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This study examines the relationship between website quality, trust, satisfaction, and loyalty on the online shop in
Indonesia. The sampling frame of this study includes 250 customers who have specific criteria such as own credit/debit
card and at least purchased twice using online shopping platform. Data are then analyzed using the smart PLS software.
The result indicated that website quality influence satisfaction; website quality affects trust; satisfaction influences
trust; satisfaction influences loyalty; and trust affects loyalty.
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1. Introduction

Today, internet usage is a global trend of human life behavior, especially in the business world'. Internet
users in Indonesia in 2012 ranked 8th in the world, and from the total population of Indonesia as many as
248 million people or 22% of Indonesian people use the intemnet. In Asia, Indonesia is ranked 4th after
China, India, and Japan. In May of 2009, it was noted that the value of internet commerce in Indonesia
reached around USD 3.4 billion or around 35 trillion rupiahs, and made Indonesia a potential market for e-
Bay’. Online transactions, different from offline transactions, are entirely dependent and trust on the
information available on the website’. The challenge for online business is knowing the customer's desire to
create satisfaction, which leads to trust and at the end will impact on loyalty*. Characteristics of online
business are the extent of cyberspace that can be accessed, unlimited place and time, causes the online store
must provide the best service, especially paying attention to the quality of the website and furthermore can
affect the satisfaction. The trust factor is a fundamental element of many factors that influence the
occurrence of online shopping and [fhying transactions® Several previous studies have found that online
transactions include a comfortable and sophisticated way, but consumer confidence in the company is
extremely vulnerable and hard to come®. The quality of a website can increase online consumer trust®. Sellers
who have quality websites, even if they do not have a good reputation, remain more trustworthy than
reputable sellers, but poor website quality’. The beliefin the online shopkeeper's behavior affects customer
buying-interest?. Although in theory and some studies suggest that service quality will have an impact on
customer satisfaction and loyalty, studies are showing that service quality does not affect customer
satisfaction®.

This study examines the relationship of website quality, trust, satisfaction, and loyalty on the online
shop. The rest of the paper is organized into four sections. First section discuss the theoretical background
and the relationship between the construct for developing hypotheses. Second, the methodology used in
obtaining and analyzing the data. Third section, result and discussion, addresses the hypotheses testing and
interpretation. The last section, conclusion, summarize the main point of the result.
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2. Theoretical Background

2.1. Website @hality and Customer Satisfaction

One method of measuring website quality based on end-user perception is the development of ServQual,
which is widely used previously in the measurement of service quality. Website Quality or commonly called
WebQual has been developed since 1998 and has experienced several iterations in the preparatidf of
dimensions and items of questions are arranged in three areas’, namely; (1) Quality of information from
information systems research. (2) Interaction and quality of services from information systems research, e-
commerff®, and marketing, and (3) Usability of human-computer interaction. The WebQual model was first
used on business school portals based on factors of ease of use, experience, information and communication,
and integration'’. Website quality is determined by five dimensions'' namely: (1) Information, including
quality of content, usability, completeness, accuracy, and relevance. (2) Security, including trust, privacy
and security guarantees. (3) Convenience, including easy to operate, easy to understand, and speed. (4)
Comfort, including visual appeal, emotional appeal, creative and attractive design, and (5) Quality of
service, including online completeness, and customer service.

Consumer satisfaction is a conscious evaluation, or consumer cognitive assessment of a product
consumed, whether the performance of the product is relatively good, or whether the product corresponds
to the purpose or use of the consumer by his expectations'>. E-satisfaction is customer satisfaction to
previous purchasing experience in an e-commerce trading company'®. Furthermore, another difference in
the online environment is the need to add dimensions in measuring customer satisfaction, which is efficient,
flexible, easy to use, aesthetic website and security'®. Consumer satisfaction is reflected in several ways',
namely: (1) consumer emotional condition as a result has been using a product. (2) respect from consumers
because it has gained experience from using a product, and (3) the desire to reuse a product. Several previous
studies have explained that website quality has a positive influence on customer satisfaction®'>'®. However,
other research has different results, namely that there is no relationship between a quality website with
customer satisfaction®. So based on the above description, the hypothesis is proposed as follows: H1:
Website Quality affects Customer Satisfaction.

