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Abstract: This study examines the impact of Trust, Privacy, and Quality of Service on the
success of the E-CRM system in fostering relationships with ShopeePay users, focusing on
ShopeePay in Indonesia. ShopeePay are widely used in daily activities, and this research
highlights customer satisfaction in their use. The study identifies three key variables Trust,
Privacy, and Quality of Service that influence E-CRM success. Using a quantitative
approach, 190 respondents were surveyed, and data was analyzed with IBM SPSS Statistics
25. Results show that Privacy and Quality of Service significantly affect customer
satisfaction and the effectiveness of the E-CRM system in building relationships with
ShopeePay users.

Keyword: Shopeepay, Trust, Privacy, Quality of service, Customer Satisfaction, Succes Of
E-CRM System.

INTRODUCTION

The rapid advancement of digital technology is causing significant disruptions across
various sectors, including business. One visible change is in the payment system, shifting
from cash to more effective and efficient non-cash methods (Insana & Johan, 2021). Among
the various methods available is the use of electronic wallets like ShopeePay (Widiyanti,
2020).

ShopeePay is a popular internet-based electronic payment method preferred by users
for its ease of use (Himawati & Firdaus, 2021). This popularity has led many companies to
integrate ShopeePay into their payment systems to compete for a larger market share.
ShopeePay was created by PT. Airpay International Indonesia on November 28, 2018, and
has become part of Shopee, serving not only as a transaction method but also as a digital
wallet feature for online payments within the Shopee app (Fitriawibowo & Kusumawati,
2024). Currently, ShopeePay boasts over 50 million active listings and ranks as the "Top 1
Shopping App" on both the Play Store and App Store (Rosita et al., 2024).
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Despite its popularity, data from (Ahdiat, 2022) indicates fluctuations in ShopeePay
users from 2020 to 2022, as shown in the following table.

Table 1. The average number of ShopeePay visitors

No Date Name ShopeePay Visitor

1. g4 2020 129.320.800
2. gl 2021 127.400.000
3. g2 2021 126.996.700
4, g3 2021 134.383.300
5. g4 2021 138.776.700
6. gl 2022 132.776.700
7. g2 2022 131.296.667

Source : (Ahdiat, 2022)

From the table, ShopeePay saw an increase in visitors in Q4 2021 to 138,776,700, then
decrease to 131,296,667 in Q2 2022. Studies by (Hafifah et al., 2022) and (Nopita et al.,
2023) also indicate a decline in ShopeePay users in 2021 compared to competitors. (Kumbara
et al., 2023) and (Desvira & Aransyah, 2023) found a decline in 2022 since becoming part of
Shopee. This decline from 2021 to 2022 suggests disloyalty potentially due to low E-CRM
(Electronic Customer Relationship Management) success in building user relationships with
ShopeePay. This study introduces a new model to determine E-CRM success in building user
relationships with ShopeePay, focusing on external factors such as Trust, Privacy, and
Quality of Service.

E-CRM is a method used to manage relationships between companies and customers to
increase customer loyalty through electronic media (Ramadhani et al., 2022). Implementing
E-CRM on ShopeePay aims to develop strategies to retain existing customers and attract new
ones (Mutia et al., 2023).

One critical factor affecting E-CRM is Trust. Due to the inherent risks in online
transactions, trust significantly influences customers' decisions to use digital payment apps
(Fika et al., 2023). Online businesses must build strong trust with customers through positive
online shopping experiences ((Zhang et al., 2020) (Al-Shuridah & Ndubisi, 2023) highlight
that companies must establish strong trust in e-commerce activities.

Another factor is consumer Privacy. Privacy concerns are crucial in using e-commerce
sites (Napitupulu & Supriyono, 2022). Privacy affects user satisfaction and trust, leading to
potential product switching or abandonment (Rachmi & Basyir, 2023). Businesses must
prioritize robust security measures to protect sensitive customer information from cyber
threats and data breaches, maintaining customer trust and regulatory compliance (Lugman,
2023).

Quality of Service also impacts E-CRM success on ShopeePay. When website features
meet or exceed customer expectations, users provide positive feedback and prefer that site
(Deyane et al., 2021). Quality of Service affects app performance, helping address user issues
(Siagian & Efendi, 2023).

