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Abstract 

This study aimed to determine and to analyze the influence of website quality on customer loyalty 

mediated by customer trust and satisfaction, partially affecting Shopee Marketplace Customer 

Loyalty in Makassar City. This writing used probability sampling technique. The sample was 130 

respondents. To apply these objectives, data collection techniques were used through questionnaires, 

with multiple linear regression analysis with Mediation (Path Analysis), and hypothesis testing. Based 

on the results of multiple linear regression analysis with Mediation (Path Analysis), it shows that 

website quality variables affected customer trust, website quality affected customer satisfaction, 

website quality affected customer loyalty and there was a significant influence between website 

quality on loyalty mediated by trust and Shopee Marketplace customer satisfaction in Makassar City. 
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INTRODUCTION 

E-commerce (Electronic Commerce) is a new concept that is described as the process 

of buying and selling goods or services on the World Wide Web, exchanging products, 

services and information through information networks. E-commerce was first introduced in 

1994 when electronics were first used for promotional and advertising purposes on a web 

page (Murni, 2020). 

The trend of e-commerce users in Indonesia has grown quite large in recent years. The 

prediction is that growth will continue to occur in the next few years. Statista noted that the 

number of e-commerce users in Indonesia in 2017 reached 139 million users, then rose 10.8% 

to 154.1 million users last year. This year, it is projected to reach 168.3 million users and 

212.2 million in 2023. The same thing also happens to the level of e-commerce penetration 

which is always increasing. By 2023 it is projected to reach 75.3% of the total population of 

the selected market. The e-commerce sector with the highest revenue is in fashion, which in 

2023 is projected to reach US$ 11.7 billion (Jayani, 2019). 

For some people, online shopping is considered more efficient and effective and can 

support problems in terms of shopping, but behind the benefits of an online shopping system 

there is a risk that raises concerns for online shoppers. A very universal risk occurs which is 

related to security issues, fraud, and dissatisfaction (Fahmi, Prayogi & Jufrizen, 2018). 
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At first, people were not so sure about doing online transactions because in online 

transactions, someone completely relied on the confidence in the data that the owner 

informed on the website and website visitors could not see with the naked eye about the 

products offered (Andira et al., 2020). Therefore, intense competition is formed for online 

shops to recognize and fulfill consumer desires to trust and become loyal customers. 

This challenge is certainly not an easy thing, like a store that competes to get 

customers from people who visit. Likewise, online stores will be visited by potential online 

media users whenever and wherever they are. Online store owners must provide their best 

service by paying attention to the quality of the website to convince visitors and gain trust 

(Siagian & Cahyono, 2014). 

The quality of the website significantly impacts the success of the marketplace, in 

order to succeed, the website must provide extensive information and with an easy-to-digest 

format, well designed navigation, as well as ease in operating it is very important for an 

effective website (Kusuma, 2020). The quality of the website is also determined by the 

quality of the content contained on the website from various aspects such as navigation, 

beauty, functionality and so on, if it is fulfilled then the user of the website will feel interested 

to use it repeatedly (Putra, 2020). So the better the quality of the website provided, the greater 

the opportunity to gain the trust and satisfaction of consumers and then achieved customer 

loyalty. 

Trust factor is a key aspect of many aspects that affect the occurrence of buying and 

selling transactions in online shops. Only customers who have trusts dare to make 

transactions through the internet media. Without the trust of customers, it is impossible for 

transactions through internet media to be intertwined (Gustavsson &Johansson 2006). 

Therefore, there is a need to increase trust in the internet because for consumers, security and 

privacy issues are seen as obstacles to online shopping (Gustavsson &Johansson 2006). Trust 

is established when one party is convinced of the actions of the other party. As a result, to 

believe in a brand or service, customers and users must see quality as positive. Factors that 

form one's belief in the other are three, namely ability, benevolence, and integrity. 

Thus, online trust is a major differentiator that determines the success or failure of 

companies to implement their business through the Internet (Nurlina, 2017). In addition, 

customer trust also plays an important role in improving customer satisfaction in online 

shopping (Giao et al., 2020). 

