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ABSTRACT: E-service quality is the quality of services provided to consumers through website-based technology by using 

efficiency, fulfillment of needs, system availability or reliability, as well as privacy and security, in conducting purchase 

transactions and the process of delivering service products. This study aims to determine the effect of E-service Quality on E-

Loyalty through E-satisfaction and E-Trust then produce eWOM for Mixue. It is expected that this research will contribute to 

increasing information at the level of marketing management theory / science and positive managerial implications in increasing 

customer loyalty by increasing e-service quality and e-trust so as to produce positive eWOM. The population in this study is 

GoFood application users, especially those who have bought Mixue products in the Greater Jakarta area, with a sample of 202 

respondents. The data collection technique was carried out with a Likert scale questionnaire that was distributed online on a 

google form. The sampling technique uses purposive sampling. The analysis method used in this study is SEM Partial Least 

Square. The results showed that there was a positive influence between the variables of e-service quality on e-satisfaction and 

e-trust as evidenced by T-Statistics values of 14.395 and 3.379, and P Values of 0.000 and 0.001. Then there is a positive 

influence between the variables e-satisfaction with e-trust and e-loyalty as evidenced by T-Statistics values of 13.495 and 2.163 

and P Values of 0.000 and 0.031. And there is a positive influence between the e-loyalty variable and eWOM as evidenced by the 

T-Statistics value of 9.155 and P Values of 0.000. 
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I. INTRODUCTION 

The influence of e-service quality on e-loyalty through e-satisfaction and e-trust, resulting in eWOM, is a complex and 

multifaceted relationship that has been the subject of extensive research. Several studies have delved into the mediating roles 

of e-satisfaction and e-trust in the relationship between e-service quality and e-loyalty, shedding light on the 

interconnectedness of these constructs. Conducted a study that confirmed the direct relationships among e-service quality, e-

trust, e-satisfaction, and e-loyalty (Alnaim et al., 2022). This finding underscores the intricate interplay between these variables 

and their significance in shaping e-loyalty. Moreover, research highlighted the mediating role of e-satisfaction in the relationship 

between e-service quality and e-loyalty in the context of e-commerce (Pradnyaswari & Aksari, 2020). This underscores the 

importance of customer satisfaction as a key determinant of e-loyalty, influenced by the quality of e-services. Additionally, 

investigated the impact of service quality and product quality on customer loyalty through customer satisfaction in the e-

commerce domain (Delia et al., 2023). While not directly related to e-loyalty, this study provides valuable insights into the 

mediating role of customer satisfaction, which is pertinent to understanding e-loyalty dynamics. Furthermore, explored the link 

between citizen satisfaction with e-government and trust in government (Welch et al., 2004). Although not directly related to e-

loyalty in the commercial context, this study offers insights into the broader concept of satisfaction and trust in electronic 

environments, which can be relevant to understanding e-loyalty dynamics. In addition, 's research delved into the mediation role 

of customer trust on e-service quality, particularly during the COVID-19 pandemic, shedding light on the evolving nature of e-

service quality and its impact on customer satisfaction (Gunawardana & Fernando, 2021). This is crucial in understanding the 

dynamic nature of e-service quality and its implications for e-loyalty. Moreover, 's study emphasized the significance of eWOM 

in shaping brand equity in the context of higher education institutions (Carvalho et al., 2020). While not directly related to e-

loyalty in e-commerce, the influence of eWOM on brand equity underscores the broader impact of electronic word-of-mouth in 
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shaping consumer perceptions and behaviors. In summary, the synthesis of these studies underscores the intricate relationships 

among e-service quality, e-satisfaction, e-trust, and e-loyalty. These constructs are interconnected and play pivotal roles in 

shaping customer behaviors and perceptions in the digital domain, ultimately influencing eWOM and brand equity.  

