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Abstract  

This study aims to determine the influence of site characteristics and utilitarian values in building customer e-

satisfaction and e-loyalty. Respondents in this study were 255 samples selected by convenience sampling method. 

Where the characteristics of the respondents were that they had made purchase transactions through websites or 

e-commerce applications such as Sayurbox, Happyfresh, Segari, and Brambang and are domiciled in the areas of 

Jakarta, Bogor, Depok, Tangerang, and Bekasi. Data analysis was done using SEM with AMOS software version 

22.0. The study informed that two site characteristic variables (information and communication power) positively 

affect e-satisfaction. Meanwhile, shopping convenience, site design, and security do not affect e-satisfaction. E-

satisfaction positively affects e-loyalty. Utilitarian value does not significantly mediate the relationship between 

e-satisfaction and e-loyalty. Based on the results of the study, e-commerce managers must improve the quality of 

information and communication-related product descriptions and reviews in e-commerce to increase customer e-

satisfaction and e-loyalty 

Keywords: Site Characteristic; Utilitarian Value; E-Satisfaction; E-Loyalty 

 

1. INTRODUCTION 

The increase in online shopping is one form of change in people’s activities due to the Covid-

19 pandemic. This is due to a policy of limiting activities outside the home to suppress 

transmission of the Covid-19 virus. The survey shows that 9 out of 10 Indonesians shop online 

to comply with government policies regarding the spread of the Covid-19 virus (Badan Pusat 

Statistik, 2020). Appeals for limiting activities outside the home increase consumer requests 

for online shopping services, including groceries (Badan Pusat Statistik, 2020; Chang & 

Meyerhoefer, 2020). This benefited smallholder farmers, as demand for grains, fresh vegetables 

and fruits, and frozen food increased the most (Chang & Meyerhoefer, 2020). The percentage 

of spending on Indonesian household shopping commodities in March – April 2020 was 51% 

food, 20% health, 14% data packages, 8% prepared food or beverages, and 3% electricity 

(Badan Pusat Statistik, 2020). Shopping online is more practical because customers can make 
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purchases anytime and anywhere without the need to visit the store in person, making it more 

efficient (Nurlaela et al., 2019). People who don’t have much free time to shop in person can 

still fulfill their needs online. Indonesia has at least six online shopping applications and sites 

for buying fresh fruit and vegetables: Happyfresh, Sayurbox, Tanihub, Tukangsayur, Segari, 

and Brambang (Populix, 2021). Most e-commerce operates in Jakarta, Bogor, Depok, 

Tangerang, and Bekasi. The positive trend with e-commerce that sells fresh agricultural 

products must continue to be improved because it can help farmers to market their products. 

E-commerce management is inseparable from site characteristics consisting of shopping 

convenience, site design, informativeness, security, and communication, which can positively 

affect e-satisfaction (Chung & Shin, 2010). A website is key to a company’s success because it 

acts as a channel or communication link between the company and its customers (Chen et al., 

2017; Alvarez-Risco et al., 2022; Qalati et al., 2021). Customer e-satisfaction can impact 

customer e-loyalty (Nurrizky et al., 2023). Therefore, e-commerce managers must strategically 

deliver the right level of website quality to build customers’ social capital to maintain 

customers’ e-loyalty (Chen et al., 2017). Website quality is important for companies selling 

their products and services online, including the customers’ security and privacy (Alvarez-

Risco et al., 2022). Attractiveness, use of colors, service hours, and providing all information 

in detail to avoid ambiguity should be paid more attention by e-commerce managers (Qalati et 

al., 2021). 

E-satisfaction and e-loyalty can differ depending on consumer shopping orientation or value, 

consisting of hedonic and utilitarian values (Picot-Coupey et al., 2021; Suh & Yi, 2012). 

Hedonic values are related to pleasure when shopping, while utilitarian values are related to 

the benefits suggested when shopping (Suh & Yi, 2012). In connection with the Covid-19 

pandemic, specifically in Indonesia, the value of the benefits perceived by customers positively 

impacts consumer intentions to continue shopping online (Al-Hattami, 2021). Based on the 

above explanation, this study aims to determine the role of site characteristics and utilitarian 

value on e-satisfaction and its relation to e-loyalty e-commerce of fresh fruits and vegetables 

in Indonesia: Happyfresh, Sayurbox, Segari, and Brambang. 

 

2. LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT 

Site characteristics and e-satisfaction 

Site characteristic variables in this study consist of shopping convenience, site design, 

informativeness, security, and communication (Chung & Shin, 2010). A website's quality can 

influence customer perceptions (VO et al., 2019; Gruntkowski & Martinez, 2022). Therefore, 

professionals should make the website design and characteristics a long-term investment for 

the company (Alvarez-Risco et al., 2022). Good quality websites, such as being easy to use, 

safe, and rich in information, are proven to achieve e-satisfaction (VO et al., 2019). E-

satisfaction is defined as customer evaluation after buying a product or service through a 

website (Alvarez-Risco et al., 2022). 
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With regard to shopping convenience, e-commerce managers must provide user-friendly 

services during the transaction process by providing convenience in using features or menus 

on e-commerce sites (Gruntkowski & Martinez, 2022). Shopping convenience determines e-

satisfaction (Veloso et al., 2020; Vila et al., 2021). E-commerce managers must offer 

convenience in transactions so that, in the end, they get e-loyalty (Vinish et al., 2021). Ease 

and convenience in online transactions through a simple and non-confusing process will create 

an efficient shopping process (Veloso et al., 2020). 