Customer satisfaction plays a crucial role in service provider success and is key to
successful E-CRM relationships. Identifying customer satisfaction is essential for E-CRM
success on ShopeePay. Customer satisfaction reflects the pleasure or disappointment from
comparing actual performance to expectations. If performance falls short, consumers are
dissatisfied (Anuriza & Kusumawardhani, 2021).

Therefore, this study aims to determine the impact of Trust, Privacy, Quality of Service,
and Customer Satisfaction on the success of the E-CRM system in building relationships with
ShopeePay users..
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METHOD

To collect field data, this study employs a quantitative approach and descriptive
analysis. Descriptive research provides a detailed explanation of the study's findings (Anuriza
& Kusumawardhani, 2021). To understand the collective influence of the independent
variables on the dependent variable, the study utilizes multiple linear regression. Data from
questionnaires were collected to test the hypothesis, with a sample ratio of 10:1 (Widiawati et
al., 2021). Purposive Sampling was used, targeting 190 ShopeePay users who live in
Yogyakarta and have used or are currently using ShopeePay.

RESULTS AND DISCUSSION
Using IBM SPSS 25 for data processing yielded equations with results from multiple
regression tests, as shown in the tables below:

Table 2. Results of Coefficient of Determination Analysis (R?) Equation 1

Model Summary
Std. Error of the

Model R R Square  Adjusted R Square Estimate
1 TJAT 558 549 1.61159
a. Predictors; (Constant), CUSTOMER SATISFACTION, TRUST, PRIVACY,
QUALITY OF SERVICE

Source: Data Processing Result,2024

The R2 value in the "Model Summary" table is 0.558, indicating that trust (X1), privacy
(X2), quality of service (X3), and customer satisfaction (Z) contribute 55.8% to E-CRM (Z),
while 44.2% is due to other variables not included in the study.

Table 3. Results of Coefficient of Determination Analysis (R?) Equation 2
Model Summary
Std. Error of
Model R R Square  Adjusted R Square  the Estimate
1 6567 430 421 1.025

a. Predictors: (Constant), QUALITY OF SERVICE, TRUST, PRIVACY
Source: Data Processing Result,2022

The R2 value in the "Model Summary" table is 0.430, indicating that trust (X1), privacy
(X2), and quality of service (X3) contribute 43.0%, while 57.0% is due to other variables not
included in the study.

Table 4. T-Test Results for Equation 1
Coefficients®
Unstandardized  Standardized
Coefficients Coefficients

Model B Std. Eror Beta t Sig.

(Constant) 2317 944 2454 015

TRUST -007 071 -.006 -096 923

PRIVACY 446 .080 351 5568 .000

QUALITY OF SERVICE 324 .050 409 6.470 .000

CUSTOMER 221 115 124 1912 057
SATISFACTION

a. Dependent Variable: E-CRM
Source: Data Processing Result,2022
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Table 5. T-Test Results for Equation 2

Coefficients?
Unstandardized Standardized

Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.177 .594 1982 .049
TRUST 139 .044 .200 3.162 .002
PRIVACY .188 .049 .264 3.847 .000
QUALITY OF SERVICE .155 .030 .348 5.202 .000

a. Dependent Variable: CUSTOMER SATISFACTION
Source: Data Processing Result,2022

Hypothesis Test Results:

1. Trust has a significance of 0.329, greater than 0.05, rejecting H1, meaning the variable
does not significantly affect E-CRM.

2. Privacy has a significance of 0.000, less than 0.05, supporting H2, meaning the privacy
variable significantly affects E-CRM.

3. Quality of service has a significance of 0.000, less than 0.05, supporting H3, meaning the
variable significantly affects E-CRM.

4. Trust has a significance of 0.02, less than 0.05, confirming H4, meaning the trust variable
significantly affects customer satisfaction.

5. Privacy has a significance of 0.000, less than 0.05, supporting H5, meaning the privacy
variable significantly affects customer satisfaction.

6. Quality of service has a significance of 0.000, less than 0.05, supporting H6, meaning the
variable significantly affects customer satisfaction.

7. Customer satisfaction has a significance of 0.057, greater than 0.05, rejecting H7,
meaning the variable does not significantly affect E-CRM.