 

II. LITERATURE REVIEW 

E-Service Quality, E-Trust, E-Satisfaction, E-Loyalty, and EWOM are crucial concepts in the realm of electronic commerce. E-

Service Quality refers to the quality of services provided electronically, which significantly impacts customer satisfaction and 

loyalty (Amin, 2016). E-Trust is the confidence and reliance that customers have in electronic transactions and interactions, 

which is essential for fostering customer comfort and enabling widespread adoption of e-commerce (McKnight et al., 2002). E-

Satisfaction is the contentment and overall feeling of comfort that customers experience in their electronic shopping 

experiences (Usman et al., 2021; Sleilati & Sfeir, 2021; Wiwiek, 2020; Toufaily et al., 2016). E-Loyalty is the customer's 

commitment and allegiance to an electronic commerce firm, which is influenced by e-service quality, e-trust, and e-satisfaction 

(Amin, 2016; Yaya et al., 2011; Azam, 2015). Lastly, EWOM (Electronic Word of Mouth) refers to informal communications 

directed at consumers through internet-based technology related to the usage or characteristics of particular goods and 

services, or their sellers (Oikarinen, 2022; Matute et al., 2016; Al-Gasawneh & Al-Adamat, 2020; Alzahrani et al., 2020). 

These concepts are interconnected, as evidenced by the finding that the relationship between internet banking service 

quality, e-customer satisfaction, and e-customer loyalty are significant (Amin, 2016). Additionally, trust makes consumers 

comfortable sharing personal information, making purchases, and acting on web vendor advice, which are behaviors essential to 

widespread adoption of e-commerce (McKnight et al., 2002). Furthermore, the effects of e-service quality dimensions on e-

satisfaction and the effect of e-satisfaction on e-loyalty have been demonstrated (Yaya et al., 2011). Moreover, studies have 

shown that trust influences e-loyalty either individually or in a sequential order, such as e-trust leading to e-satisfaction and 

subsequently to e-loyalty (Azam, 2015). 

 

III. RESEARCH METHODS 

Indonesia is a country that is undergoing transformation, one of which is in the field of transportation. Online food delivery 

services are growing rapidly in Indonesia because of their ease and speed, especially in terms of communication for orders. Not 

only online food delivery services, food delivery applications also have a fairly high popularity in various cities in Indonesia 

(Insalni & Maldialwati, 2020). The Gojek application with its service GoFood is one of the online food delivery applications that 

allows consumers to easily buy food without having to come to the intended restaurant location. The Go-Jek application itself 

has been downloaded more than 50 million times (Fitriyanto, 2019). This research model is quantitative research using 

correlational research design, which is research that uses statistical methods to measure the influence between two or more 

variables (Creswell, 2014). This research design uses a survey method with a data collection tool in the form of a Likert-scale 

questionnaire with an online dissemination method. The questionnaire was distributed twice, namely for pre-test research and 

dissemination for all research respondents. So that the data collected from surveys using questionnaires is primary data. The 

measurement of variables in this study used the Likert scale with a scale of 1-4. A score of 4 means strongly agree (SS), a score of 

3 means agree (S), a score of 2 means disagree (TS), and a score of 1 means strongly disagree (STS). The Likert scale is a scale 

used to test individual responses about individual attitudes about an event chosen for research (Sugiyono, 2012). The 

measurement of the variable E-service quality refers to Li et al. (2015) which consists of 5 statements. The measurement of the 

variable E-satisfaction refers to Oliver (1980) which consists of 4 statements. E-trust variable measurement refers to Oliver 

(1980) which consists of 5 statements. The measurement of the E-loyalty variable refers to Li et al. (2015) which consists of 5 

statements. The measurement of the variable E-WOM refers to Oliver (1980); Cheung et al. (2008) consisting of 6 statements. 

