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Abstract: This research starts from the discovery of problems in low customer satisfaction
which has an impact on customer loyalty. Low customer satisfaction is caused by low
electronic service quality. This study aims to determine the effect of electronic service quality
on customer satisfaction and its implications for LinkAja customer loyalty. The research
method used is descriptive and verification method with a sample size of 80 respondents.
Instrument testing uses validity and reliability tests. The data collection techniques used were
observation and distributing questionnaires. The data analysis method used is path analysis,
coefficient of determination analysis, and hypothesis testing. The results showed that in
structure | there was an effect of electronic service quality on customer satisfaction of 78.6%,
and the remaining 21.4% was influenced by other variables not studied. In structure 11, there is
an effect of customer satisfaction on customer loyalty of 40.2%, and the remaining 59.8% is
influenced by other variables not studied. In structure 11, there is an effect of electronic service
quality on customer loyalty of 42.9%, and the remaining 57.1% is influenced by other variables
not studied.
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INTRODUCTION

Information and communication technology continues to develop every day resulting
in humans being unable to escape this rapid growth. One of the most significant forms of
technological advancement is the invention of the internet. With the development of the
internet and globalisation continuing to occur, changes in the world are increasingly felt by
everyone. One form of globalisation is economic globalisation which leads to an increase in
the world economy.

In terms of marketing, economic globalisation can take the form of easy access to
business that can be achieved whenever and wherever we are. Until now, the world has reached
the industrial era 4.0 which is characterised by the integration of all human activities into the
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virtual world without the need for direct contact (Lestari, 2020). In line with this, the payment
system in economic transactions also continues to change to support business progress. For this
reason, banks as the party that facilitates people's buying and selling transactions are required
to make innovations so that the customer transaction process is easier (Napitupulu, 2020).

In the modern era, convenience is a top priority that cannot be underestimated.
Indonesian people in conducting financial transactions generally use banknotes and coins as
official means of exchange. However, in the current digital era, it has changed the public
transaction system from what used to be offline to online (Widiyanti, 2020).

In 2020, the world is faced with unexpected conditions, namely the outbreak of the
corona virus. The Covid-19 pandemic has changed the order of human life. The appeal to
maintain distance and the recommendation to "stay at home™ in order to break the chain of the
spread of Covid-19 has resulted in limited human movement. This has resulted in an increase
in online shopping transactions and the use of e-wallets among the public.

E-commerce
Dompet digital
Kesehatan
Pendidikan

Transportasi

menurun
tidak ada perubahan

ménmngxat

Figure 1. Use of Digital Services in Indonesia during the Covid-19 Pandemic in 2020

Based on Figure 1, the use of a number of digital services in Indonesia has increased
during the Covid-19 pandemic. The first position was occupied by e-commerce and the second
position was occupied by digital wallets which experienced an increase of 65%. This proves
that digital wallets are increasingly becoming an option for Indonesians in making transactions.

Bank Indonesia as the central bank has issued a policy related to payment methods
using e-money which is regulated in Bank Indonesia regulation Number: 20/6/PBI1/2018, E-
Money is issued on the basis of the value of money deposited in advance by the holder to the
issuer and the value of the money is stored electronically in a medium such as a server or chip.
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Figure 2. The Development of Electronic Transactions

Electronic transaction data in Figure 2 obtained through the Bank Indonesia Website
proves that the use of electronic money in Indonesian society from year to year has increased
significantly, despite experiencing a decrease in transaction volume but the nominal transaction
has increased. The development of e-wallets is also triggered by a variety of product offerings,
there are several e-wallets that are currently developing in Indonesia. Here are some market
shares of e-wallet products:

Table 1. Market Share of E-Wallet in 2020

No. E-Wallet Market Share
1. ShopeePay 32%
2. ovo 25%
3. GoPay 21%
4. DANA 14%
5. LinkAja 8%