A good website design can provide an e-commerce display that makes it easier for customers 

to meet their needs during online transactions, affecting e-satisfaction levels (Vila et al., 2021). 

Customers are attracted by a site design that is beautiful, simple, and easy to understand so they 

don't experience difficulties when making online transactions (Giao, 2020). Website design 

includes colors, text layout, graphics, photos, videos, and other visual things seen when 

customers open e-commerce websites (Belver-Delgado et al., 2020). 

A good website provides information that can be accessed easily via a desktop, tablet, or other 

device. Complete and reliable information can help customers make more e-commerce 

transactions (Alvarez-Risco et al., 2022). The level of effectiveness of information content or 

informativeness can increase satisfaction and e-loyalty towards the site (Nurrizky et al., 2023). 

Satisfied customers will tend to return to the same site to shop again, so e-commerce managers 

need to make interesting and easy-to-find informational content (Vijay et al., 2019). 

In addition, in e-commerce management, customer data security and privacy need to be 

improved. When making transactions through e-commerce, customers will share their personal 

information on the website. Hence, e-commerce managers need to protect customer data 

regarding personal, contact, and payment information so they are not exposed to cybercrime 

(D’adamo et al., 2021). Site security positively affects e-satisfaction. Increasing website 

security can increase customers' trust and value in e-commerce (Valdez-Juárez et al., 2021). 

Customers’ trust in e-commerce can be built through communication between customers and 

e-commerce managers through comments, FAQs, application or product ratings, and so on. 

Star rating can signal the quality and reputation of e-commerce, thereby helping to minimize 

the difference between consumer expectations and perceived service performance (Belver-

Delgado et al., 2020). This can build consumer satisfaction, the desire to visit again, and 

recommend e-commerce to others (Vijay et al., 2019; Koay et al., 2022). Information regarding 

various ratings and reviews from many consumers about products and services can be easily 

accessed by consumers through social media (Torabi & Bélanger, 2021). Then, five hypotheses 

are proposed below. 

H1: Shopping convenience positively affects customers’ e-satisfaction. 

H2: Site design positively affects customers’ e-satisfaction. 

H3: Informativeness positively affects customers’ e-satisfaction. 

H4: Security positively affects customers’ e-satisfaction. 

H5: Communication positively affects customers’ e-satisfaction. 
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E-satisfaction and e-loyalty 

E-satisfaction is the pleasant fulfillment consumers feel when consuming a product or service 

(Koay et al., 2022). Meanwhile, in terms of loyalty, it is a tendency for customers to make 

repeat purchases from e-commerce or the same brand. It results from the belief that the value 

received from e-commerce or the chosen brand is higher than that offered by other alternative 

e-commerce. So that customers remain loyal to their choice of one particular e-commerce 

(Abror et al., 2020). E-satisfaction significantly positively affects e-loyalty (Abror et al., 2020; 

Nguyen et al., 2020; X. J. Lim et al., 2020). Suppose customers are satisfied with the products 

or services offered through e-commerce. In that case, customers will want to make transactions 

through e-commerce again and also recommend e-commerce to others with pleasure (Nguyen 

et al., 2020). Therefore, the hypothesis is proposed as follows. 

H6: Customers’ e-satisfaction positively affects customers’ e--loyalty. 

The role of utilitarian value as a mediator between customer e-satisfaction dan e-loyalty 

Utilitarian value describes actions oriented towards a predetermined mission, so customers who 

are oriented towards utilitarian value usually focus on fulfilling needs during purchasing (X. J. 

Lim et al., 2020). In social media, utilitarian value is the value of the benefits obtained by users 

in transacting on social media (Mohammed & Ferraris, 2021). The utilitarian value dimension 

reflects spending activities that are rational and instrumental and focus on tasks as a means to 

an end. A successful online shopping journey reflects customers' effort to shop smartly and 

efficiently (Picot-Coupey et al., 2021). E-satisfaction can directly or indirectly affect e-loyalty. 

Utilitarian values can mediate indirect influence (Suh & Yi, 2012). Utilitarian values can also 

build a brand or company. If a company can understand the perspective of value benefits 

according to customers, customer satisfaction will automatically increase e-loyalty (Shahzad 

et al., 2019). Therefore, the hypothesis is proposed as follows. 

H7a: Customers’ e-satisfaction positively affects utilitarian value. 

H7b: Utilitarian value positively affects customers’ e-loyalty. 

 

3. METHODS 

In this study, site characteristics as exogenous variables or independent variables consist of five 

variables, namely shopping convenience (SC), site design (SD), informativeness (I), security 

(S), and communication (C) (Chung & Shin, 2010). E-satisfaction (ES) acts as the dependent 

variable as well as the independent variable. Utilitarian value (UV) is a mediating variable, and 

E-loyalty (EL) is an endogenous or dependent variable. This study has seven hypotheses (see 

Figure 1). 
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Figure 1: Research model 

The research location was consciously selected by the researchers with certain considerations. 

