation of the consumption experience of a particular product (Susanti,
2014). Customer satisfaction in this study was also measured using seven indicators adapted
from Ting et al (2016), this indicator is more appropriate to use because it has a similar scope.

Customer Value

Customer value is described as the value that customers feel from the overall evaluation
of the usefulness of a product based on what is obtained and what is given by the customer
(Mostaghimi et al., 2016). Customer value can be said to be a consequence of the overall
assessment regarding the benefits received and the costs incurred by customers to obtain a
product (Raza et al., 2012). Customer value can also be defined as the ratio between the
benefits received from a product and the costs sacrificed by customers to obtain that product
(Jiang et al., 2016). Customer value in this study was measured using nine indicators adapted
from Amiruddin et al (2020) which consists of two dimensions, namely utilitarian and hedonic.

Electronic Service Quality

Electronic service quality is described as all phases of a customer's interaction with a
site and the extent to which a site can facilitate purchasing and delivery efficiently and
effectively (Parasuraman et al., 2005). Electronic service quality can be said to be an
interactive, technology-based service offered by service providers to maintain relationships
with consumers (Askari et al., 2016). Electronic service quality can also be defined as services
provided efficiently and effectively to customers via electronic media (Asgari et al., 2014). The
quality of electronic services in this study was measured using 23 indicators adapted from
Ting et al (2016) which consists of six dimensions, namely: Efficiency, Privacy & Trust,
Fulfillment, Responsiveness, Contact, and Design.

Based upon the above describing and its explanation, the following is a research
framework development that can describe the influence of electronic service quality on
customer loyalty through customer value and customer satisfaction as mediating variables.

The Effect of Electronic Service Quality on Customer Value

Service quality in an application can be a determinant of customer perceived value,
electronic service quality and customer value have a positive relationship so it can be said
that a good level of service quality will produce a higher level of customer value (Pollack,
2008). Research conducted by Chinomona et al (2014); Candra & Juliani (2018) found that the
customer value of an application is largely determined by the quality of the application, when
customers feel the application is easy to use, has an attractive design, provides a fast
response, has good accuracy, and maintains privacy. from its users, this can provide positive
value so that the customer's perceived value of the application becomes better. Thus,
hypotheses can be proposed

Hi: electronic service quality effects customer value significantly.
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The Effect of Electronic Service Quality on Customer Satisfaction

Customer satisfaction from an application is largely determined by the quality of the
application, when customers feel the application is easy to use, responds quickly, has an
attractive design, has a guarantee, is able to meet needs, and protects the privacy of its users,
then this can provide a positive experience so that customers will feel satisfied with the
application (Avania & Widodo, 2022). Based on the results of research conducted by Asadpoor
& Abolfazli (2017); Raza et al (2020); Shared (2019); Ting et al (2016) can also be concluded
that the better the quality of service available on an application, the more customer
satisfaction with the application will be. Thus, hypotheses can be proposed:
Ha: electronic service quality effects customer satisfaction significantly.

The Effect of Customer Value on Customer Satisfaction

The value perceived by customers will help customer evaluation of attributes that are
relevant to the benefits obtained from a product. When a customer evaluates a product and
has a positive value for that product, this will consistently increase customer satisfaction
(Chang & Wang, 2011 ). Based on the results of research conducted by Candra & Juliani
(2018); Chinomona et al (2014); Sugiati et al (2013) can also be concluded that the higher the
value perceived by customers towards an application, the greater the customer satisfaction
with the application. Thus, hypotheses can be proposed:

Hs: customer value effects customer satisfaction significantly.

The Effect of Electronic Service Quality on Customer Loyalty

Research conducted by Wijaya et al (2021) on Shopee e-commerce users found that the
quality of an application will greatly determine the loyalty of users of the application, when
an application provides appropriate usability, good quality information, and effective service
interactions for its users, then this will make customers to remain loyal to the application.
Based on the results of research conducted by Asgari et al (2014); Puriwat & Tripopsakul
(2017); Sundaram et al (2017) can also be concluded that the better the quality of service
available on an application, the greater the customer loyalty to the application. Thus,
hypotheses can be proposed

Ha: electronic service quality effects customer loyalty significantly.