Customer satisfaction is the basic standard of a consumer's personal experience 

towards fulfilling their needs and expectations. In the context of online shopping, the concept 

of satisfaction plays an important role as a result of consumer behavior. Thus, customer 

satisfaction is the result of the consumer experience related to the product or service and also 

the quality of the website provided. This indicates that customer satisfaction relates to the 

customer's purchase experience on a particular marketplace website (Giao et al., 2020). 

A high level of satisfaction will increase loyalty in the customer. Loyalty is a firm 

commitment to repurchase a product or service. Customers who are already in the loyal phase 
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want to be very profitable for the company and become a sustainable investment for the 

company if it continues to be maintained (Puspitasari, 2013) 

There are six indicators that can be used to measure loyalty i.e. :(1) Repurchase. (2) 

Habit of consuming brands. (3) Great liking for the brand. (4) Provisions on the brand. (5) 

The belief that a particular brand is the best brand. (6) Brand recommendation to others 

(Nyonyie et al., 2019). 

Customer loyalty is a repurchase made by a customer due to a commitment to a brand 

or company. Another definition of consumer loyalty is the willingness of consumers to use 

the company's products in the long term. Consumer loyalty is a consistent repurchase of a 

brand by consumers (Nyonyie et al., 2019). 

With the development of technology in the future, especially in the aspect of online 

shopping and increasingly selective society in online shopping, the researchers then interested 

and decided to conduct research by examining the influence of website quality on customer 

loyalty mediated by the trust and customer satisfaction of shopee marketplace in Makassar 

city. 

LITERATURE REVIEW 

Website Quality 

The quality of the website is a very important factor in online sales and has its own 

value for customers (Amelia &Budi Lestari, 2017). Webqual is one of the website quality 

measurement methods developed by Stuart Barnes &Richard Vidgen. Webqual is based on 

the concept of Quality Function Deployment (QFD) which is a process based on the "voice of 

customer" in the development and implementation of a product or service. From the QFD 

concept, Webqual is based on end user perception of a website. This webqual method is a 

development of Servqual which is widely used previously on the measurement of service 

quality in general (Nugroho &Sari, 2016). 

Webqual or Website Quality also developed, starting in 1998, Webqual started from 

Webqual 1.0, where Website Quality focused on Information Quality, with 5 dimensions 

including ease of use, experience, information, communication and integration (Semuel 

&Battista, 2020). Now Webqual continues to grow until the last one appears is Webqual 4.0 

which includes 3 dimensions (Indriyani &Helling, 2018): 

1. Quality of Use  

Includes "website design" and "usability", e.g. web viewing, ease of use, design 

compatibility between pages and images displayed to users. 

2. Information Quality 

Includes the quality of the website content and relevance to the needs of the user for 

example, the amount of accuracy, context, format and relevance of the information. 

3. Service Interaction Quality 
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Quality of interaction services offered by the website to users. This section is divided into 

"trust" and "empathy". For example, issues about transactions, information security, 

product delivery, personalization and communication with website owners. 

Customer Trust 

In the context of the marketplace, customer trust is defined as the willingness of the 

customer to put himself at the potential loss experienced in shopping transactions over the 

internet, based on the expectation that the seller promises a transaction that will satisfy the 

consumer and is able to send the goods or services that have been promised (Fahmi, Prayogi 

&Jufrizen, 2018). 

In the process of trust formation there are three things that can be built as an 

evaluation. The three things consist of ability, benevolence, and integrity (Wong, 2017). First, 

ability refers to website knowledge, skills, and competencies in the field whether performing 

well or not. For example, as an online buying and selling platform, Tokopedia, Bukalapak, 

Shopee and so on should be able to provide clear information about the products offered such 

as product description, size, price, product availability and others to customers. Through that 

capability, customers can evaluate whether the marketplace is competent or not. This 

evaluation can then lead customers to trust the marketplace in the future or not. Second, is 

about kindness. Benevolence expressed compassion for the service regarding customer 

convenience and benefits that are beyond customer expectations. Such actions may be in the 

form of providing special prices or providing additional services, which are not requested by 

the customer. Third, is about integrity. Integrity refers to how marketplaces show certainty, 

consistency, and reliability (Rafiah, 2019). 