The research location is in the Jabodetabek area (Jakarta, Bogor, Depok, Tangerang, Bekasi) 

because most Sayurbox, Happyfresh, Segari, and Brambang delivery areas are in those areas. 

Respondents would be ideal if they lived in Jabodetabek. The non-probability sampling method 

used in this study is convenience sampling, where respondents have easy access, time 

availability, and willingness to participate in this study according to the research purposes 

(Wang et al., 2021). The respondent required that they had purchased fresh fruits and 

vegetables through Sayurbox/ Happyfresh/Segari/Brambang at least twice in the past month. 

The sample size in this study was 255 respondents. A data type consists of primary and 

secondary data. The primary data collection techniques were conducted by distributing 

research questionnaires using Google Forms, while secondary data was recorded. Research 

questionnaires contain questions about respondent characteristics and research variables. For 

research variables, the statement refers to a 5-point Likert scale with alternative responses, 

starting from 1 = strongly disagree to 5 = strongly agree. For the number of statements for each 

variable in the research questionnaire, shopping convenience consists of 3 items (Ha, 2011), 

site design three items (Ha, 2011), informativeness four things (Chung & Shin, 2010), security 

three items (Mahadin et al., 2020), communication four items (Chung & Shin, 2010), e-

satisfaction three items (Paul & Jacob, 2018), e-loyalty three items (Haque & Mazumder, 

2020), and utilitarian value four items (S. H. Lim & Kim, 2020). Before analysis, the collected 

data was transformed first to convert ordinal to interval data using MSI with the help of the 

add-ins feature stat 97.xla Statistic Successive Interval, which is in Microsoft Excel. Testing 

the instrument on the pilot test was done using the SPSS software version 26.0, which consisted 

of validity and reliability tests. Data analysis was done using SEM with the help of AMOS 

software version 22.0. SEM is a statistical analysis technique that can analyze patterns of 

relationships between latent variables and question items, latent variables with one another, 

and measurement errors directly together (Hair Jr et al., 2018). This research is a Covariance 

Based SEM aimed at confirming the theory. Five stages must be passed in the CB-SEM 

analysis (Latan, 2012), namely:   

This phase aims to conceptually define the variables studied and determine their dimensions 

and the direction of the relationships between them, indicating the research hypothesis. 
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Research models that can be estimated in research must be identified as over-identified, namely 

value p (p+1)/2 > t where p is the number of manifest variables; p (p+1)/2 is the number of 

elements in the covariance matrix; and t is the number of free parameters estimated. 

The estimation uses Generalized Least Square (GLS). Several assumptions must be fulfilled in 

this stage. First is the assumption of sample adequacy as the basis for estimating the sampling 

error, where using more than 200 samples is recommended. Second, the assumption of 

univariate and multivariate normality by looking at the critical ratio values of normal skewness 

and kurtosis that is between -2.58 to +2.58 (for an error rate of 0.01) and between -1.96 to 

+1.96 (for an error rate of 0.05). Third, the assumption of outliers is met if the value of 

Mahalanobis D2 <nilai Chi-square (Hair Jr et al., 2018). 

The model evaluation consists of a measurement model and structural model evaluation. 

Measurement model evaluation was carried out using Confirmatory Factor Analysis (CFA) to 

assess the validity and reliability of the research instrument. The validity test results are based 

on the loading factor and the Average Variance Extracted (AVE) value, where the instrument 

is valid if the loading factor value is > 0.70 and the AVE value is ≥ 0.50. The reliability test 

results are seen from the value of construct reliability, where a value of ≥ 0.70 indicates good 

reliability, and a value of 0.60 – 0.70 is still acceptable (Ghozali, 2017). The structural model 

evaluation is seen through the achievement of goodness of fit index criteria (Latan, 2012; 

Ghozali, 2017), which consists of Chi-square values (X2), RMSEA, GFI, AGFI, CMIN/DF, 

CFI, and TLI with a significant probability ≥ 0.05. 

If the results of the model evaluation are not fit, it is necessary to re-specify the model to 

improve the goodness of fit index. The model specification was based on the results of the 

modification indices in the AMOS output (Ghozali, 2017). After fulfilling the five stages, one 

should look at the hypothesis and mediation testing results. The results of the hypothesis test 

can be seen from the AMOS output on "Regression weight", where the hypothesis is accepted 

if the critical ratio value > t-table value for a significance level of 5% is 1,960 and the 

probability value < significance level (α) is 0.05 (Bahri & Zamzam, 2014). The testing of the 

mediating effect was carried out through the Sobel test with the criteria if the Sobel test result 

value > t table (1.96 at a significance level of 0.05), then the mediating effect is significant 

(Hair Jr et al., 2018). 