The Effect of Customer Value on Customer Loyalty

Customer value is part of assessing a customer's perception and experience of an
application, which plays an important role in increasing customer loyalty to the application
(Nursyirwan et al., 2020). Based on the results of research conducted by Chang et al (2009)
and Chang & Wang (2011) can also conclude that the higher the value perceived by customers
towards an application, the greater the customer's loyalty to the application. Thus,
hypotheses can be proposed

Hs: customer value effects customer loyalty significantly.
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The Effect of Customer Satisfaction on Customer Loyalty

Customer satisfaction is an important factor in running an e-commerce business,
because when a customer is satisfied with an application used, the customer will make repeat
purchases, convey positive information about the application, and will become a loyal
customer (Sanjaya et al., 2020). Based on the results of research conducted by Asadpoor &
Abolfazli (2017); Chinomona et al (2014); Puriwat & Tripopsakul (2017); Raza et al (2020); Ting
et al (2016) can also be concluded that the higher the level of customer satisfaction with an
application, the greater the customer's loyalty to the application. Thus, hypotheses can be
proposed

He: customer satisfaction effects customer loyalty significantly.

The Effect of Electronic Service Quality on Customer Loyalty through Customer Value

The results of research conducted by Chinomona et al (2014); Candra & Juliani (2018)
found that electronic service quality variables have a significant effect on customer value.
Then, the research results of Chang et al (2009) and Chang & Wang (2011) also found that the
customer value variable has a significant effect on customer loyalty. Furthermore, research
conducted by Chinomona et al (2014); Candra & Juliani (2018); Zehir et al (2014) also used
customer value as an intervening variable. Based on the results of these studies, it is assumed
that the customer value variable in this study can act as a mediator between the influence of
electronic service quality on customer loyalty. Thus, hypotheses can be proposed

H7: customer value mediates the effect of electronic service quality on customer loyalty

The Effect of Electronic Service Quality on Customer Loyalty through Customer
Satisfaction

The results of research conducted by Asadpoor & Abolfazli (2017); Raza et al (2020), and
Shared (2019) found that electronic service quality variables have a significant effect on
customer satisfaction. Then, the results of research by Chinomona et al (2014), Puriwat &
Tripopsakul (2017); Ting et al (2016) also found that the customer satisfaction variable has a
significant effect on customer loyalty. Furthermore, research conducted by Nagaraj & Singh
(2017); Alchalidy et al (2020) also used customer satisfaction as an intervening variable. Based
on the results of these studies, it is assumed that the customer satisfaction variable in this
study can act as a mediator between the influence of electronic service quality on customer
loyalty. Thus, hypotheses can be proposed:
Hs: customer satisfaction mediates the effect of electronic service quality on customer loyalty

The Effect of Electronic Service Quality on Customer Satisfaction through Customer
Value

The results of research conducted by Chinomona et al (2014) found that electronic
service quality variables have a significant effect on customer value. Then, the research results
of Candra & Juliani (2018) also found that the customer value variable had a significant effect
on customer satisfaction. Furthermore, research conducted by Chinomona et al (2014),
Candra & Juliani (2018); Zehir et al (2014) also used customer value as an intervening variable.
Based on the results of these studies, it is assumed that the customer value variable in this
study can act as a mediator between the influence of electronic service quality on customer
satisfaction. Thus, hypotheses can be proposed
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Ho: customer value mediates the effect of electronic service quality on customer satisfaction

The Effect of Customer Value on Customer Loyalty through Customer Satisfaction

The results of research conducted by Candra & Juliani (2018); Sugiati et al (2013) found
that the customer value variable has a significant effect on customer satisfaction. Then, the
research results of Puriwat & Tripopsakul (2017); Ting et al (2016) also found that the
customer satisfaction variable has a significant effect on customer loyalty. Furthermore,
research conducted by Nagaraj & Singh (2017); Alchalidy et al (2020) also used customer
satisfaction as an intervening variable. Based on the results of these studies, it is assumed
that the customer satisfaction variable in this study can act as a mediator between the
influence of customer value on customer loyalty. Thus, hypotheses can be proposed

Hio: customer satisfaction mediates the effect of customer value on customer loyalty

Theoretical Framework of Study
Based on the description above, this research can produce the following model