Source: bisnis.com

Based on Table 1, it shows that of the five e-wallets market share percentage, LinkAja
is in the last rank of the total market share of 8%, indicating that LinkAja is still less competitive
with other e-wallet products. As for some lists of e-wallets with loyal users in Indonesia in
2020 are as follows:
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Figure 3. E-Wallet Customer Loyalty

From the data above, it can be seen that LinkAja e-wallet has the lowest level of
customer loyalty compared to other e-wallets. This is a problem faced by LinkAja so that it
cannot compete with other e-wallet products. Loyal customers will use the company's products
more and for a longer time (Kotler and Armstrong, 2018: 44). Customer loyalty is closely
influenced by the company's ability to meet expectations and satisfy customers.

The level of customer satisfaction will affect customer loyalty to the product. Customer
satisfaction is one of several causes of the formation of customer loyalty. If customer
satisfaction is high, it will have an impact on loyalty to a product or service. To find out the
level of LinkAja customer satisfaction, it can be seen from the rating given by LinkAja e-wallet
users in the Google Play Store application. The following is data about the rating on LinkAja

services:
s I

-
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Source: Google Playstore
Figure 4. LinkAja Ratings

It can be seen that LinkAja's rating value is 4.1 out of 5. There are still quite a lot of
customers who give a 1-star rating or a rating of 1 and there are also those who give 2 and 3
stars, meaning that there are still many customers who are dissatisfied with LinkAja's e-wallet.
to find out what factors cause the number of customers who are dissatisfied with LinkAja's e-
wallet, the following data on LinkAja customer complaints:

795|Page


https://dinastipub.org/DIJMS

https://dinastipub.org/DIJMS

Vol. 5, No. 4, March 2024

& BABY ORCHIDS

t 21/10/21
Linkaja slow respon, payah Payah, pesan lewat email
juga gak bales Payah banget, huuuu

e Al fakir

~

- 2370/

Ribet banget saya sdh tidak mau memakai aplikasl|
link aja,, terlalu ribet,, ambil aja saldonya buat kk saya
sudah kecewa dengan aplikasi ini. PHP

G Frilansyah Adikarno

- 23/10/21

Ambil uang di ATM transaksi gagal tapi saldo

berkurang , di email di tifn ¢cs gk ad penyelesaian

masalah sama sekall

0 Najmal Chayya

* 23110/ 21

Saya kecewa sama pelayanan link.. Walau nominial
pulsa hanya 40rb, bukti transaksi sudah ada tetep aja
terkendala.. Padahal lagi buru buru

e Suara Kamar
* .

10/21

G Arief OFICIALL1906
3

23 22/10/21

ternyata pelayan mengwcewakan

e Andry Kurniawan

* 22/770/21

parahhh errorrrr teros dikit dikit suruh chat cs

e Sandi Sandra P
- 22 2

o/21
Akun sering terlogout sendiri tanpa sebab yqg jelas

Bikin aplikasi kok kyk ngga minat, kebanyakan
Apakah ulasan ini membaniu? Ya Tidak

errornya
¥
@\ riansyah ramdani
b Ahmad Fauzi
- 22770 2
Salah pin * 22/10/21
kecewa download aplikasi ini, masak baru download

sudah gangguan teruus yg dibuat top up gak masuk
masuk saldonya

Source: Google Playstore
Figure 5. LinkAja Customer Complaints

From the list of LinkAja user complaints, there are many complaints about customer
service and also the LinkAja application which often experiences problems or errors. So that it
makes customers disappointed and gives a rating or one star for LinkAja, this is certainly a
serious problem that LinkAja must immediately fix.

Good service encourages customer interest in reusing these services so as to create
loyalty. Consumer loyalty can also be formed from the satisfaction felt by consumers, where a
company or agency must pay attention to customer satisfaction where this satisfaction has an
impact on loyalty. This is reinforced by Kotler's opinion (in Widjoyo, Rumambi, and Kunto,
2013: 4), nowadays companies must pay better attention to the level of customer satisfaction
because consumers themselves can spread bad and good news quickly.