 

4. RESULTS  

Sample characteristics 

From a total of 284 filled-out questionnaires, 255 questionnaires were selected according to the 

criteria of the respondents in this research and the feasibility of analysis. Questionnaires not 

included in the data analysis were incomplete answers or respondents who did not meet the 

criteria set out in this study. Table 1 shows the characteristics of the respondents. 
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Table 1: Sample characteristics 

Characteristics F % 

Gender   

Males 36 14 

Females 219 86 

Domicile   

Jakarta 94 37 

Bogor 28 11 

Depok 39 15 

Tangerang 59 23 

Bekasi 35 14 

Age (y.o)   

< 20 0 0 

20 – 29 164 64 

30 – 39 81 32 

40 – 49 7 3 

> 49 3 1 

Last education   

Elementary school 0 0 

Junior high school 0 0 

Senior high school 46 18 

Bachelor 171 67 

Others 38 15 

Livelihood   

Student 11 4 

Doctor 3 1 

Private employee 127 50 

Entrepreneurship 38 15 

Teacher/Lecturer 7 3 

Others 69 27 

Income/month (IDR)   

≤ Rp1,800,000 23 9 

Rp1,800,001 – Rp3,000,000 32 13 

Rp3,000,001 – Rp4,800,000 39 15 

Rp4,800,001 – Rp7,200,000 68 27 

> Rp7,200,000 93 36 

Total 255 100 

Instrument testing 

The validity test results on all question items showed that two were invalid because the R-value 

< R table (0.361 at a 95% confidence level) and the Sig value > 0.05 alpha value, namely S1, 

and C4. The results of validity testing are shown in Table 2 below. 
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Table 2: The validity test results 

Latent variable Item R-value Sig 

SC 

SC1 0.458 0.011 

SC2 0.668 0.000 

SC3 0.720 0.000 

SD 

SD1 0.593 0.001 

SD2 0.748 0.000 

SD3 0.643 0.000 

I 

I1 0.591 0.001 

I2 0.522 0.003 

I3 0.553 0.002 

I4 0.788 0.000 

S 

S1 0.189 0.318 

S2 0.598 0.000 

S3 0.617 0.000 

C 

C1 0.562 0.001 

C2 0.732 0.000 

C3 0.645 0.000 

C4 0.284 0.129 

ES 

ES1 0.662 0.000 

ES2 0.801 0.000 

ES3 0.799 0.000 

EL 

EL1 0.616 0.000 

EL2 0.653 0.000 

EL3 0.623 0.000 

UV 

UV1 0.482 0.007 

UV2 0.699 0.000 

UV3 0.726 0.000 

UV4 0.748 0.000 

The reliability test results of the eight research variables showed that all were reliable because 

they had a Cronbach's Alpha value > 0.6. Reliability test results are shown in Table 3 as follows. 

Table 3: The reliability test results 

Latent variable Cronbach’s alpha 

SC 0.733 

SD 0.856 

I 0.852 

S 0.640 

C 0.778 

ES 0.862 

EL 0.757 

UV 0.819 
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Statistical analysis 

Model specification 

Based on the results of instrument testing in the pilot test, the research model has eight latent 

variables and 25 manifest variables (statement items) with seven research hypotheses. The 

shopping convenience variable consists of 3; site design 3; informativeness 4; security 2; 

communication 3; e-satisfaction 3; e-loyalty 3; and utilitarian value four items. 

Model identification 

Analysis revealed that the model was over-identified because the number of elements in the 

covariance matrix [p (p+1)/2], is greater than the estimated number of independent parameters 

(t), namely 1128 > 147, so that the research model can be used for further analysis. 

Model estimation 

The estimation used in this study is GLS. The assumption of sample adequacy is met with a 

sample of 255 respondents because the recommended sample size when using GLS estimates 

is more than 200 samples (Ghozali, 2017). The normality assumption has not been fulfilled, 

especially for multivariate normality, because the critical ratio skewness and kurtosis values 

are outside the criteria and after the bootstrapping procedure. The assumption of multivariate 

normality for data with a Likert scale is difficult to achieve because it is an ordinal data type, 

while the structural equation model requires continuous data (Ghozali, 2017). While assuming 

outliers, 207 samples are free from multivariate outliers and can be used for further analysis. 

Model evaluation 

The measurement model evaluation using the CFA method is to test the validity based on the 

loading factor value at the SEM output Estimates: Standardized Regression Weights states that 

all manifest variables are valid because the loading factor is > 0.70, as shown in Table 4. Also, 

all latent variables are declared valid because it has an AVE value > 0.50, as seen in Table 5. 

All latent variables are declared reliable in the reliability test because the construct reliability 

(CR) value is ≥ 0.70, as shown in Table 6. The variables used in the study have met the criteria 

of good validity and reliability so that they can be used for further data analysis. 