Customer
Value

Electronic
Service Quality

Customer
Loyalty

Customer
Satisfaction

Figure 1. Theoretical Framework

Research Method

This research was conducted in Banda Aceh City, the population in this study was
Shopee application users in Banda Aceh City, while the number of samples in this study was
243 Shopee application users who were selected using quota sampling. Research data was
obtained from questionnaires and analyzed using the SEM (Structural Equation Model)
technique using AMOS software. SEM is a multivariate data analysis technique that combines
a measurement model which aims to determine the specifications of the relationship
between latent variables and their indicators and a structural model which aims to determine
the specifications of the influence between latent variables (Hair et al., 2014). In addition,
testing the mediation effect in this study was carried out using the Sobel test with guidelines
from (Zhao et al.,, 2010; Hayes, 2022). The path diagram in this research looks like the
following figure:
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Figure 2. Path Diagram

Results and Discussion
Measurement Model

The measurement model is carried out to determine the specifications of the
relationship between the latent variable and its indicators. After testing the normality of the
data and several stages of model modification, the results of the measurement model in this
research can be seen as shown in the following figure:
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Figure 3. Measurement Model

Based on Figure 3, it is known that the measurement model in this study has met the
specified goodness of fit criteria, namely: Significance Probability: 0.058 (> 0.05), GFl: 0.931
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(> 0.90), AGFI: 0.905 (> 0, 90), RMSEA: 0.026 (< 0.08), TLI: 0.984 (> 0.90), and CFI: 0.988 (>
0.90). After the measurement model has been fixed, it is known that the variable indicators
that have been eliminated from the research model are: electronic service quality (X1, M16,
M18, M19), customer satisfaction (M21, M23, M25, M27), and customer loyalty (Y1, Y3, Y4,
Y6, Y7). After the measurement model is carried out, the next stage is calculating the Average
Variance Extracted (AVE) and Composite Reliability (CR) values for each variable, the results
of which can be seen in the following table:

Table 1
AVE & Composite Reliability
Electronic Service Customer Customer Customer Loyalty
Quality Value Satisfaction
Indicator Loading Indicator Loading Indicator Loading Indicator Loading
X3 0,695 M11 0,704 M22 0,688 Y2 0,715
X4 0,846 M13 0,681 M24 0,817 Y5 0,702
X5 0,813 M15 0,762 M26 0,705 Y8 0,716
X6 0,819 M17 0,748
X10 0,659
X12 0,554
X14 0,827
X15 0,771
X17 0,725
X19 0,752
X20 0,822
X21 0,815
AVE =0,58 AVE =0,52 AVE = 0,55 AVE =0,51
CR=0,94 CR=0,82 CR=0,78 CR=0,75

Based on Table 1, it is known that the AVE values obtained from the variables in this
study are electronic service quality (0.58), customer value (0.52), customer satisfaction (0.55),
and customer loyalty (0.51) which where these variables have an AVE value > 0.50, so it can
be said that the indicators in the research model developed are proven to truly measure the
targeted latent variable and do not measure other latent variables. Then, it is also known that
the composite reliability value of the variables in this study is electronic service quality (0.94),
customer value (0.82), customer satisfaction (0.78), and customer loyalty (0.75), which are
the variables This variable has a composite reliability value of > 0.70 so it can be said that all
indicators of each latent variable in this research model can be said to be reliable for
measuring these variables.

Structural Model

In SEM analysis, the form of the structural model path diagram is different from the
form of the measurement model path diagram, the difference lies in the relationship between
latent variables. In the measurement model the relationship between variables is correlation,
while in the structural model the relationship between variables is causality, this is because
the structural model is carried out to determine the relationship between latent variables in
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a research model. The results of the structural model in this research can be seen in the
following figure:
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Figure 4. Structural Model

Based on Figure 4, it is known that the latent variable in this study has a positive
influence between one variable and another variable. Then, it was also discovered that the
goodness of fit results also met the specified criteria consisting of: Significance Probability:
0.058 (> 0.05), GFI: 0.931 (> 0.90), AGFI: 0.905 (> 0.90), RMSEA: 0.026 (< 0.08), TLI: 0.984 (>
0.90), and CFI: 0.988 (> 0.90). Thus, it can be concluded that the model in this research can be
said to be good fit because all the criteria have been fulfilled in accordance with applicable
regulations.