The first hypothesis test finds that trust in the E-CRM system's success has a direct,
non-significant negative impact. This finding aligns with previous research by Pambudi
(2021), showing an indirect effect of trust on E-CRM. This situation may be due to users'
lack of trust in the E-CRM system, affecting its successful implementation.

In the second hypothesis, the research shows that privacy has a direct, significant
positive impact on E-CRM system success. This finding is consistent with previous studies
by Hammouri & Abu-Shanab, (2016); Lugman, (2023); Nusairat et al., (2022), highlighting
privacy's positive role in E-CRM system success. This confirms that the better the privacy
services provided by ShopeePay providers, the more it influences E-CRM system success.

For the third hypothesis, the research shows that the quality of service has a significant
positive impact on E-CRM system success. This finding aligns with previous research by
Alshurideh, (2022); Azarin & Pashaie, (2022) stating that the quality of service positively and
significantly impacts E-CRM system success. This confirms that the higher the quality of
service provided by ShopeePay providers, the more it influences E-CRM system success.

The fourth hypothesis test shows that trust has a significant positive impact on customer
satisfaction. This finding is consistent with research by Hanjani & Widodo, (2019);
Surahman et al., (2020); Surapati et al., (2020), indicating that trust positively and
significantly impacts customer satisfaction. This shows that the level of user trust in the
ShopeePay system directly contributes to increased customer satisfaction.

For the fifth hypothesis, the research results indicate that privacy has a positive and
significant impact on customer satisfaction. This finding aligns with research conducted by
Al-Bashayreh et al., (2022); Naidoo & Botsi, (2021) which stated that privacy positively and
significantly influences customer satisfaction. Therefore, the level of privacy protection
perceived by users of the ShopeePay system directly influences the increase in customer
satisfaction.

1441 |Page


https://dinastipub.org/DIJEMSS

https://dinastipub.org/DIJEMSS Vol. 5, No. 5, June 2024

The results for the sixth hypothesis indicate that quality of service positively and
significantly influences customer satisfaction. This finding is consistent with research
conducted by Hindarsah Et.al, (2021); Norawati et al., (2021); Titin Herawaty et al.,
(2022)which confirmed that quality of service positively and significantly influences
customer satisfaction. It shows that the better the quality of service provided by the
ShopeePay system, the more it contributes to the increase in customer satisfaction.

For the seventh hypothesis, the research results indicate that customer satisfaction does
not have a negative and significant impact on the success of the E-CRM system. This finding
aligns with research conducted by Nicoline et al., (2020), which showed that customer
satisfaction does not negatively and significantly impact the success of the E-CRM system. It
suggests that the level of customer satisfaction among ShopeePay users does not directly
influence the success of the E-CRM system in ShopeePay.

The research results for hypothesis 8 indicate that, indirectly, the trust variable through
customer satisfaction significantly influences the success of the E-CRM system. This
indicates that a strong relationship between trust and customer satisfaction indirectly affects
the success of the E-CRM system in ShopeePay.

The research results for hypothesis 9 indicate that, indirectly, the privacy variable
through customer satisfaction does not significantly influence the success of the E-CRM
system. This indicates that the relationship between privacy and customer satisfaction does
not significantly affect the success of the E-CRM system in the context of ShopeePay.

The research results for hypothesis 10 indicate that, indirectly, the quality of service
variable through customer satisfaction does not significantly influence the success of the E-
CRM system. This indicates that the quality of service in the ShopeePay system through
customer satisfaction does not affect the success of the E-CRM system.

CONCLUSION

The research findings indicate that: (1) Trust does not influence the success of the E-
CRM system in ShopeePays, indicating that user trust levels do not affect the system. (2)
High privacy protection has a significantly positive impact on the success of the E-CRM
system, indicating that the greater the privacy protection, the greater the impact on the
system. (3) High service quality from ShopeePay providers has a significantly positive
impact on the success of the E-CRM system, indicating that good service quality directly
impacts the system. (4) Trust has a positive and significant effect on customer satisfaction,
indicating that user trust in the ShopeePay directly affects the level of customer satisfaction.
(5) Privacy protection has a positive and significant effect on customer satisfaction,
indicating that user perception of privacy in the ShopeePay system directly affects the level
of customer satisfaction. (6) service quality has a positive and significant impact on customer
satisfaction, indicating that the better the service, the greater the impact on customer
satisfaction. (7) Customer satisfaction does not significantly affect the success of the E-CRM
system, indicating that the level of customer satisfaction does not influence the system's
success. (8) Trust indirectly, through customer satisfaction, has a significant impact on the
success of the E-CRM system, indicating that the relationship between trust and customer
satisfaction indirectly affects the system's success. (9) Privacy indirectly, through customer
satisfaction, does not significantly affect the success of the E-CRM system, indicating that
the relationship between privacy and customer satisfaction is not significant to the system's
success in the context of ShopeePays. (10) Quality of service indirectly, through customer
satisfaction, does not significantly affect the success of the E-CRM system, indicating that
service quality through customer satisfaction does not impact the success of the E-CRM
system in ShopeePay.