Table 4: The validity test results of manifest variables 

Manifest variable Loading factor 

SC3 <--- SC 0.916 

SC2 <--- SC 0.839 

SC1 <--- SC 0.730 

SD3 <--- SD 0.840 

SD2 <--- SD 0.879 

SD1 <--- SD 0.877 

I4 <--- I 0.889 

I3 <--- I 0.793 

I2 <--- I 0.962 

I1 <--- I 0.964 
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Manifest variable Loading factor 

S3 <--- S 0.907 

S2 <--- S 0.825 

C3 <--- C 0.925 

C2 <--- C 0.791 

C1 <--- C 0.862 

ES3 <--- ES 0.895 

ES2 <--- ES 0.895 

ES1 <--- ES 0.884 

EL3 <--- EL 0.903 

EL2 <--- EL 0.911 

EL1 <--- EL 0.936 

UV4 <--- UV 0.753 

UV3 <--- UV 0.739 

UV2 <--- UV 0.752 

UV1 <--- UV 0.720 

Table 5: The validity test results of latent variables 

Latent variable AVE =  
∑(𝑺𝑳𝑭𝟐)

∑(𝑺𝑳𝑭𝟐)+𝐞
 

SC 0.870 

SD 0.906 

I 0.930 

S 0.913 

C 0.872 

ES 0.926 

EL 0.950 

UV 0.820 

Table 6: The reliability test results of latent variables 

Latent variable CR =  
(∑ 𝑺𝑳𝑭)𝟐

(∑ 𝑺𝑳𝑭)𝟐+𝐞
 

SC 0.952 

SD 0.966 

I 0.981 

S 0.954 

C 0.953 

ES 0.974 

EL 0.983 

UV 0.948 

The structural model evaluation results based on the achievement of the goodness of fit index 

criteria show that most GOF indices still have poor fit criteria. The GOF index's good fit criteria 

are RMSEA = 0.044 and CMIN/DF = 1.391. The other GOF indices still have poor fit criteria: 

probability value = 0.000, chi-square = 1375.837, GFI = 0.716, AGFI = 0.676, CFI = 0.510, 

and TLI = 0.465. This result can be due to the assumption of normality that is not met, so many 

GOF index criteria are not achieved (Ghozali, 2017). 
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Model re-specification 

Model re-specification was carried out because the structural model evaluation results showed 

that most of the GOF index had poor fit criteria. Model re-specification was carried out 

according to the recommendations stated in the modification indices output in the AMOS 

program. The results of evaluating the GOF value after re-specification of the model can be 

seen in Table 7. The GOF indexes with good fit criteria are probability value, RMSEA, 

CMIN/DF, CFI, and TLI. The marginal fit criteria are GFI and AGFI. Whereas the chi-square 

still has poor fit criteria. 

Table 7: The GOF index evaluation results 

GOF index Cut-off value Results 

Probability ≥ 0.05 0.114 

Chi-square Close to 0 496.797 

RMSEA 0.05 – 0.08 0.020 

GFI > 0.90 0.858 

AGFI ≥ 0.90 0.817 

CMIN/DF < 2.00 1.080 

CFI ≥ 0.90 0.925 

TLI ≥ 0.90 0.908 

Hypothesis and mediating effects testing 

The AMOS output on the Estimates → Regression Weights menu for H1 to H7 shows the 

hypothesis test results. H1, H2, H4, and H7b are rejected because they have a CR value < 1.960 

(t-table value of 5% significance level) and a probability value > significance level (α) 0.05. 

Whereas H3, H5, H6, and H7a are accepted because they have CR values > 1,960 (t-table value 

of 5% significance level) and probability values < significance level (α) 0.05. The hypothesis 

test results are presented in Table 8 below. 

Table 8: Hypothesis testing results 

Hypothesis Path Estimate C.R. P 

H1 ES <--- SC 0.363 1.870 0.062 

H2 ES <--- SD -0.101 -0.520 0.603 

H3 ES <--- I 0.332 2.117 0.034 

H4 ES <--- S 0.005 0.047 0.963 

H5 ES <--- C 0.235 2.644 0.008 

H6 EL <--- ES 0.675 2.060 0.039 

H7a UV <--- ES 0.808 6.909 *** 

H7b EL <--- UV 0.376 1.106 0.269 
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5. DISCUSSION 

Based on Table 3, the female gender is the majority. Women tend to do more online transactions 

than men because women make more frequent shopping decisions for various needs, including 

groceries and fresh fruits and vegetables (Populix, 2021; (Tarka et al., 2022). Women are 

generally happier to shop than men, both offline and online shopping (Tarka et al., 2022). The 

distribution of respondents' domiciles was fairly even. Most respondents are aged 20-29 years 

and are productive, so they shop online to save time (Nurlaela et al., 2019). The last education 

of the majority of respondents was a bachelor's degree. As many as 50% of respondents work 

in the private sector, with an even income distribution for each income range per month. 

The results show that shopping convenience does not significantly affect e-satisfaction (CR = 

1.870 and P value = 0.062). These results are consistent with previous studies (Azhar & Bashir, 

2018; Jahan et al., 2020). The quality of the products customers receive is more important than 

the comfort felt when shopping online. New customers feel satisfied if the products received 

meet expectations when transacting online (Azhar & Bashir, 2018). Customers often 

experience problems when shopping online when the product they are looking for is 

unavailable, if the products are difficult to find, and so on (Populix, 2021). 

Site design does not significantly affect e-satisfaction (CR = -0.520 and P value = 0.603), in 

line with previous studies (Vila et al., 2021; Jahan et al., 2020; Mofokeng, 2021). Customers 

tend not to pay much attention to website design when shopping online. It could be because 

the site design is less attractive, or customers are more focused on finding the product they 

want to buy (Veloso et al., 2020). This means that whatever form of site design is displayed in 

e-commerce will not affect e-satisfaction (Azhar & Bashir, 2018). Customers may pay more 

attention to other attributes than focusing on e-commerce website design (Jahan et al., 2020). 