Hypothesis testing

Hypothesis testing in this research was carried out to test and analyze the influence
between electronic service quality, customer value, customer satisfaction and customer
loyalty. Hypothesis testing consists of testing the hypothesis of direct influence and indirect
influence. The results of testing the direct influence hypothesis can be seen in the following
table

816



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 14, No. 2, 2024, E-ISSN: 2222-6990 © 2024

Table 2
Results of Direct Effect Hypothesis Testing
Estimate S.E. C.R. P Label
M1 <--- X .970 .150 6.459 ook a
M2 <--- X 478 125 3.837 ok b
M2 <--- M1 471 .092 5.112 ok C
Y <--- X .229 141 1.629 .103 d
Y <--- M1 .365 .128 2.841 .004 e
Y <--- M2 494 .167 2.959 .003 f

Based on Table 2, it is known that the influence between these variables is as follows:

1) Electronic service quality has a significant effect on customer value, this can be seen from
the path coefficient value obtained at 0,970 with a significant value of 0,000.

2) Electronic service quality has a significant effect on customer satisfaction, this can be seen
from the path coefficient value obtained at 0,478 with a significant value of 0,000.

3) Customer value has a significant effect on customer satisfaction, this can be seen from the
path coefficient value obtained at 0,471 with a significant value of 0,000.

4) Electronic service quality does not have a significant effect on customer loyalty, this can be
seen from the path coefficient value obtained at 0,229 with a significant value of 0,103.

5) Customer value has a significant effect on customer loyalty, this can be seen from the path
coefficient value obtained at 0,365 with a significant value of 0,004.

6) Customer satisfaction has a significant effect on customer loyalty, this can be seen from
the path coefficient value obtained at 0,494 with a significant value of 0,003.

Meanwhile, the results of testing the indirect effect hypothesis can be seen in the following
table

Table 3
Results of Indirect Effect Hypothesis Testing
Eksogen - Intervening > Eksogen - Intervening - Z-value
Intervening Endogen Endogen (sobel test)
(a) (b) (axb)
X - M1 (0,970) M1 - Y (0,365) X > M1-Y(0,354) 2,609
X -> M2 (0,478) M2 = Y (0,494) X—->M2-Y(0,236) 2,340
X - M1 (0,970) M1 - M2 (0,471) X > M1-> M2 (0,457) 4,014
M1 - M2 (0,471) M2 - Y (0,494) M1 - M2 - Y (0,233) 2,561
M1 - M2 (0,471)
X - M1 (0,970) M2 > Y (0,494) X->M1->M2->Y(0,226) 2,381

Based on Table 3, it is known that the influence between these variables is as follows

1) Electronic service quality has a significant effect on customer loyalty indirectly through
customer value, this can be seen from the path coefficient value 0,354 with a Z-value of
2,6009.

2) Electronic service quality has a significant effect on customer loyalty indirectly through
customer satisfaction, this can be seen from the path coefficient value 0,236 with a Z-value
of 2,340.
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3) Electronic service quality has a significant effect on customer satisfaction indirectly through
customer value, this can be seen from the path coefficient value 0,457 with a Z-value of
4,014.

4) Customer value has a significant effect on customer loyalty indirectly through customer
satisfaction, this can be seen from the path coefficient value 0,233 with a Z-value of 2,561.

5) Electronic service quality has a significant effect on customer loyalty indirectly through
customer value and customer satisfaction, this can be seen from the path coefficient value
0,226 with a Z-value of 2,381.

Based on the results, the discussion of the effect between variables in this research will be

discussed as follows

The Effect of Electronic Service Quality on Customer Value

Based on the results, electronic service quality has a significant effect on customer value
with a path coefficient of 0,970 and a significant value of 0,000, so it can be said that electronic
service quality has a significant contribution in increasing customer value. These results
indicate that the quality of electronic services is something that can determine customer
value, meaning that the better the quality of electronic services provided by the Shopee
application, the value perceived by Shopee application users in Banda Aceh City will also
increase. This is because the Shopee application loads its pages and responds quickly, has an
attractive visual appearance and the Shopee application can be said to be innovative, apart
from that, shops that sell on the Shopee application send customer orders according to the
promised time and the Shopee application also provides a delivery guarantee, on the other
hand The information provided in the Shopee application is very organized, both information
related to product stock availability and also further information about products on Shopee
social media as well as providing contacts to contact the company, plus the Shopee
application protects information about transactions and customer accounts so that Shopee
application users in the city Banda Aceh feels that the quality of electronic services provided
by the Shopee application has high value for its customers. The results of this study are also
in accordance with the results of research conducted by Chinomona et al (2014); Candra &
Juliani (2018) where the results of these studies also found that electronic service quality has
a significant contribution in increasing customer value.