2.2. Website Quality and Trust

Conducting online transactions is an easy and sophisticated way, but consumer confidence in the company
is very vulnerable and hard to come®. However, there is a significant influence on the reputation of the
company and the quality of the website to the level of consumer confidence in online transactions®.
Meanwhile, other findings argue that sellers who have good quality websites, even if they do not have a
good reputation, remain more trustworthy than reputable sellers, but poor website quality’. So from the
explanation, the second hypothesis is: H2: Website Quality affects Customer Trust.

2.3. Customer Satisfaction and Customer Trust

Several studies found that there is positive and vigorous direct relationship between customer satisfaction
with trust, which means the more satisfied consumers, the more consumers will believe!’. This is in line
with research result stating that customer satisfaction has a relationship with trust'®!”. The more consumers
feel satistied, the more trust they will be. Based on the description, then the third hypothesis in this study is
as follow: H3: Customer Satisfaction effect on Customer Trust.

2.4. Customer Satisfaction and Customer Loyalty

In general, customer satisfaction and loyalty have a direct and significant relationship. The more satisfied a
consumer is, the more they are loyal. However, studies on software industry showed that there is no
significant relationship between customer satisfaction and loyalty'™. The result of the research contrasts with
other research conclusion stating that customer satisfaction has a significant relationship with loyalty, which
means more satisfied a consumer, then they will be more loyal too'®. This is in line with the study by another
researcher which reveal that online consumer satisfaction (E-satisfaction) has a significant relationship to
the consumer's online loyalty (E-loyalty)'*. So, based on the description, then the fourth hypothesis is: H4:
Satisfaction affect on Loyalty.
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2.5. Customer Trust and Loyalty
From some previous research, it can be seen that the relationship between trust and loyalty. Buying interest
is one form of customer loyalty determined by the trust’. This is also similar to another result that trust in
online shop customers determines to buy interest which is one form of customer loyalty®. Based on the
description, then the fifth hypothesis in this study are: H3: Customer Trust affects Customer Loyalty.

3. Methodology

The population of this study is all people who have made purchases in the online shop in Indonesia, and
samples of 250 customers with the criteria of having credit/debit card, and have made purchases at the online
shop at least twice. The number of samples is determined using the concepts developed by Isaac and
Michael, i.e., for determining the number of samples and the unlimited population with a 5% error rate is
249 samples, rounded to 250. Data collection methods are an integral part of the research design. In this
study a closed questionnaire was used, using a Likert scale of 1-5, and (1) for statements strongly disagreeing
and (5) for statements strongly agreeing on the declaration of the indicator being measured. The analysis
used is descriptive analysis with SPSS 16 and Partial Least Square (PLS) with Smart PLS software
application program,

4. Result and Discussion

4.1. Profile Description of Respondents

The study includes online shop objects, no restrictions on online shop types and no restrictions on products
purchased online. The number of respondents is 250 respondents and to get the respondents, the
questionnaire was distributed five times. Respondents with ages 19-24 years were 102 (41%), the second
largest number was age between 30-34 respondents as many as 60 (24%). Moreover, the third is the
respondent age between 25-29 years that is as much as 45 (18%). Respondents’ distribution by gender are
approximately equal, i.e., 47% female and 53% male. Based on the frequency of purchases in the past one
vear, 88 (35%) stated that they had made three purchases, 60 respondents (24%) have made two purchases,
and 57 respondents (23%) have purchased four times. Measurement indicators of each variable have been
tested for validity and reliability with the result as shown in Table-1 below.