1442 |Page


https://dinastipub.org/DIJEMSS

https://dinastipub.org/DIJEMSS Vol. 5, No. 5, June 2024

REFERENCES
Ahdiat, A. (2022). Rata-rata Jumlah Pengunjung Situs Shopee per Bulan (Kuartal 1 2019-
Kuartal I 2022). Databoks.Katadata.Co.Id.

https://databoks.katadata.co.id/datapublish/2022/11/21/ini-pertumbuhan-pengunjung-
shopee-sampai-kuartal-ii-2022

Al-Bashayreh, M., Almajali, D., Al-Okaily, M., Masa’deh, R., & Samed Al-Adwan, A.
(2022). Evaluating Electronic Customer Relationship Management System Success: The
Mediating Role of Customer Satisfaction. Sustainability (Switzerland), 14(19), 1-23.
https://doi.org/10.3390/su141912310

Al-Shuridah, O. M., & Ndubisi, N. O. (2023). The Effect of Sustainability Orientation on
CRM Adoption. Sustainability, 15(13), 10054. https://doi.org/10.3390/su151310054

Alshurideh, M. T. (2022). Does electronic customer relationship management (E-CRM)
affect service quality at private hospitals in Jordan? Uncertain Supply Chain
Management, 10(2), 325-332. https://doi.org/10.5267/j.uscm.2022.1.006

ANURIZA, D., & KUSUMAWARDHANI, A. (2021). The Influence of Electronic Customer
Relationship Management (e-CRM) on Customer Loyalty with Customer Satisfaction as
a Mediating Variabel Studi In AHASS Putri Jaya Motor Group Brebes. Diponegoro
Journal of Management, 10(3), 1-12. https://repofeb.undip.ac.id/id/eprint/8839

Azarin, Y. B., & Pashaie, S. (2022). Analysis the mediating role quality of ticket sale
electronic services the performance of electronic customer relationship management (E-
CRM) of league football Matches of Iran. International Journal Sport Communication,
5(May). https://sportmedia.journals.pnu.ac.ir/article_4794 en.html

Desvira, N. S., & Aransyah, M. F. (2023). Analysis of Factors Influencing Interest and
Behavior in Using ShopeePay Features Using the Unified Theory of Acceptance and
Use of Technology (UTAUT2) Model. Jurnal Sisfokom (Sistem Informasi Dan
Komputer), 12(2), 178-191. https://doi.org/10.32736/sisfokom.v12i2.1594

Deyane, Mulya Arista mochamad, Aziz Basari Mujaddid, F. (2021). PENGARUH E-
SERVICE QUALITY DAN E-RECOVERY SERVICE QUALITY TERHADAP E-
SATISFACTION DI SITUS LAZADA (Studi pada Mahasiswa Fakultas Ekonomi
Universitas Galuh ). Business Management and Entrepreneurship Journal, 3, 136-144.

Et.al, H. ida. (2021). The Influence of Service Quality, Emotional Marketing and Spiritual
Marketing On Customer Satisfaction. Turkish Journal of Computer and Mathematics
Education (TURCOMAT), 12(3), 3685-3689.
https://doi.org/10.17762/turcomat.v12i3.1650

Fika, Y. H., Amrin, F., & Syafrizal, H. S. (2023). the Influence of Digital Customer
Experience and Enjoyment on Flip ShopeePay E-Loyalty Through E-Trust in Medan
City Millenial Generations. International Journal of Economic, Business, Accounting,
Agriculture Management and Sharia Administration (IJEBAS), 3(2), 488-505.
https://doi.org/10.54443/ijebas.v3i2.785