The Effect of Electronic Service Quality on Customer Satisfaction

Based on the results, electronic service quality has a significant effect on customer
satisfaction with a path coefficient of 0,478 and a significant value of 0,000, so it can be said
that electronic service quality has a significant contribution in increasing customer
satisfaction. These results indicate that the quality of electronic services is something that can
determine customer satisfaction, meaning that the better the quality of electronic services
provided by the Shopee application, the satisfaction of Shopee application users in Banda
Aceh City will also increase. This is because the information provided in the Shopee
application is very organized, both information regarding product stock availability and also
further information about products on Shopee social media as well as providing contacts to
contact the company, apart from that, shops that sell on the Shopee application send
customer orders according to the specified time. promised and the shopee application also
provides a delivery guarantee, on the other hand the shopee application loads its pages and
responds quickly, has an attractive visual appearance and the shopee application can be said
to be innovative, plus the shopee application protects information about transactions and
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customer accounts so that shopee application users are The city of Banda Aceh is satisfied
with the quality of electronic services provided by the Shopee application. The results of this
research are also in accordance with the results of research conducted by Asadpoor &
Abolfazli (2017); Raza et al (2020); Shared (2019); Ting et al (2016) where the results of these
studies also found that electronic service quality has a significant contribution in increasing
customer satisfaction.

The Effect of Customer Value on Customer Satisfaction

Based on the results, customer value has a significant effect on customer satisfaction
with a path coefficient of 0,471 and a significant value of 0,000, so it can be said that customer
value has a significant contribution in increasing customer satisfaction. These results indicate
that customer value is something that can determine customer satisfaction, meaning that the
higher the value felt by users of the Shopee application in Banda Aceh City, the greater the
satisfaction of users of the application. This is because Shopee application users in the city of
Banda Aceh shop on the Shopee application to see what new products are available and feel
that online shopping on the Shopee application is like an adventure. On the other hand, the
Shopee application also provides products that suit customer needs and offers affordable
prices. relatively cheap so that Shopee application users in Banda Aceh City feel satisfied with
the added value provided by the Shopee application. The results of this research are also in
accordance with the results of research conducted by Candra & Juliani (2018); Chinomona et
al (2014); Sugiati et al (2013) where the results of these studies also found that customer
value makes a significant contribution to increasing customer satisfaction.

The Effect of Electronic Service Quality on Customer Loyalty

Based on the results, electronic service quality does not have a significant effect on
customer loyalty with a path coefficient of 0,229 and a significant value of 0,103, so it can be
said that electronic service quality does not have a significant contribution in increasing
customer loyalty. These results indicate that the loyalty of Shopee application users in Banda
Aceh City cannot be influenced by the quality of electronic services provided by the Shopee
application. Overall, the quality of electronic services according to users of the Shopee
application in Banda Aceh City can be said to be good, however, if we look at the variable
indicators of electronic service quality, Shopee application users in Banda Aceh City
predominantly answer that they disagree with several statements from these variable
indicators, such as: shopee application protects information about customer transactions and
accounts; shops selling on the Shopee application send customer orders according to the
promised time; shopee application provides delivery guarantee; the shopee application has a
fast response; the shopee application provides contacts to contact the company; To get
further information about products in the Shopee application, customers can open Shopee
social media; as well as innovative Shopee applications. Meanwhile, if seen based on the
customer loyalty variable indicator, Shopee application users in Banda Aceh City also
predominantly answered that they disagreed with almost all statements from this variable
indicator. Therefore, it is assumed that this is a factor that causes the quality of electronic
services to have no significant effect on the loyalty of Shopee application users in Banda Aceh
City in this research. The results of this study do not match the results of research by Asgari
et al (2014); Puriwat & Tripopsakul (2017); Sundaram et al (2017) where the results of this
research found that electronic service quality has a significant effect on customer loyalty.
However, this does not prove that this research is incorrect or less relevant, because there
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are also other studies with the same results as this research, namely research by Avania &
Widodo (2022); Juwaini et al (2022); Rachmawati & Syafarudin (2022) where the results of
this research also found that the quality of electronic services does not have a significant
contribution in increasing customer loyalty.