METHOD

This research uses quantitative methods with descriptive and verification approaches
with a sample size of 80 respondents. Instrument testing uses validity and reliability tests. The
data collection techniques used were observation and distributing questionnaires. The data
analysis method used is path analysis, coefficient of determination analysis, and hypothesis
testing.

Validity Test

To find the validity coefficient value, the researcher used the Pearson product moment
formula. Sugiyono (2016: 179) states that the minimum requirement for an instrument item to
be considered valid is that the validity index value is positive and the amount is 0.3 and above,
if the correlation level is below 0.3 it must be corrected and considered invalid.
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Reliability Test

This reliability test is carried out on the statement items in the questionnaire which will
be made in the study. According to Sugiyono (2017: 130) the reliability test is the extent to
which the measurement results using the same object will produce the same data. The research
instrument is indicated as having an adequate level of reliability if the Cronbach Alpha
coefficient is greater than or equal to 0.70. If the test criteria are met, the questionnaire is
declared reliable.

Correlation Analysis

Correlation analysis is used to determine the degree of relationship or strength between
research variables. The correlation coefficient is usually denoted by the letter r where the value
of r can vary from -1 to +1. An r value close to -1 or +1 indicates a strong relationship between
variables and an r value close to 0 indicates a weak relationship between these variables. While
the + (positive) and - (negative) signs provide information about the direction of the
relationship between variables. If the value is + (positive) then the variables have a
unidirectional relationship.

Coefficient of Determination Analysis
The coefficient of determination analysis is an analysis used to determine how much
influence the variable relationship is expressed in percentage form. The calculation formula for
the coefficient of determination analysis is as follows:
Kd =r2 x 100%

Where :

Kd = Coefficient of Determination

r2 = Magnitude of Multiple Correlation Coefficient
Hypothesis Test

Hypothesis testing in research is carried out to determine whether or not there is an
influence of the variables studied. Hypothesis testing in this study through 3 structures, namely
structural 1 regarding the effect of electronic service quality on customer satisfaction, structural
Il regarding the effect of customer satisfaction on customer loyalty and structure 111 regarding
the effect of electronic service quality on customer loyalty. Hypothesis testing for this
correlation is formulated with a null hypothesis (HO) and an alternative hypothesis (Ha).

Partial Hypothesis Test (t test)

The t test is called a partial test, which tests how much influence each variable has
individually. This test can be done by comparing t count with t table or by looking at the
significance column of each t count. However, if the probability or significance value is > 0.05,
it can be said that there is no significant relationship between each variable. The t-test can also
be done with the help of the SPSS application.

RESULTS AND DISCUSSION

Validity testing is carried out to determine whether the measuring instrument designed in the
form of a questionnaire can actually carry out its function in each item question. If the
correlation coefficient of the statement items tested with rhitung> 0.300 then the statement is
declared valid. The following are the results of the validity test of all statement items:

Table 2. Electronic Service Quality Variable Validity Test Results
Item’s Fhitung | Ftabel Description

1 0,752 0,300 Valid
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2 0,728 0,300 Valid
3 0,656 0,300 Valid
4 0,795 0,300 Valid
5 0,748 0,300 Valid
6 0,764 0,300 Valid
7 0,799 0,300 Valid
8 0,820 0,300 Valid
9 0,706 0,300 Valid
10 0,745 0,300 Valid
11 0,635 0,300 Valid
12 0,731 0,300 Valid
13 0,724 0,300 Valid
14 0,744 0,300 Valid

Source: SPSS 26

Table 3. Customer Satisfaction Variable Validity Test Result

Item’s Fhitung | Ftabel Description
1 0,884 | 0,300 Valid
2 0,736 | 0,300 Valid
3 0,707 | 0,300 Valid
4 0,698 | 0,300 Valid
5 0,863 | 0,300 Valid
6 0,830 | 0,300 Valid

Source: SPSS 26

Table 4. Customer Loyalty Variable Validity Test Result

Item’s lhitung | tabel Description
1 0,803 | 0,300 Valid
2 0,818 | 0,300 Valid
3 0,862 | 0,300 Valid
4 0,825 | 0,300 Valid
5 0,832 | 0,300 Valid
6 0,802 | 0,300 Valid
7 0,817 | 0,300 Valid

Source: SPSS 26

Based on the results of the validity test using SPSS 26, all statement items in the
questionnaire are declared valid or can be used as measuring instruments. This is because all
statements have a correlation value greater than 0.300.