Informativeness positively affects e-satisfaction (CR = 2.117, P value = 0.034, estimate = 

0.332) in line with previous studies (VO et al., 2019; D’adamo et al., 2021; Mofokeng, 2021; 

Nugroho et al., 2015). The informative power of a well-designed site, in the form of informative 

and easy-to-find content, will increase customer satisfaction (Vijay et al., 2019) (Pati and 

Sahoo, 2023). Reliable information helps customers transact online (Alvarez-Risco et al., 

2022). This is because presenting quality, accurate, and relevant information on e-commerce 

sites can provide an overview of the products that customers will buy (Mofokeng, 2021). 

Security has no significant effect on e-satisfaction (CR = 0.047 and P value = 0.963), in line 

with previous studies (Nugroho et al., 2015). This could happen because security has become 

something that must be implemented by all e-commerce so that customers do not feel the 

superiority of security features as a determinant of satisfaction in online transactions because 

all e-commerce have the same performance in terms of security (Nugroho et al., 2015). This 

result does not align with previous studies (Torabi & Bélanger, 2021; Abror et al., 2020; 

Mofokeng, 2021; Tandon et al., 2020). A quality security factor will satisfy customers when 

transacting online (Jahan et al., 2020). Security guarantees and privacy protection can reduce 

concerns about the illegal dissemination of personal information and the spread of transaction 

data and increase customer trust in e-commerce (Ghali, 2021). Even though it's not significant, 
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e-commerce must consider site security factors. Communication positively affects e-

satisfaction (CR = 2.644, P value = 0.008, estimate = 0.235) in line with previous studies 

(Veloso et al., 2020; Vijay et al., 2019; Koay et al., 2022). A rating for products in e-commerce 

helps customers build their perceptions of products to increase customer satisfaction when 

transacting online (Belver-Delgado et al., 2020). Online customers can choose various products 

and services based on other customers' opinions, ratings, or comments (Torabi & Bélanger, 

2021) (Pati and Sahoo, 2023). Therefore, e-commerce is expected to provide better 

communication to satisfy customers when shopping and receiving products (Tandon et al., 

2020). 

E-satisfaction positively affects e-loyalty (CR = 2.060, P value = 0.039, estimate = 0.675) in 

line with previous studies (Nguyen et al., 2020; X. J. Lim et al., 2020; Mohammed & Ferraris, 

2021; Restuputri et al., 2021; Vinerean & Opreana, 2014). The higher the customer's perceived 

satisfaction, the more likely the customer will continue to make online transactions using e-

commerce in the future. E-commerce managers must constantly improve services that satisfy 

customers, making e-commerce gain customer loyalty (Restuputri et al., 2021) (Pati and Sahoo, 

2023). E-satisfaction positively affects utilitarian value (CR = 6.909, P value = ***, estimate = 

0.808), and utilitarian value has no significant effect on e-loyalty (CR = 1.106 and P value = 

0.269). These two hypotheses determine the mediating impact of utilitarian value on e-

satisfaction and e-loyalty. A variable acts as a mediator if it fulfills three conditions: the 

independent variable significantly affects the suspected mediator variable, the suspected 

mediator variable significantly affects the dependent variable, and when both of these two 

conditions are met, the previously significant relationship between the independent and 

dependent variables is no longer significant (Baron & Kenny, 1986). The results of testing 

hypotheses 6 and 7 show that the mediating effect of utilitarian value as a mediator variable 

between e-satisfaction and e-loyalty is insignificant, in line with previous research (Vinerean 

& Opreana, 2014). Utilitarian values such as price levels, service factors, product ratings, and 

other value benefits offered by e-commerce are not a consideration for customers (Vinerean & 

Opreana, 2014). This might happen because customers quickly switch shopping orientations 

depending on their preferences (Lee & Kim, 2018). Testing the mediating effect can also be 

done through the Sobel test with the criteria if the Sobel test result value > t table (1.96 at a 

significance level of 0.05), then the mediating effect is significant (Hair Jr et al., 2018). The 

Sobel test result is 1.092 <1.96 (t table value), meaning the utilitarian value mediating effect is 

insignificant. 

 

6. CONCLUSION 

Based on the study results, informativeness and communication variables are site 

characteristics that positively influence e-satisfaction. Meanwhile, the variables of shopping 

convenience, site design, and security have no significant effect on e-satisfaction. E-

satisfaction directly has a positive impact on e-loyalty. Meanwhile, the indirect relationship 

between e-satisfaction and e-loyalty mediated by utilitarian values has no significant effect, 

meaning that utilitarian values have no mediating effect. 
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This research provides novelty to the object of study, which focuses on the e-commerce of fresh 

fruits and vegetables. In addition, it provides insight into the role of site characteristics and 

utilitarian values on e-satisfaction and e-loyalty. The recommendation for e-commerce 

managers is to improve the quality of information about e-commerce products, features, and 

services. In addition, in e-commerce, rating and product review features can be added so that 

customers can find out the evaluation of each product according to the shopping experience of 

other customers. If e-commerce can increase this, customer satisfaction can improve, and 

customers will be more loyal to e-commerce. This study has several limitations, such as the 

assumption of normality that has not been fulfilled and the scope of e-commerce for fresh fruits 

and vegetables that was less extensive because it only uses four e-commerce sites. 