Customer Satisfaction 

Customer satisfaction is a good measure of bad products in meeting customer 

expectations. Satisfaction becomes the hope after the purchase and becomes the basis of 

fulfillment before achieving customer loyalty (El Fikri et al., 2020). 

Here are some indicators of customer satisfaction consisting of (a) Convenience: if a 

product is easy to use and comfortable then the customer will feel satisfied. (b) Product 

Quality: if the product purchased by the customer is of excellent quality and in accordance 

with its expectations. (c) Price: For price sensitive customers will usually feel satisfied if the 

price offered is cheap, but the price component is not very important for customers who have 

a low level of sensitivity to the price. Customers will be satisfied if the price offered is in 

accordance with what they get and expect. (d) Service Quality: satisfactory service is 

excellent service and in accordance with customer expectations. (e) Emotional Factor: 

Customers will feel proud to use products from a particular brand (Asmarasari et al., 2020). 

Customer Loyalty 

Customer loyalty is a customer who not only repurchases goods and services, but also 

has a commitment and a positive attitude towards service companies, for example by 

recommending others to buy (Dewa &Setyohadi, 2017). 
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There are six indicators that can be used to measure consumer loyalty, namely: 1) 

Repurchase, 2) Habits of consuming the brand, 3) Always liking the brand, 4) Keep choosing 

the brand, 5) Be sure that the brand is the best, 6) Recommend the brand to others (Nyonyie 

et al., 2019). 

Conceptual Model 

In this study there are various variables that will be studied as follows: (1) Free 

variables are the quality of the website; (2) Mediation variables are customer trust and 

customer satisfaction; (3) The bound variable is customer loyalty. 

 

 

 

 

 

Figure 1: The Conceptual Model 

Hypothesis 1: The quality of the website has a positive and significant effect on the consumer 

trust of Shopee marketplace in Makassar city. 

Hypothesis 2: The quality of the website has a positive and significant effect on the 

satisfaction of shopee marketplace customers in Makassar city. 

Hypothesis 3: The quality of the website has a positive and significant effect on the loyalty of 

Shopee marketplace customers in the city of Makassar. 

Hypothesis 4: The quality of the website has a positive and significant effect on customer 

loyalty mediated the trust and satisfaction of shopee marketplace customers in the city of 

Makassar. 

RESEARCH METHOD 

Location and Research Design 

This research was conducted in Makassar City, South Sulawesi. This type of research 

is the quantitative descriptive. The time neeed in this research was from January to March 

2021. 

Population and Samples 

The population of this study was the people of Makassar who have shopped online 

through shopee marketplace. The total population was 5,748, the data was from January to 

March 2021. Meanwhile, sample selection used probability sampling technique which was 

sampling that provided equal opportunities for each element (member) of the population to be 

selected as a sample member. Because the object to be studied or the data source was very 

Customer Trust 

Customer 

Satisfaction 

Website Quality Customer 

Loyalty 
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wide, then used cluster sampling technique with the criteria of the people of Makassar city 

who have done online transactions through Shopee marketplace at least twice and the people 

of Makassar city with productive age who become Shopee marketplace customers. So the 

number of samples obtained in this study was 130 samples. 

Data Collection Method 

Primary data collection techniques using questionnaires to the shopee marketplace 

website users in Makassar city who were willing to be respondents and fill out 

questionnaires. The definition of questionnaire according to Sugiyono (2015) is a data 

collection technique that is done by giving a set of questions or written statements to 

respondents to be answered. 

While secondary data collection techniques can be obtained from literature studies, 

the form of data collection in this study were using data scale literature, books, journals, and 

other scientific publications. 

Data Analysis Method 

The data analysis technique used in this research was descriptive quantitative. namely 

explaining the effect of website quality on customer loyalty mediated by customer trust 

and satisfaction of marketplace shopee in Makassar city. This research uses: 

1. Validity Test 

Validity test is a measure that indicates the validity level of a measuring instrument. 