Tabel 1. Reliability Measurement

No Variable ]]Tl lzl.i::};mr Cronbach alpha E:::; il:::: AVE Remark
1 g‘;‘;‘:" 10 0,94 0,95 0,71 Reliabel
2 Satisfaction 10 0,96 0,91 0,77 Reliabel
3 Trust 8 0,94 0,95 0,64 Reliabel
4 Layalty 3 0,85 0,97 0,76 Reliabel

Table 1 shows the value of Cronbach alpha, composite reliability above 0.7 as the recommended value.
Also, the average variance extracted (AVE) are above the value of 0.5 as the recommended v§he limit.
Thus, the overall construction of research has a high consistency and deservefJfurther analysis. The Outer
model explains the relationship between the indicator and the variable while the inner model explains the
relationship between the variables. Outer and inner model as shown in Figure 1, demonstrates that each
indicator has a high loading coefficient This finding indicates that the indicator used to measure the model
variable are valid. The most significant loading value of web quality is found in the ease of use of the
website, such as ease of access, operation, and security in transactions. Satisfaction has the highest loading
value on price and cost to get the product or service, which means the majority of customers are satisfied
with the price offered by the online shop and the cost to get the product or service. Trust, has the highest
loading value on the consistency of online shop customer. Loyalty has the most significant loading on giving
recommendations from customers to friends and relatives. Online shop customers who have felt satisfied
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and believe in the online shop, will be willing to give recommendations to friends and relatives to visit or
conduct transactions online shop subscription. The goodness of fit of this model is measured by the Q? which
is calculated as follows: Q* = 1-(1-0.66) (1-0.804) (1-0.833) = 0.98. The result is close to 1.0. This means
that the research model has predictive relevance, and it is worth to do further analysis.

4.2. Hypotheses Testing

Testing of the hypothesis is conducted to examine the influence of each variable against other variables.
Testing is based on t-value value with the provision that if the value of t-value> 1,960 then the influence of
the variable to another variable is stated significant. Table 2 shows that the results of the research hypothesis
testing are all acceptable. The result of hypothesis testing showed that Website Quality had a positive effect
on Trust. This finding shows that higher the quality of an online shop website will increase consumer trust
in the site. Website Quality can describe the capabilities of the online shop in providing optimal services to
consumers. For that, when consumers have visited the website then various evaluations of the website will
build consumer confidence. The results coincide with the study by previous research that the higher the
quality of a website, the higher the trust of consumers™’. The results of hypothesis testing showed that
Satisfaction also affects the trust. This finding can be explained that when high consumer satisfaction leads
to higher consumer trust. Before interacting with the company, the consumer has a certain amount of
expectation of the service to be received.

Tabel 2. Hypothesis testing with t-value

Original Standard
Hypothesis sample i t-value remark
deviation
estimate
Website Quality 5
influence Satisfaction 0,813 0,02 40,64 supported
Website Quality
4 252
affects Trust 0,252 0,06 4,51 supported
Satisfaction 0,696 0,05 13,48 ted
influences Trust ’ ! ! supporte
Satisfaction 0,347 0,08 440 ted
influences Loyalty ’ ! ! supporte
Trust affects Lovalty 0,572 0,08 7,10 supported

Therefore, when the company can meet the various needs and desires of consumers cause the higher
consumer confidence that the firm can provide the best for consumers. This study proved that satisfaction
affects the Trust. However, there is research conducted which showed different results that Satisfaction does
not affect the Trust'®. This is possible because the object of the research is industrial software and the
research respondent is the company manager. The satisfaction felt by respondents from the use of software
does not affect the trust because the orientation of the performance of the software is the ability to support
the manager's job. Satisfaction affects consumer loyalty in making visits to an online shop, with some hope
for repeat satisfaction, and consumers will not switch to another online shop'’. Fulfillment of all the needs
and desires of consumers who become the reason to keep visiting and doing online transactions. Trust affects
consumer loyalty in making visits to an online shop. High trust reflects low psychological risks from within
consumers and causes consumers to stay in an online shop, and research results support!”.

5. Conclusion
In connection with the aims of this study, it is concluded that website quality in the online shop not only
serves as a medium of information but also can be a stimulus visitors interact with the online shop. The
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informative website display, the security impression of the website, the ease of operation of the website, the
convenience of use, and the quality of excellent service can satisfy the consumers. The informative website

display, the security impression of the website, the ecase of website operation, the convenience of use, and
the quality of the service can increase the consumer's trust in the capability or competence of the online
shop in providing the service. The higher satisfaction of consumers increases consumer's trust in online shop
competence. There is a tendency of consumer that if they get satisfaction sustainably, they will maintain the
visit and interaction with the online shop, not to others.
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Figure Caption
Figure 1. Outer model dan inner model

Figure 1. Semuel et al.
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