Reliability in this study uses the Cronbach Alpha value approach with a minimum limit
of 0.7, which means that the measuring instrument is said to be precise, stable and reliable. The
following are the results of the reliability test for each variable:

Table 5. Reliability Test Results

No Variable Fhitung | Tabel | Description
1. Electronic Service Quality 0,936 0,700 Reliabel
2. Customer Satisfaction 0,877 0,700 Reliabel
3 Customer Loyalty 0,920 0,700 Reliabel

Source: SPSS 26
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Based on the results of the reliability test using SPSS 26, all variables are declared
reliable or the measuring instrument is said to be precise, stable and reliable. This is because
all variables have an Alpha Cronbach value greater than 0.700.

Structure |

Structure | testing begins with a correlation calculation using a correlation analysis
calculation. This analysis is used to determine the degree or strength of the relationship between
the electronic service quality variable (X) and the customer satisfaction variable (). These
results were obtained using the SPSS version 26 application. The following are the calculation
results:

Table 6. Correlation Analysis of Structure |
Model Summary

Adjusted R Std. Error of the
Model R R Square Square Estimate
1 .8872 .786 .783 2.055592

a. Predictors: (Constant), ElectronicServiceQuality
Source: SPSS 26

The correlation value (R) is 0.887 which is included in a very strong relationship. The
correlation that occurs is a positive correlation, which is vulnerable between 0.800 - 1.000.
This shows that there is a very strong relationship between electronic service quality (X1) and
customer satisfaction (Y).

The results of data processing indicate the coefficient of determination R square of
0.786 or 78.6%. This illustrates that the influence of the electronic service quality variable (X)
has an effect of 78.6% on customer satisfaction (Y) and the remaining 21.4% is the influence
of other variables not examined.

This partial hypothesis testing is carried out to test whether the electronic service quality
variable (X) has a significant effect on the customer satisfaction variable (Y). Partial
hypotheses are explained in statistical form as listed below:

Ho : Pyx < 0 : (there is no significant positive effect between electronic service quality and
customer satisfaction).

Ha : Pyx > 0 : (there is a significant positive influence between electronic service quality on
customer satisfaction).

After the test is carried out, the calculation results for each hypothesis T count,
compared with T table with an error rate of 5% one tailed test and the provisions are as follows:
Ho is rejected, Ha is accepted, if T count> T table means there is an influence.

Ho is accepted, Ha is rejected, if T count < T table means there is no effect.

Table 7. Partial Hypothesis Testing (T Test) Structure |
Coefficients?

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .297 .927 .320 750
ElectronicServiceQuality 404 .024 .887 16.936 .000

a. Dependent Variable: CustomerSatisfaction
Source: SPSS 26

It was obtained that T count was 16.936 by taking a significant level of 0.05 and a
degree of freedom (n-1-1) = 80-1-1 = 78, obtained T table = 1.664, because T count> T table
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or 16.936> 1.664 and sig of 0.000 smaller than 0.05, a decision was made to reject Ho. This
means that there is a significant positive effect between the electronic service quality variable
(X) on customer satisfaction (). Based on the results that have been described, the following
is a path diagram for structure I:

€1=0,214
Electronic Pyx = 0,786 Customer
Service Quality »| Satisfaction
X) (Y)

Figure 6. Structure | Path Diagram

The figure above illustrates the effect of electronic service quality (X) on customer
satisfaction (). The path equation based on this figure is as follows:
Y =0,786X + 0,214 (&l)