Validity is used to determine the feasibility of items in a list of questions in defining a 

variable. Validity tests are performed by comparing the calculated r value (correlated item - 

total correlations) with the table's r value. If the calculated r value > table r and a positive 

value at a significant 5% then the data can be classified to be valid. Otherwise, if r is 

calculated as smaller than r table then the data is invalid (Soraya, 2019). 

2. Reliability Test 

Reliability test is an index that shows the extent to which the gauge can be trusted. 

The reliability test of the instrument can be seen from the magnitude of the cronbach alpha 

value on each variable. Cronbach alpha (α) is used to test the consistency of respondents in 

responding to all items (Soraya, 2019). The instrument for measuring each variable is 

classified to be reliable if it has a Cronbach alpha greater than 0.60. Inconsistencies occur 

when there is a difference in the respondent's perception or lack of understanding of the 

respondent in answering each question (Soraya, 2019). 

3. Classic Assumption Test 

 The Classic Assumption Test is performed prior to regression testing. In the classic 

assumption test, there are several tests that must be done, namely Normality Test, 

Multicolerity Test, Heteroskedastisity Test. 
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The normality test in this study used the Kolmogorov-Smirnov Test. On the basis of decision 

making if the signification value of the normality test is greater than 5% then it indicates that 

the data is normal. 

The multicocolerity test aims to test whether the regression model found any 

correlation between free variables. The Detection of the multicolerity can be done by looking 

at the variance inflating factor (VIF) value of the regression result, if the VIF > 10 then there 

are high symptoms of multicolerity, but if the VIF < 10 then there are no symptoms of 

multicolerity. 

The heteroskedastisity test aims to test whether in the regression model variance 

occurs from residual one observation to another (Soraya, 2019). In this study using 

heteroskedasity test with glejser test on the basis of decision making on heteroskedastisity 

test in a regression model is if its significance is greater than 5% or 0.05. 

4. Multiple Regression Analysis with Mediation (Path Analysis) 

The analysis tool in this study used multiple regression analysis with mediation 

variables, where the researcher's free variables are website quality (X) against customer 

loyalty bound variables (Y), through customer trust mediation variables (Z1) and customer 

satisfaction (Z2). According to Soraya (2019) Multiple regression analysis with mediation is 

an analysis used to find out how much influence a free variable has on one bound variable 

there are 2 steps in building mediation using causal step method namely: 

1. Website quality variables affect customer trust and customer satisfaction, can be used 

as follows: 

Z1 = a + bX + e dan Z2 = a + bX + e 

2. Website quality variables affect customer loyalty through customer trust and customer 

satisfaction the equation is as follows: 

Y = a + b1X + b2Z1 + b3Z2 + e  

Information: 

Y = Customer Loyalty 

a = Constant 

b = Regression Coefficient 

X = Website Quality 

Z1 = Customer Trust 

Z2 = Customer Satisfaction 

e = Standard Error 

5. Hypothesis Testing: T-Test and Sobel Test 

 In determining the effect and the level of significance used α = 0.05 or 5% can be 

tested using the T-test through the SPSS program. 

 Sobel test is used to determine customer trust as an influential mediation variable 

between independent variable (website quality) and dependent variable (customer loyalty) or 

to test the significance of indirect influence of mediation variable (a) and direct influence of 
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mediation variable on dependent variable to (ab) with standard error which will generate t 

statistic value. 

EMPIRICAL RESULTS 

Data Validation and Reliability 

Validity testing was carried out with the help of a computer using the SPSS for 

Windows Version 24.0 program. In this study validity testing was only conducted on 130 

respondents. Decision making is based on the corrected item-total correlation > of 0.176, for 

df = 130–2 = 128;  = 0.05 then the item / question is valid and vice versa. 