The Effect of Customer Value on Customer Loyalty

Based on the results, customer value has a significant effect on customer loyalty with a
path coefficient of 0,365 and a significant value of 0,004, so it can be said that customer value
has a significant contribution in increasing customer loyalty. These results indicate that
customer value is something that can determine customer loyalty, meaning that the higher
the value felt by users of the Shopee application in Banda Aceh City, the loyalty of users of
the application will also increase. This is because Shopee application users in Banda Aceh City
feel that online shopping on the Shopee application is like an adventure because customers
shop on the Shopee application to see what new products are available, on the other hand,
the Shopee application also offers relatively cheap prices and provides products that suit their
needs. customer needs so that shopee application users in Banda Aceh City can be loyal to
the application. The results of this study are also in accordance with the results of research
conducted by Chang et al (2009); Chang & Wang (2011), the results of these studies also found
that customer value makes a significant contribution to increasing customer loyalty.

The Effect of Customer Satisfaction on Customer Loyalty

Based on the results, customer satisfaction has a significant effect on customer loyalty
with a path coefficient of 0,494 and a significant value of 0,003, so it can be said that customer
satisfaction has a significant contribution in increasing customer loyalty. These results
indicate that customer satisfaction is something that can determine customer loyalty,
meaning that the higher the satisfaction of users of the Shopee application in Banda Aceh
City, the loyalty of users of the application will also increase. This is because Shopee
application users in Banda Aceh City feel satisfied with the online shopping experience using
the Shopee application and are satisfied with the products available in the Shopee application
and are satisfied with the transaction services provided by the Shopee application so that it
can increase the loyalty of Shopee application users in Banda City towards the application.
the. The results of this research are also in accordance with the research results of Asadpoor
& Abolfazli (2017); Raza et al (2020); Ting et al (2016) where the results of this research also
found that customer satisfaction makes a significant contribution to increasing customer
loyalty.

Customer Value Mediates Effect of Electronic Service Quality on Customer Loyalty

The mediating effect of customer value on the effect of electronic service quality on
customer loyalty will be explained as follows:
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Customer
Value

0,970 (0,000) 0,365 (0,004)
0,229 (0,103)
Electronic Customer
Service Quality Loyalty
——————— 0,354 (2,609) -——————

Figure 5. Mediating Effect of Customer Value between The Effect of Electronic Service
Quality on Customer Loyalty

Based on Figure 5, electronic service quality has a significant indirect effect on customer
loyalty through customer value, this can be seen from the path coefficient of 0,354 and the
Z-value of 2,609. These results conclude that the better the quality of electronic services
provided by the Shopee application, the value felt by Shopee application users in Banda Aceh
City will also increase, which indirectly also has a significant contribution in increasing the
loyalty of Shopee application users in the City Banda Aceh.

Customer value in this research acts as a perfect mediation between the effect of
electronic service quality on customer loyalty. This can be seen from the research results
which found that electronic service quality does not have a significant influence on customer
loyalty directly, but electronic service quality has a significant influence on customer loyalty.
customer loyalty indirectly through customer value. The results of this study are also in
accordance with research by Zehir et al. (2014) which concluded that customer value plays a
mediating role between electronic service quality and customer loyalty. However, the results
of this study are different from the research of Zehir et al. (2014), namely the mediating role
of customer value variables, in the research of Zehir et al. (2014) the customer value variable
acts as a partial mediator between electronic service quality and customer loyalty, whereas
in this study the customer value variable acts as a perfect mediator between electronic service
quality and customer loyalty.

Customer Satisfaction Mediates Effect of Electronic Service Quality on Customer Loyalty
The mediating effect of customer satisfaction on the influence of electronic service
quality on customer loyalty will be explained as follows:

Customer
Satisfaction

0,478 (0,000) 0,494 (0,003)

0,229 (0,103)

Customer
Loyalty

Electronic
Service Quality

Figure 6. Mediating Effect of Customer Satisfaction between The Effect of
Electronic Service Quality on Customer Loyalty
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Based on Figure 6, electronic service quality has a significant indirect effect on customer
loyalty through customer satisfaction, this can be seen from the path coefficient of 0,236 and
the Z-value of 2,340. These results conclude that the better the quality of electronic services
provided by the Shopee application, the satisfaction of Shopee application users in Banda
Aceh City will also increase, which indirectly also has a significant contribution in increasing
the loyalty of Shopee application users in Banda Aceh City.