The population in this study is customers of Mixue products in the Jabodetabek area who use the Go-Food application. The 

sample used is customers with a minimum purchase of 1 time using the Go-Food application. The number of samples in this 

study used 202 respondents. This study uses non-probability sampling, which is a sampling method that does not provide equal 

opportunities for every component or member of the population to be selected as a sample. The type of non-probability 

sampling used in this study is a type of purposive sampling, which is a sampling technique with certain considerations. The 

reason for using this purposive sampling technique is because it is suitable for use in quantitative research. In this pre-test test, 

validity and reliability tests are carried out. For validity tests using convergent validity tests and Average Variance Extracted 

(AVE) values. Yalmin &; Kurniawati (2011) stated that an indicator in the study can be said to be sufficient if the outer loading 

value > 0.70. After the questionnaire is collected, then an analysis is carried out using Structural Equation Modeling (SEM) which 

is a multivariate statistical technique that combines all aspects in factor analysis, path analysis, and regression so that the results 
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will be more complete. This analysis is divided into three stages, namely Outer Model, Inner Model, and Hypothesis Testing. The 

inner model consists of an R-square, the R-square test terms of 0.67 indicate a strong model, 0.33 moderate, and 0.19 weak. 

Furthermore, testing to determine the influence between variables was carried out with a bootstrapping procedure that used all 

research respondents. Significance holds on to t-statistics with a > value of 1.96 and a p-value with a value of < 0.05. 

 

IV. RESULT 

This study used primary data collected through questionnaires disseminated online through Google Form. From the 

questionnaire, 202 respondents were collected. 

Respondents collected by demographics are as follows: 

1. Gender: 148 females (66.7%), 54 males (33.3%). 

2. Age: 

a. Under 23 years of age of 105 people (44%). 

b. Aged 24-33 years as many as 62 people (31.6%). 

c. 34-45 years by 27 people (18.4%). 

d. Over 46 years old as many as 8 people (6%). 

3. Employment status: 

a. There were 91 students (45.2%). 

b. PNS of 68 people (33,6%). 

c. Private employees are 25 people (12.4%). 

d. Wiraprivate by 11 people (5,4%). 

e. Others were 7 people (3.4%). 

4. Location: 

a. Jakarta as many as 51 people (24.3%). 

b. Bogor of 24 people (12,5%). 

c. Depok as many as 102 people (46.1%). 

d. Tangerang as many as 12 people (8.2%). 

e. Southern Tangerang by 13 people (8,9%). 

The validity test in this study was conducted on 202 research samples to see whether the instruments used were valid. 

Validity in this study uses convergent validity and discriminant validity. For convergent validity, use the value of the outer model 

average variance extracted (AVE). As for discriminant validity, it uses cross loading values. Convergent validity in the good 

category if outer loadings > 0.70 and while for outer loadings value 0.60 is categorized as moderate / sufficient. Based on this 

criterion, then if the outer loadings are below 0.6 then they are discarded (Halir et al., 2014). A reliability test is performed to 

see if there are no problems or are subject to measurement. Reliability tests were conducted using Composite Reliability and 

Cronbach's Alpha. Composite Reliability and Cronbach's Alpha tests aim to test the reliability of instruments in a research model. 

A variable can be said to be reliable if it has a value of Cronbach's Alpha ≥ 0.6 or composite reliability ≥ 0.7 (Halir et al., 2014). As 

in the variable e-service quality (CR = 0.911; CE = 0.857), e-satisfaction (CR = 0.844; CE = 0.752), e-trust (CR = 0.874; CE = 0.819), 

e-loyalty (CR = 0.874; CE = 0.819), and e-WOM (CR = 0.840; CE = 0.745). 

 

Figure 1. Structural Mode 
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After testing on the outer model, then testing on the inner model. In the inner model test, the R Square value which is the 

coefficient of determination on the endogenous variable is tested. 