Table-1: Website Quality Variable Questionnaire Validity Test (X) 

Item Corrected Item Value Criteria 

 
Total Correlation / 

rcount 

Sig. rtable  

1 0,417 0,000 0,176 Valid 

2 0,792 0,000 0,176 Valid 

3 0,883 0,000 0,176 Valid 

4 0,789 0,000 0,176 Valid 

5 0,582 0,000 0,176 Valid 

6 0,501 0,000 0,176 Valid 
Source: Primary Data Processed, 2021 

Table-2: Trust Variable Questionnaire Validity Test (Z1) 

Item Corrected Item Value Criteria 

 
Total Correlation / 

rcount 

Sig. rtable  

1 0,440 0,000 0,176 Valid 

2 0,561 0,000 0,176 Valid 

3 0,585 0,000 0,176 Valid 

4 0,655 0,000 0,176 Valid 

5 0,536 0,000 0,176 Valid 

6 0,450 0,000 0,176 Valid 

7 0,349 0,000 0,176 Valid 

8 0,499 0,000 0,176 Valid 

9 0,340 0,000 0,176 Valid 

10 0,319 0,000 0,176 Valid 
Source: Primary Data Processed, 2021 

Table-3: Satisfaction Variable Questionnaire Validity Test (Z2) 

Item Corrected Item Value Criteria 

 
Total Correlation / 

rcount 

Sig. rtable  

1 0,440 0,000 0,176 Valid 

2 0,561 0,000 0,176 Valid 

3 0,585 0,000 0,176 Valid 
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4 0,655 0,000 0,176 Valid 

5 0,536 0,000 0,176 Valid 

6 0,450 0,000 0,176 Valid 

7 0,349 0,000 0,176 Valid 

8 0,499 0,000 0,176 Valid 

9 0,340 0,000 0,176 Valid 

10 0,319 0,000 0,176 Valid 
Source: Primary Data Processed, 2021 

Table-4: Customer Loyalty Variable Questionnaire Validity Test (Y) 

Item Corrected Item Value Criteria 

 
Total Correlation / 

rcount 

Sig. rtable  

1 0,625 0,000 0,176 Valid 

2 0,619 0,000 0,176 Valid 

3 0,589 0,000 0,176 Valid 

4 0,638 0,000 0,176 Valid 

5 0,554 0,000 0,176 Valid 

6 0,553 0,000 0,176 Valid 
Source: Primary Data Processed, 2021 

Reliability tests are performed on question items that are declared valid. A variable is 

declared to be reliable or reliable if the answer to the question is always consistent. The value 

"Alpha Cronbach" is greater than 0.176, which means all four variables are declared reliable 

or eligible. 

Table-5: Reliability Test 

No Variable ralpha rtable Criteria 

1 Website Quality 0,703 0,176 Reliable 

2 Trust 0,444 0,176 Reliable 

3 Satisfaction 0,504 0,176 Reliable 

4 Loyalty 0,615 0,176 Reliable 
Source: Primary Data Processed, 2021 

Classic Assumption Test 

Table-6: Normality Test Result Data 

  Quality Loyalty Trust Satisfaction 

N 130 130 130 130 

Normal Parametersa Mean 27.33 27.23 26.32 44.82 

Std. 

Deviation 
2.307 2.201 2.320 2.882 

Most Extreme 

Differences 

Absolute .237 .175 .227 .122 

Positive .172 .104 .154 .073 

Negative -.237 -.175 -.227 -.122 

Kolmogorov-Smirnov Z 2.704 1.996 2.584 1.390 
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Asymp. Sig. (2-tailed) .707 .801 .631 .442 

Source: Primary Data Processed, 2021 

Based on the table which is a summary of the results of the test normality of data of 

each research variable, can be described: 

a) Based on the normality test that has been conducted, the result in the normality of the data 

from the variable Quality Website statistics obtained the value Kolmogorov – Smirnov Z 

test = 2704 with a probability rate of = 0.707 and greater than the value of α 0.05. Thus 

quality variable data was normally distributed. 

b) Based on the normality test that has been conducted, the result in the normality of the data 

from the variable Loyalty statistics obtained the value Kolmogorov – Smirnov Z test = 

1996 with a probability rate of = 0.801 and greater than the value of α 0.05. Thus loyalty 

variable data was normally distributed.  

c) Based on the normality test that has been conducted, the result in the normality of the data 

from the variable Trust statistics obtained the value Kolmogorov – Smirnov Z test = 2584 

with a probability level = 0.631 and greater than the value of α 0.05. Thus trust variable 

data was normally distributed.  

d) Based on the normality test that has been conducted, the result in the normality of the data 

from the variable Statistical satisfaction obtained the value kolmogorov – Smirnov Z test = 

1390 with a probability rate = 0.442 and greater than the value of α 0.05. Thus the 

Satisfaction variable data was normally distributed. 