 
References 

1) Abror, A., Patrisia, D., Engriani, Y., Evanita, S., Yasri, Y., & Dastgir, S. (2020). Service quality, religiosity, 

customer satisfaction, customer engagement and Islamic bank’s customer loyalty. Journal of Islamic 

Marketing, 11(6), 1691–1705. https://doi.org/10.1108/JIMA-03-2019-0044 

2) Al-Hattami, H. M. (2021). Determinants of intention to continue usage of online shopping under a pandemic: 

COVID-19. Cogent Business and Management, 8(1), 1–16.  

https://doi.org/10.1080/23311975.2021.1936368 

3) Alvarez-Risco, A., Quipuzco-Chicata, L., & Escudero-Cipriani, C. (2022). Determinants of online 

repurchase intention in Covid-19 times: Evidence from an emerging economy. Lecturas de Economia, 96, 

101–143. https://doi.org/10.17533/udea.le.n96a342638 

4) Azhar, K. A., & Bashir, M. A. (2018). Understanding e-loyalty in online grocery shopping. International 

Journal of Applied Business & International Management, 3(2), 37–56.  

https://doi.org/10.32535/ijabim.v3i2.158 

5) Badan Pusat Statistik. (2020). Analisis Big Data di Tengah Masa Adaptasi Kebiasaan Baru. Badan Pusat 

Statistik. 

6) Bahri, S., Zamzam, F. (2014). SEM-AMOS Based Quantitative Research Model. Deepublish. Yogyakarta. 

7) Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator variable distinction in social psychological 

research: Conceptual, strategic, and statistical considerations. Journal of Personality and Social Psychology, 

51(6), 1173–1182. https://doi.org/10.1177/1350506818764762 

8) Belver-Delgado, T., San-Martín, S., & Hernández-Maestro, R. M. (2020). The influence of website quality 

and star rating signals on booking intention: Analyzing the moderating effect of variety seeking. Spanish 

Journal of Marketing - ESIC, 25(1), 3–28. https://doi.org/10.1108/SJME-09-2019-0076 

9) Chang, H.-H., & Meyerhoefer, C. (2020). Covid-19 and the demand for online food shopping services: 

Empirical evidence from Taiwan. National Bureau of Economic Research.  

https://www.nber.org/papers/w27427.pdf 

10) Chen, X., Huang, Q., & Davison, R. M. (2017). The role of website quality and social capital in building 

buyers’ loyalty. International Journal of Information Management, 37(1), 1563–1574. 

https://doi.org/10.1016/j.ijinfomgt.2016.07.005 

11) Chung, K. H., & Shin, J. I. (2010). The antecedents and consequents of relationship quality in internet 

shopping. Asia Pacific Journal of Marketing and Logistics, 22(4), 473–491.  

https://doi.org/10.1108/13555851011090510 

12) D’adamo, I., González-Sánchez, R., Medina-Salgado, M. S., & Settembre-Blundo, D. (2021). E-commerce 



  
  
 
 

DOI 10.17605/OSF.IO/2PQ9D 

2471 | V 1 8 . I 0 7  
 

calls for cyber-security and sustainability: How european citizens look for a trusted online environment. 

Sustainability (Switzerland), 13(12), 1–17. https://doi.org/10.3390/su13126752 

13) Ghali, Z. (2021). Motives of customers’ e-loyalty towards e-banking services: a study in Saudi Arabia. 

Journal of Decision Systems, 30(2–3), 1–22. https://doi.org/10.1080/12460125.2020.1870063 

14) Ghozali, I. (2017). Structural Equation Models: Concepts and Applications with the AMOS 24 Update 

Bayesian SEM Program. Badan Penerbit Universitas Diponegoro Semarang. 

15) Giao, H. N. K. (2020). Customer satisfaction at Tiki. vn e-commerce platform. Journal of Asian Finance, 

Economics and Business, 7(4), 173–183. https://doi.org/10.13106/JAFEB.2020.VOL7.NO4.173 

16) Gruntkowski, L. M., & Martinez, L. F. (2022). Online grocery shopping in Germany: Assessing the impact 

of COVID-19. Journal of Theoretical and Applied Electronic Commerce Research, 17(3), 984–1002.  

https://doi.org/10.3390/jtaer17030050 

17) Ha, H.-Y. (2011). The effects of online shopping attributes on satisfaction-purchase intention link: A 

longitudinal study. International Journal of Consumer Studies, 36(3), 1–8. https://doi.org/10.1111/j.1470-

6431.2011.01035.x 

18) Hair Jr, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2018). Multivariate Data Analysis 8th Edition 

(Eight Edit). Cengage Learning EMEA. https://doi.org/10.1002/9781119409137.ch4 

19) Haque, U. N., & Mazumder, R. (2020). A study on the relationship between customer loyalty and customer 

trust in online shopping. International Journal of Online Marketing, 10(2), 1–16.  

https://doi.org/10.4018/ijom.2020040101 

20) Jahan, N., Ali, M. J., & Al Asheq, A. (2020). Examining the key determinants of customer satisfaction 

internet banking services in Bangladesh. Academy of Strategic Management Journal, 19(1), 1–6. 