Customer satisfaction in this research acts as a perfect mediation between the effect of
electronic service quality on customer loyalty. This can be seen from the research results
which found that electronic service quality does not have a significant influence on customer
loyalty directly, but electronic service quality has a significant influence on customer loyalty
indirectly through customer satisfaction. The results of this study are also in accordance with
the research of Alchalidy et al (2020) which concluded that customer satisfaction plays a
mediating role between electronic service quality and customer loyalty. However, the results
of this study have differences with the research of Alchalidy et al (2020), namely the mediating
role of customer satisfaction variables, in the research of Alchalidy et al (2020) customer
satisfaction acts as a partial mediator between electronic service quality and customer loyalty,
whereas in this study customer satisfaction acts as a perfect mediator between electronic
service quality and customer loyalty.

Customer Value Mediates Effect of Electronic Service Quality on Customer Satisfaction
The mediating effect of customer value on the influence of electronic service quality on
customer satisfaction will be explained as follows:

Customer
Value

0,970 (0,000) 0,471 (0,000)

0,478 (0,000)

Customer
Satisfaction

Electronic
Service Quality

Figure 7. Mediating Effect of Customer Value between The Effect of
Electronic Service Quality on Customer Satisfaction

Based on Figure 7, electronic service quality has a significant indirect effect on customer
satisfaction through customer value, this can be seen from the path coefficient of 0,457 and
the Z-value of 4,014. These results conclude that the better the quality of electronic services
provided by the Shopee application, the value felt by Shopee application users in Banda Aceh
City will also increase, which indirectly also has a significant contribution in increasing the
satisfaction of Shopee application users in the City Banda Aceh.

Customer value in this research acts as a partial mediation between the influence of
electronic service quality on customer satisfaction. This can be seen from the research results
which found that electronic service quality has a significant influence on customer satisfaction
both directly and indirectly through customer value. The results of this study are also in
accordance with the research of Aditi et al (2021) who concluded that customer value plays a
mediating role between electronic service quality and customer satisfaction.
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Customer Satisfaction Mediates Effect of Customer Value on Customer Loyalty
The mediating effect of customer satisfaction on the influence of customer value on
customer loyalty will be explained as follows:

Customer
Satisfaction

0,471 (0,000) 0,494 (0,003)

0,365 (0,004)
Customer
Loyalty

Customer
Value

Figure 8. Mediating Effect of Customer Satisfaction between The Effect of
Customer Value on Customer Satisfaction

Based on Figure 8, customer value has a significant indirect effect on customer loyalty
through customer satisfaction, this can be seen from the path coefficient of 0.233 and the Z-
value of 2.561. These results conclude that the better the perceived value, the satisfaction of
Shopee application users in Banda Aceh City will also increase, which indirectly also has a
significant contribution in increasing the loyalty of Shopee application users in Banda Aceh
City.

Customer satisfaction In this research acts as a partial mediation between the influence
of customer value on customer loyalty, as can be seen from the research results which found
that customer value has a significant influence on customer loyalty both directly and indirectly
through customer satisfaction. The results of this research are also in accordance with
research by Khasbulloh & Suparna (2022) which concluded that customer satisfaction acts as
a mediator between customer value and customer loyalty.

Conclusion and Recommendation

This research finds the several premises that strengthen the previous theories, that are:
customer value and customer satisfaction have a significant effect on increasing customer
loyalty; and electronic service quality does not have a significant effect on increasing
customer loyalty directly, but indirectly electronic service quality has a significant effect on
increasing customer loyalty through customer value and customer satisfaction. Then,
customer value and customer satisfaction also act as perfect mediation between the effects
of electronic service quality on customer loyalty. Thus, it can be concluded that the variables
of customer value and customer satisfaction in this research act as a serial mediation between
the effects of electronic service quality on customer loyalty.

This research is a development of models from previous studies that have contributed
to the academic and practical fields. For academics, this model and method can be the basis
for further development of research modelswhile for practice these results have implications
for the company that they must pay more attention to electronic service quality in order to
increase customer value and customer satisfaction, thereby creating customer loyalty. The
limitation of this research is the scope of the object and the number of variables, so for the
further researchers can develop the new models based on this research model.
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