Table-7: Multicolinearity Test Result Data 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) .504 1.642  .307 .759   

Web Quality -.243 .097 -.255 -2.517 .013 .202 4.945 

Trust -.406 .094 -.428 -4.344 .000 .213 4.698 

Satisfaction .983 .102 1.287 9.607 .000 .115 8.677 

Source: Primary Data Processed, 2021 

Based on multicolinearity test results, on variable Quality (X1) known tolerance value 

0.202 > 0.10 and VIF Value 4,945 < 10,000 and in variable Trust (Z1) known tolerance value 

0.213 > 0.10 and VIF Value 4,698 < 10,000 and on the variable Satisfaction (Z2) known 

tolerance value 0.115 > 0.10 and VIF Value 8.677 < 10.000. So the conclusion is it did not 

occur multicolinearity and where a good regression model is if there is no intercorrelation. 

Table-8: Heterokedastisity Test Result Data 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 
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P1: 1020.390 

P2: 1727.522 
P3 : 1,677 

1 (Constant) 1.999 .923  2.167 .032 

Web Quality .152 .054 .528 2.802 .646 

Trust -.201 .057 -.873 -3.501 .401 

Satisfaction .143 .053 .500 2.726 .707 

Source : Primary Data Processed, 2021 

Based on the results of heterokedastisitas test, known Sig value. Quality Variable (X) 

is 0.646 > 0.05 and The Satisfaction variable value (Z1) is 0.401 > 0.05 and the Variable 

Trust value (Z2) is 0.707 > 0.05. Then it can be concluded that there was no 

heterokedastisitas. 

Path Analysis 

Table-9: Model 1 Multiple Linear Regression Test Result Data 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t 

S

ig. B Std. Error Beta 

1 (Constant) 
27.447 2.029 

 
13.527 

.

000 

X 
1727.522 .074 -.044 -.522 

.

000 

a. Dependent Variable: Trust ( Z1) 

Source : Primary Data Processed, 2021  

Based on the above output known significance value for the effect of website quality 

variable (X) on trust variable (Z1) is 0.000 < 0.05. This means there is an effect between the 

qualities of the website to trust. 

Model 

Unstandardized 

Coefficients 

Standardize

d Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.653 1.989  .831 .407 

 Web 

Quality (X) 
1020.390 .048 .665 11.899 .000 

Trust (Z1) 1.677 .055 .392 7.003 .000 

a. Dependent Variable:  Loyalty (Y)     

Source: Primary Data Processed, 2021 

Based on the output above known significance value for the influence of website 

quality variable (X) and Loyalty variable (Y) is 0.000 < 0.05. Which means there is an 

influence between the quality of the website to loyalty. 

From the results of the regression obtained, it can be made path analysis as follows 

                 

 

    Z1 e1:0,774 

X Y e2 : 0,456 
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X Y 
P1: 1030.380 

P2: 1727.728 P3 : 1,584 

The results of the analysis showed that the Website Quality variable (X) can affect the 

Loyalty variable (Y) and can also affect indirectly through the Trust variable (Z1) as 

intervening with the following explanation: 

1. The amount of direct influence is: 1020,390 

2. The amount of indirect influence is: L2 x D3 : (1727.522x1.677) = 2897.547 

3. Total Effect of Website Quality Variable (X) on Loyalty Variable (Y): 1020.390 + 

2896.547 = 3916.9937 

 

Table-10: Model 2 Linear Regression Test Result Data 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 22.793 1.853  12.302 .000 

X 1727.528 97.197 .713 11.943 .000 

a. Dependent Variable: Satisfaction (Z2)     

Source: Primary Data Processed, 2021 

Based on the above output known significance value for the influence of website 

quality variable (X) and Satisfaction variable (Z2) is 0.000 < 0.05. This means there is an 

influence between the quality of the website and satisfaction. 