Fitriawibowo, W. A., & Kusumawati, E. (2024). Minat Penggunaan Sistem Pembayaran
Shopeepay Sebagai Dompet Digital. INNOVATIVE: Journal Of Social Science Research
Volume, 4(2807-4238), 4710-4719. https://j-innovative.org/index.php/Innovative

Hafifah, L. L., Utami, N. W., & Dwi Putri, I. G. A. P. (2022). Analisis Faktor Yang
Mempengaruhi Behavioral Intention Dan User Behavior Pada Fintech Shopeepay
Menggunakan Model Unified Theory of Acceptance and Use of Technology (Utaut).
Jurnal Akuntansi Bisnis, 15(2), 102—-117. https://doi.org/10.30813/jab.v15i2.3574

Hammouri, Q., & Abu-Shanab, E. (2016). Examining the Impact of Privacy Security and
Legal Framework on Trust in Mobile Computing in Business Environment. An
Exploratory Study. Saba Journal of ..., 4.

Hanjani, G. A., & Widodo, A. (2019). Consumer Purchase Intention. Journal of Secretary

1443 |Page


https://dinastipub.org/DIJEMSS

https://dinastipub.org/DIJEMSS Vol. 5, No. 5, June 2024

and Business Administration, 3(1), 39. https://doi.org/10.31104/jsab.v3i1.90

Himawati, D., & Firdaus, M. F. (2021). Pengaruh Word of Mouth dan Manfaat Terhadap
Keputusan Menggunakan ShopeePay Dana Melalui Kepercayaan Pelanggan di
Jabodetabek. INOBIS: Jurnal Inovasi Bisnis Dan Manajemen Indonesia, 4(3), 424-436.
https://doi.org/10.31842/jurnalinobis.v4i3.194

Insana, D. R. M., & Johan, R. S. (2021). Analisis Pengaruh Penggunaan Uang Elektronik
Terhadap Perilaku Konsumtif Mahasiswa Pendidikan Ekonomi Universitas Indraprasta
Pgri. JABE (Journal of Applied Business and Economic), 7(2), 209.
https://doi.org/10.30998/jabe.v7i2.7822

Kumbara, V. B., Limakrisna, N., & Yulasmi, Y. (2023). Faktor-faktor yang mempengaruhi e-
loyalty pelanggan pada e-commerce di Kota Padang Sumatera Barat. 9(3), 1326-1338.

Lugman, S. (2023). Cloud-Based Customer Relationship Management : Enhancing Business
Relationships Mathias Lea Department of Computer science , University of California.
Department of Computer Science, University of California, August.

Mutia, H. P. L., Havid, S., & Pristiyanilicia, P. (2023). Implementasi E-CRM dalam
Mempertahankan Pelanggan Pada Toko Key Distro Kisaran. Jurnal Ilmiah Multidisiplin
Nusantara (JIMNU), 1(2), 51-57. https://doi.org/10.59435/jimnu.v1i2.108

Naidoo, V., & Botsi, K. (2021). Customer Satisfaction At an Online Store in South Africa.
Journal of Entrepreneurial Innovations, 2(1), 21-36.
https://doi.org/10.14426/jei.v2i1.932

Napitupulu, M. H., & Supriyono, S. (2022). Pengaruh Keamanan dan Kepercayaan terhadap
Keputusan Pembelian pada E-Commerce Lazada di Surabaya. Al-Kharaj: Jurnal
Ekonomi, Keuangan & Bisnis Syariah, 5(2), 789-800.
https://doi.org/10.47467/alkharaj.v5i2.1335

Nicoline, A. A, Date, R., & Date, P. (2020). MANAGING THE RELATIONSHIP BETWEEN
E-CRM , ONLINE CUSTOMER SATISFACTION AND LOYALTY IN DIGITAL B2C
MARKETS : THE CASE OF TURKISH FASHION COMPANIES. 3, 403-418.