Structure 11

Structure 11 testing begins with a correlation calculation using a correlation analysis
calculation. This analysis is used to determine the degree or strength of the relationship between
the customer satisfaction variable (Y) and the customer loyalty variable (Z). These results were
obtained using the SPSS version 26 application. The following are the calculation results:

Table 8. Partial Hypothesis Testing (T Test) Structure 11
Model Summary

Adjusted R Std. Error of the
Model R R Square Square Estimate
1 .6342 402 .394 4.211033

a. Predictors: (Constant), CustomerSatisfaction
Source: SPSS 26

The correlation value (R) is 0.634 which is included in a strong relationship. The
correlation that occurs is a positive correlation, which is vulnerable between 0.600 - 0.799.
This shows that there is a strong relationship between customer satisfaction (Y) and customer
loyalty (2).

The results of data processing indicate the coefficient of determination R square of
0.402 or 40.2%. This illustrates that the effect of the customer satisfaction variable (YY) has an
effect of 40.2% on customer loyalty (Z) and the remaining 59.8% is the influence of other
variables not examined.

This partial hypothesis testing is carried out to test whether the customer satisfaction
variable (YY) has a significant effect on the customer loyalty variable (2). Partial hypotheses are
explained in statistical form as listed below:

Ho : Pzy <0 : (there is no significant positive effect between customer satisfaction and customer
loyalty).

Ha : Pzy > 0 : (there is a significant positive influence between customer satisfaction and
customer loyalty).
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After the test is carried out, the calculation results for each hypothesis T count,
compared with T table with an error rate of 5% one tailed test and the provisions are as follows:
Ho is rejected, Ha is accepted, if T count> T table means there is an influence.

Ho is accepted, Ha is rejected, if T count < T table means there is no effect.

Table 9. Partial Hypothesis Testing (T Test) Structure 11
Coefficients?

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 9.446 1.729 5.465 .000
CustomerSatisfaction 77 107 63 7.242 .000
.634

a. Dependent Variable: CustomerLoyalty
Source: SPSS 26

It is obtained that T count is 7.242 by taking a significant level of 0.05 and a degree of
freedom (n-1-1) = 80-1-1 = 78, obtained T table = 1.664, because T count> T table or 7.242>
1.664 and sig of 0.000 is smaller than 0.05, the decision to reject Ho is taken. This means that
there is a significant positive influence between the customer satisfaction variable (YY) on
customer loyalty (2).

Based on the results that have been described, the following is a path diagram for
structure 11:

€2 =0,598
Customer Pzy = 0,402 Customer
Satisfaction > Loyalty
(Y) (2)

Gambar 7. Structure 11 Path Diagram

The picture above illustrates the effect of customer satisfaction (Y) on customer loyalty
(2). The path equation based on this figure is as follows:
Z=0,402X + 0,598 (£2)

Structure 111

Structure 111 testing begins with a correlation calculation using multiple correlation
analysis calculations. This analysis is used to determine the degree or strength of the
relationship between the electronic service quality variable (X) and the customer loyalty
variable (Z). These results were obtained using the SPSS version 26 application. The following
are the calculation results:

Table 10. Partial Hypothesis Testing (T Test) Structure 111
Model Summary

Adjusted R Std. Error of the

Model R R Square Square Estimate

1 .6552 429 421 4.116628

a. Predictors: (Constant), ElectronicServiceQuality

Source: SPSS 26
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Based on table 4.47, the correlation value (R) is 0.655 which is included in a strong
relationship. The correlation that occurs is a positive correlation, which is vulnerable between
0.600 - 0.799. This shows that there is a strong relationship between electronic service quality
(X) and customer loyalty (Z).

The results of data processing indicate the coefficient of determination R square of
0.429 or 42.9%. This illustrates that the influence of the electronic service quality variable (X)
has an effect of 42.9% on customer loyalty (Z) and the remaining 57.1% is the influence of
other variables not examined.

This partial hypothesis testing is carried out to test whether the electronic service quality
variable (X) has a significant effect on the customer loyalty variable (Z). Partial hypotheses are
explained in statistical form as listed below:

Ho : Pzx < 0 : (there is no significant positive effect between electronic service quality and
customer loyalty).