Model 

Unstandardized Coefficients 

Standard

ized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) -1.150 1.538  -.748 .000 

X 1030.380 .055 .094 1.449 .000 

Z2 1.584 .049 .777 11.973 .000 

a. Dependent Variable: Loyalty (Y)     

Source : Primary Data Processed, 2021 

 

 From the results of the regression obtained, it can be made path analysis as follows 

                 

 

 

 

The results of the analysis showed that the Website Quality variable (X) can affect the 

Loyalty variable (Y) and can also have an indirect effect through the Satisfaction variable 

(Z2) as intervening with the following explanation: 

1. The amount of direct influence is: 1030,380 

2. The amount of indirect influence is: L2 x D3 : (1727.527x1.584) = 2736.404 

    Z2 e1:0,492 

e2 : 0,284 
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3. Total Effect of Website Quality Variable (X) on Loyalty Variable (Y) : 1030.380 + 

2736.404 = 3766.784 

Hypothesis Test 

1. The Effect of Website Quality Variables (X) on Customer Loyalty is mediated by Trust 

(Z1). 

 Sp2p3 = √(𝑝3^2 ) 𝑆𝑝2^2 +  𝑝2^2  𝑆𝑝3^2 +  𝑆𝑝2^2 𝑆𝑝3^2 

 P = Jalur 

Sp = Std Error 

Sp2p3 : √(1,677)2(0,74)2 + (1727.22)2 (0,055)2 + (0,074)2(0,055)2 

 = 902,446 

Based on the calculation above, then the t count as follows: 

t count : 
𝑃2𝑃3

𝑆𝑝2𝑃3
 

t count : 
2897.547

902.446
 = 32,107 

 t table: 1,96 (Significance 0,05) 

 

Based on the t count above, it can be concluded that t count > t table then it can be 

concluded that the mediation coefficient of 2897.547 is significant, meaning that the trust 

variable (Z1) there is mediation. 

2. The Effect of Website Quality Variable (X) on Customer Loyalty is mediated by 

Satisfaction (Z2). 

Sp2p3 = √(𝑝3^2 ) 𝑆𝑝2^2 +  𝑝2^2  𝑆𝑝3^2 +  𝑆𝑝2^2 𝑆𝑝3^2 

P = Pathway 

Sp = Std Error 

Sp2p3 : √(1,584)2(97,197)2 + (1727.28)2 (0,055)2 + (97,197)2(0,055)2 

 = 105.507 

Based on the calculation above, then the t count as follows: 

t count : 
𝑃2𝑃3

𝑆𝑝2𝑃3
 

t count : 
2896.547

105.507
 = 25,935 

t table : 1,96 (Significance 0,05) 
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Based on the t count above, it can be concluded that t count > t table then it can be 

concluded that the mediation coefficient of 2736,404 is significant, meaning that the 

satisfaction variable (Z2) there is mediation 

The Results of Research Hypothesis 

Based on the research results, the hypothesis can be described as follows: 

Table-6: Hypothesis Results 

Hypothesis Conclusion 

H1 The quality of the website has a positive and significant effect on the 

consumer trust of shopee marketplace in makassar city. Hypothesis accepted 

H2 The quality of the website has a positive and significant effect on the 

customer satisfaction of shopee marketplace in Makassar city. Hypothesis accepted 

H3 The quality of the website has a positive and significant effect on the 

loyalty of shopee marketplace customers in the city of Makassar. 
Hypothesis accepted 

H4 The quality of the website has a positive and significant effect on 

customer loyalty mediated the trust and satisfaction of shopee 

marketplace customers in the city of Makassar. 