Nopita, D., Nuraini, S. S., & Nirbita, B. N. (2023). Perbandingan Penggunaan Shopeepay
Terhadap Belanja Online. Bisnis-Net Jurnal Ekonomi Dan Bisnis, 6(1), 305-315.
https://doi.org/10.46576/bn.v6i1.3113

Norawati, S., Arman, A., Ali, A., lhsan, A.,, & Putra, E. (2021). Analysis of Product
Variation, Quality of Service and Their Effect on Customer Satisfaction. IJEBD
(International Journal of Entrepreneurship and Business Development), 4(6), 954-960.
https://doi.org/10.29138/ijebd.v4i6.1554

Nusairat, N., Al-gasawneh, J., & Joudeh, J. M. M. (2022). MOBILE-CRM AND
MARKETING PERFORMANCE University of Malaysia Terengganu. 57(february).
https://doi.org/10.35741/issn.0258-2724.57.1

Rachmi, T., & Basyir, M. (2023). Strategi Penggunaan Berkelanjutan ShopeePay Di Kota
Banda Aceh. MANIS: JURNAL MANAJEMEN, INOVASI BISNIS DAN STRATEGI, 1(1),
127-142. https://jurnal.usk.ac.id/manis

Ramadhani, D. P., Syafwan, H., & Latiffani, C. (2022). Penerapan Metode E — CRM Pada
Toko Wati Collection. JATISI (Jurnal Teknik Informatika Dan Sistem Informasi), 9(4),
3503-3518. https://doi.org/10.35957/jatisi.v9i4.2839

Rosita, 1., Sutrisno, & Indiworo, H. E. (2024). Dan Fitur Penggunaan Terhadap Minat
Menggunakan Financial Technologi ( Fintech ) Pada Aplikasi Shopeepay. Jurnal Riset
Rumpun limu Ekonomi (JURRIE), 3(1), 57-70.

Siagian, H., & Efendi, N. (2023). Pengaruh E-Service Quality , Manfaat , Keamanan |,
Kemudahan Penggunaan Terhadap Minat Penggunaan Aplikasi OVO ( Studi Kasus
Pada Mahasiswa Universitas Mikroskil ). Jurnal Wira Ekonomi Mikroskil (JWEM),
13(02), 155-167. https://doi.org/https://doi.org/10.55601/jwem.v%vi%i.1020

1444 |Page


https://dinastipub.org/DIJEMSS

https://dinastipub.org/DIJEMSS Vol. 5, No. 5, June 2024

Surahman, I. G. N., Yasa, P. N. S., & Wahyuni, N. M. (2020). The Effect of Service Quality
on Customer Loyalty Mediated by Customer Satisfaction in Tourism Villages in Badung
Regency.  Jurnal Ekonomi &  Bisnis  JAGADITHA, 7(1), 46-52.
https://doi.org/10.22225/}j.7.1.1626.46-52

Surapati, U., Suharno, S., & Abidin, Z. (2020). the Effect of Service Quality and Customer
Trust on Customer Satisfaction and Customer Loyalty Pt Surya Rafi Bersaudara.
International Journal of Economics, Business and Accounting Research (IJEBAR),
4(03), 40-53. https://doi.org/10.29040/ijebar.v4i03.1283

Titin Herawaty, M., Rahman, A., Rohimah, L., lvan Taruna, H., Dwi Styaningrum, E., &
Suleman, D. (2022). The Influence of Service Quality and Price on Alfamart Consumer
Loyalty with Customer Satisfaction As Mediation Variables. International Journal of
Social and Management Studies, 3(2), 246-257.

Widiawati, D., Hidayatullah, S., & Alvianna, S. (2021). Pengaruh Celebrity Endorcer Dan
Kualitas Produk Terhadap Keputusan Pembelian Smartphone Samsung. Jurnal Tesla,
1(1), 9-15.

Widiyanti, W. (2020). Pengaruh Kemanfaatan, Kemudahan Penggunaan dan Promosi
terhadap Keputusan Penggunaan ShopeePay OVO di Depok. Moneter - Jurnal
Akuntansi Dan Keuangan, 7(1), 54-68. https://doi.org/10.31294/moneter.v7il.7567

Zhang, S., Peng, M. Y. P., Peng, Y., Zhang, Y., Ren, G., & Chen, C. C. (2020). Expressive
Brand Relationship, Brand Love, and Brand Loyalty for Tablet PCs: Building a
Sustainable Brand. Frontiers in Psychology, 11(March), 1-10.
https://doi.org/10.3389/fpsyg.2020.00231

1445|Page


https://dinastipub.org/DIJEMSS