 

Table 1. R Square 

 R Squalre Kaltegori 

E-Loyalty 1,000 Kualt 

E-Satisfaction 0,414 Moderalt 

E-Trust 0,663 Moderatl 

e-WOM 0,446 Moderalt 

 

Based on the results of the R-Square test in the table, it can be seen that the R-square value of the influence of E-satisfaction, E-

WOM, and E-Trust variables on E-Loyalty is 1,000. That is, the E-Loyalty variable can be explained by E-satisfaction, e-WOM, and 

E-Trust by 100% and is included in the strong category. The R-square value of the influence of the E-Service Quality variable on 

E-Satisfaction is 0.414. That is, the E-Satisfaction variable can be explained by E-Service Quality by 41.4%, while the remaining 

58.6% is explained by other variables outside the study and is included in the moderate category. The R-square value of the 

influence of E-Service Quality and E-Satisfaction variables on E-Trust is 0.663. That is, the E-Trust variable can be explained by E-

Service Quality and E-Satisfaction by 66.3%, while the remaining 23.7% is explained by other variables outside the study and is 

included in the moderate category. The R-square value of the influence of the E-Loyalty variable on e-WOM is 0.446. That is, the 

E-Loyalty variable can be explained by e-WOM by 44.6%, while the remaining 55.4% is explained by other variables outside the 

study and is included in the moderate category. 

Furthermore, a Goodness of Fit (GoF) assessment test was carried out according to (Ghozali and Latan, 2015). The required NFI 

value is 0.90. 

 

Table 2. Goodness of Fit Model 

 Salturalted Model Estimalted Model Model 

SRMR 0,136 0,136 Fit 

d_ULS 4,256 4,256 Fit 

d_G 1.133 1.133 Fit 

Chi-squalre 648.138 648.138 Fit 

NFI 0.755 0.755 Fit 

 

The next step is to evaluate the relationship between the variables hypothesized in this study after evaluating the inner model. 

In this study, P-Values and T-Statistics were used to test the hypothesis. If the value of T-Statistics > 1.96 and P-Values < 0.05, 

then the hypothesis is accepted (Aldini &; Surya, 2020). Hypothesis testing is performed on SmartPLS results. 

 

Table 3. Hypothesis Testing 

 Originall 
Sample (O) 

Sample Mean 
(M) 

Standard Deviation 
(STDEV) 

T Statistics 
(STDEV) 

P 
Values 

Result 

E-Service Quality 
-> E-Satisfaction 

0,644 0,645 0,045 14,395 0,000 The data support the 
hypothesis 

E-Service Quality 
-> E-Trust 

0,171 0,173 0,051 3,379 0,001 The data support the 
hypothesis 

E-Satisfaction 
-> E-Loyalty 

 
-0,012 

 
-0,015 

 
0,006 

 
2,163 

 
0,031 

The data support the 
hypothesis 

E-Satisfaction 
-> E-Trust 

0,693 0,690 0,051 13,495 0,000 The data support the 
hypothesis 

E-Trust -> 
E-Loyalty 

1,010 1,011 0,004 230,734 0,000 The data support the 
hypothesis 

E-Loyalty -> 
eWOM 

0,668 0,673 0,073 9,155 0,000 The data support the 
hypothesis 
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1. The original sample value on H1 alhadallah was positive at 0.644 with t-statistic values of 14.395 > t-table 1.96 and p-values 

0.00 < 0.05. The relationship between e-service quality and e-satisfaction has a positive and significant effect. 

2. The original sample value on H2 was positive at 0.171 with a t-statistic value of 3.379 > t-table 1.96 and a p-value of 0.001 < 

0.05. The meaning of the relationship between e-service quality and e-trust has a positive and significant effect. 

3. The original sample value on H3 was negative of -0.012 with a t-statistic value of 2.163 > t-table of 1.96 and a p-value of 

0.031 < 0.05. The relationship of e-satisfaction to e-loyalty has a positive and significant effect. 

4. The original sample value on H4 was positive at 0.693 with a t-statistic value of 13.495 > t-table 1.96 and a p-value of 0.000 

< 0.05. The meaning of the relationship between e-satisfaction and e-trust has a positive and significant effect. 

5. The original sample value on H5 is positive at 1.010 with a t-statistic value of 230.734 > t-table of 1.96 and a p-value of 0.000 

< 0.05. The relationship between e-trust and e-loyalty has a positive and significant effect. 