Hypothesis accepted 

 Source: Primary Data Processed, 2021  

DISCUSSION 

1) The Effect of Website Quality on Shopee Marketplace Consumer Confidence in 

Makassar City 

Based on the output of multiple linear regression test model 1 known significance 

value for the effect of website quality variable (X) on trust variable (Z1) is 0.000 < 0.05. This 

means there is an effect between the qualities of the website to trust. Thus, it can be 

concluded that the quality of the website has a positive and significant effect on the consumer 

trust of shopee marketplace in Makassar city. 

The results of this study were in line with research conducted by Siagian &Cahyono 

(2014) and Fahmi, Prayogi &Jufrizen (2018) where the results show that respondents' 

assessment of the quality of the website will lead to higher consumer trust 

2) Effect of Website Quality on Shopee Marketplace Customer Satisfaction in 

Makassar City 

Based on the output of multiple linear regression test model 2 known significance 

value for the influence of website quality variable (X) on satisfaction variable (Z2) is 0.000 < 

0.05. This means there is an influence between website quality variables and satisfaction 

variables. Thus, it can be concluded that the quality of the website has a positive and 

significant effect on the satisfaction of shopee marketplace consumers in the city of 

Makassar. 

The results of this study were in line with research conducted by Kusuma (2020) and 

Puspitasari (2013) where the results show that the quality of the website is able to provide 

satisfaction to customers by being able to create a satisfying shopping experience and 

maximum service. 
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3) The Effect of Website Quality on Shopee Marketplace Customer Loyalty in 

Makassar City 

Based on multiple linear regression outputs, known significance value for the effect of 

website quality variables (X) on loyalty variables (Y) is 0.000 < 0.05. This means there is an 

effect between the quality of the website and loyalty. Thus, it can be concluded that the 

quality of the website has a positive and significant effect on the loyalty of Shopee 

marketplace customers in the city of Makassar. 

The results of this study are in line with the research conducted by Fahmi, Prayogi 

&Jufrizen (2018); Kusuma (2020); and Puspitasari (2013) where the results show that if the 

convenience of customers in accessing the website can be continuously improved then it will 

increase customer loyalty. 

4) The Effect of Website Quality on Customer Loyalty Mediated Shopee Marketplace 

Trust and Customer Satisfaction in Makassar city 

The results of the analysis have shown that website quality variables (X) can affect 

loyalty variables (Y) and can also have an indirect effect through trust variables (Z1) and 

satisfaction (Z2) as intervening, in addition, based on the t count above, it can be concluded 

that t count > t table then it can be concluded that the mediation coefficients 2897,547 and 

2736,404 are significant, meaning that the variables of trust (Z1) and satisfaction (Z2) there 

are mediation. From these results, it can be concluded that there is an effect on the quality of 

the website on customer loyalty mediated by the trust and customer satisfaction of shopee 

marketplace in Makassar city. 

The results of this study are in line with research conducted by Fahmi, Prayogi & 

Jufrizen (2018) and Siagian &Cahyono (2014) (2013) where the results showed that the role 

of customer trust significantly mediates the influence of website quality on customer loyalty. 

And the results of this study are also in line with research conducted by Kusuma (2020) and 

Puspitasari (2013) where the results showed that customer satisfaction proved to be an 

intervening variable in the quality relationship of customer loyalty websites. 

CONCLUSION 

1. Based on the results of data analysis tests that have been conducted, it is concluded that 

there is a significant influence between the quality of the website to the trust of Shopee 

Marketplace customers in Makassar city, it is evidenced by the significance value of 

0.000 < 0.05. 

2. Based on the results of data analysis tests that have been conducted, it is concluded that 

there is a significant influence between the quality of the website and the satisfaction of 

Shopee Marketplace customers in Makassar city. this is evidenced by the significance 

value of 0.000 < 0.05. 

3. Based on the results of the data analysis test that has been conducted, it is concluded that 

there is a significant influence between the qualities of the website to the loyalty of 

Shopee Marketplace customers in Makassar city. This is evidenced by the significance of 

0.000 < 0.05.  
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4. Based on the results of data analysis tests that have been conducted, it is concluded that 

there is a significant influence between the quality of > the website to loyalty mediated by 

the trust and customer satisfaction of Shopee Marketplace in Makassar city. 
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