Ha : Pzx > 0 : (there is a significant positive influence between electronic service quality on
customer loyalty).

After the test is carried out, the calculation results for each hypothesis T count,
compared with T table with an error rate of 5% one tailed test and the provisions are as follows:
Ho is rejected, Ha is accepted, if T count> T table means there is an influence.

Ho is accepted, Ha is rejected, if T count < T table means there is no influence.

Table 11. Partial Hypothesis Testing (T Test) Structure 111
Coefficients?

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 7.735 1.857 4.166 .000
ElectronicServiceQuality .366 .048 655 7.648 .000

a. Dependent Variable: CustomerLoyalty
Source: SPSS 26

Obtained T count of 7.648 by taking a significant level of 0.05 and a degree of freedom
(n-1-1) = 80-1-1 =78, obtained T table = 1.664, because T count> T table or 7.648> 1.664 and
sig of 0.000 smaller than 0.05, a decision was made to reject Ho. This means that there is a
significant positive effect between the electronic service quality variable (X) on customer
loyalty (2).

Based on the results that have been described, the following is a path diagram for
structure I1I:

£3=0,571
Electronic Pzx = 0,429 Customer
Service Quality —_— Loyalty
(X) (2)

Gambar 8. Structure 111 Path Diagram

The figure above illustrates the effect of electronic service quality (X) on customer
loyalty (Y). The regression equation based on this figure is as follows:
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Z =0,429X + 0,571 (3)

Indirect Effect
The indirect effect is the effect of variable X on Z through variable Y. The calculation
results are as follows:
IE;yx =X —>Y — Z = (0,786)(0,402) = 0,316
The above equation can be seen that there is an effect of electronic service quality on
customer loyalty through customer satisfaction.

Direct Effect

The direct effect in this study is the effect of variable X on Y, and variable Y on Z. The
calculation results can be seen as follows:

DEYX X—>Y= 0,786

DE;, :Y — Z=0,402

DE;, :X—Z=0,429

Based on the description above, the research results can be seen that the effect of
electronic service quality on customer satisfaction is 0.786, the effect of customer satisfaction
on customer loyalty is 0.402, the effect of electronic service quality on customer loyalty is
0.429.

Total Effect

The total effect is the sum of the X variables on Y both directly and indirectly. The
calculation results can be seen as follows:

TEYX = DEYX + IEZYX = (0,786) + (0,316) = 1,102

TEZY = DEZY = 0,402

TE,x = DEzx = 0,429

CONCLUSION
After analysing the research results, the following conclusions can be drawn:

1. The results of research on the LinkAja Electronic Service Quality variable are included in
the unfavourable category, there are still statement indicators that score below the average,
namely indicators of fast access to the LinkAja application, the LinkAja application can
carry out user requests accurately, LinkAja customer service is quick to respond to user
complaints, and LinkAja customer service provides accurate solutions to user complaints.

2. The results of research on the LinkAja Customer Satisfaction variable are in the
unfavourable category, there are still statement indicators that score below the average,
namely indicators of satisfaction with the quality of LinkAja's electronic services, and the
quality of LinkAja's electronic services in accordance with user expectations.

3. The results of research on the LinkAja Customer Loyalty variable are included in the
unfavourable category, there are still statement indicators that get below average scores,
namely the statement indicator will not use e-wallets other than LinkAja, will use all the
features available at LinkAja, will promote LinkAja and will not be interested in other e-
wallet offers.

4. The results showed that electronic service quality has a significant positive effect on
customer satisfaction. Electronic service quality has a very strong correlation with
customer satisfaction.

5. The results showed that customer satisfaction has a significant positive effect on customer
loyalty. Customer satisfaction has a strong correlation with customer loyalty.

6. The results showed that electronic service quality has a significant positive effect on
customer loyalty. Electronic service quality has a strong correlation with customer loyalty.
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