6. The original sample value on H6 is positive at 0.668 with a t-statistic value of 9.155 > t-table 1.96 and p-values of 0.000 < 

0.05. The relationship between e-loyalty to eWOM has a positive and significant effect. 

 

V. DISCUSSION 

This study aims to explore the relationship between e-service quality, e-satisfaction, and e-trust, as well as the relationship 

between e-satisfaction to e-loyalty and e-trust, and the relationship between e-loyalty to eWOM, especially in the context of 

purchasing Mixue products through the GoFood application. Through the test results on the hypothesis, results are obtained 

that support the hypothesis H1, H2, H3, H4, H5, and H6.The first result shows that e-service quality has a positive effect on e-

satisfaction, supporting the findings of previous studies (Falahifah et al., 2020). E-service quality provided to consumers has a 

positive impact on consumer satisfaction, especially in the context of purchasing Mixue products through the GoFood 

application. Ease, speed, and high quality of service in the online purchase process provide satisfaction to consumers.The second 

result shows that e-satisfaction has a positive effect on e-trust, in line with previous findings (Susanto, 2020). Consumer trust in 

the GoFood platform increases when consumers feel satisfaction in making Mixue product purchase transactions. Consumer 

trust in the safety and quality of GoFood platform services is a key factor in forming e-trust.The third result shows that e-

satisfaction has a positive effect on e-loyalty, along with previous research by Falahifah et al. (2020). When consumers are 

satisfied with the purchase decision of Mixue products through the GoFood application, they tend to become loyal customers 

and continue to make repeat purchases.The fourth result shows that e-trust has a positive effect on e-loyalty, in accordance 

with previous findings (Susanto, 2020). The level of consumer trust in the GoFood platform has a positive impact on consumer 

loyalty to Mixue products. Consumer trust in the safety and quality of GoFood platform services is a key factor in forming e-

loyalty.The fifth result shows that e-loyalty has a positive effect on eWOM. This finding is in line with previous research by Widya 

et al. (2022), which showed that repeat purchases tend to create positive online reviews of Mixue products. Consumers who are 

loyal to Mixue products through the GoFood application are more likely to give positive recommendations online to others.Thus, 

it can be concluded that the interaction between e-service quality, e-satisfaction, e-trust, e-loyalty, and eWOM has a significant 

role in the context of purchasing Mixue products through the GoFood application. The roles of electronic service quality, 

consumer satisfaction, trust, loyalty, and online recommendations are interrelated and form a pattern of positive relationships 

in consumer experience in online transactions. 

 

CONCULISON AND RESEARCH IMPLICATIONS 

This study used primary data collected through questionnaires distributed online to 202 respondents of Mixue customers who 

used the GoFood application. Based on the results of this study, it is concluded that e-service quality has a positive effect on e-

satisfaction and e-trust, then e-satisfaction has a positive effect on e-trust, and e-satisfaction has a positive influence on e-

loyalty, and e-loyalty has a positive effect on eWOM.This can happen because when other applications provide more offers, 

cheaper prices, and more affordable shipping costs, consumers will prefer the application. Therefore, the GoFood application 

needs to carry out a more aggressive marketing strategy, such as providing greater discounts than other applications. 

There are several shortcomings that can be corrected in future research, namely: 

1. This research was conducted online, so there is a possibility that respondents do not fully understand and fill out the 

questionnaire questions correctly and correctly. In future research, it is recommended to distribute questionnaires directly 

to respondents in order to minimize errors. 

2. This study does not limit age, so the authors suggest that future studies can limit age in order to obtain better and in-depth 

results. 
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3. The managerial implication of this research is to provide input to Mixue's management in order to increase customer loyalty 

by improving e-service quality and e-trust so as to produce positive eWOM. 

Mixue must provide excellent service to consumers for ease and comfort in using the GoFood application. In addition, Mixue 

must also provide after-sales service so that consumers give positive reviews and increase eWOM. In addition, the seller must 

provide information in accordance with the products offered, including the quality of the product to consumers. 
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