21) Koay, K. Y., Cheah, C. W., & Chang, Y. X. (2022). A model of online food delivery service quality, 

customer satisfaction and customer loyalty: A combination of PLS-SEM and NCA approaches. British Food 

Journal, 124(12), 4516–4532. https://doi.org/10.1108/BFJ-10-2021-1169 

22) Latan, H. (2012). Structural Equation Modeling Concepts and Applications Using the LISREL 8.0 Program. 

Alfabeta. Bandung. 

23) Lee, S., & Kim, D. Y. (2018). The effect of hedonic and utilitarian values on satisfaction and loyalty of 

Airbnb users. International Journal of Contemporary Hospitality Management, 30(3), 1332–1351.  

https://doi.org/10.1108/IJCHM-09-2016-0504 

24) Lim, S. H., & Kim, D. J. (2020). Does emotional intelligence of online shoppers affect their shopping 

behavior? From a cognitive-affective-conative framework perspective. International Journal of Human-

Computer Interaction, 36(14), 1–10. https://doi.org/10.1080/10447318.2020.1739882 

25) Lim, X. J., Cheah, J. H., Cham, T. H., Ting, H., & Memon, M. A. (2020). Compulsive buying of branded 

apparel, its antecedents, and the mediating role of brand attachment. Asia Pacific Journal of Marketing and 

Logistics, 32(7), 1539–1563. https://doi.org/10.1108/APJML-03-2019-0126 

26) Mahadin, B., Akroush, M. N., & Bata, H. (2020). The effects of tourism websites’ attributes on e-satisfaction 

and e-loyalty: A case of American travellers’ to Jordan. International Journal of Web Based Communities, 

16(1), 4–33. https://doi.org/10.1504/IJWBC.2020.105124 

27) Mofokeng, T. E. (2021). The impact of online shopping attributes on customer satisfaction and loyalty: 

Moderating effects of e-commerce experience. Cogent Business and Management, 8(1), 1–33.  

https://doi.org/10.1080/23311975.2021.1968206 

28) Mohammed, A., & Ferraris, A. (2021). Factors influencing user participation in social media: Evidence from 

twitter usage during COVID-19 pandemic in Saudi Arabia. Technology in Society, 66, 1–10. 



  
  
 
 

DOI 10.17605/OSF.IO/2PQ9D 

2472 | V 1 8 . I 0 7  
 

https://doi.org/10.1016/j.techsoc.2021.101651 

29) Nguyen, D. T., Pham, V. T., Tran, D. M., & Pham, D. B. T. (2020). Impact of service quality, customer 

satisfaction and switching costs on customer loyalty. Journal of Asian Finance, Economics and Business, 

7(8), 395–405. https://doi.org/10.13106/jafeb.2020.vol7.no8.395 

30) Nugroho, S. S., Dharmesti, M. D. D., Septiari, E. D., & Gitosudarmo, I. (2015). The impact of e-satisfaction 

on e-loyalty moderated by consumer perceiver risk and expertise. SSRN, 2, 1–26. 

31) Nurlaela, S., Sumarwan, U., & Najib, M. (2019). Determinants of online journey and its influence on online 

customer satisfaction associated with online customer loyalty. International Journal of Electronic Marketing 

and Retailing, 10(3), 230–243. https://doi.org/10.1504/ijemr.2019.10021473 

32) Nurrizky, M., Harisudin, M., & Barokah, U. (2023). Influence of experiential marketing to consumer 

satisfaction and repurchase intentions: “Goreng” Taichan restaurants as a case study. International Journal 

of Sustainable Development and Planning, 18(1), 247–253. https://doi.org/10.18280/ijsdp.180126 

33) Pati, M and Sahoo, SM (2023). Customers’ Satisfaction or Cognition: How They Leads to The Sales-Force 

Performance in Life-Insurance Industry?. The Seybold Report Journal. 18(5), 1140-1155, 

https://orcid.org/0009-0002-1090-5738  

34) Paul, T. J., & Jacob, J. (2018). A two-stage approach for a reflective-formative hierarchical latent variable 

model for measuring customer loyalty: Special case of Indian e-customers. International Journal of 

Electronic Marketing and Retailing, 9(3), 230–253. https://doi.org/10.1504/IJEMR.2018.092694 

35) Picot-Coupey, K., Krey, N., Huré, E., & Ackermann, C.-L. (2021). Still work and/or fun? Corroboration of 

the hedonic and utilitarian shopping value scale. Journal of Business Research, 126, 578–590. 

https://doi.org/10.1016/j.jbusres.2019.12.018 

36) Populix. (2021). Data Populix: Aplikasi Belanja Sayur Favorit Konsumen! Populix. 

37) Qalati, S. A., Vela, E. G., Li, W., Dakhan, S. A., Thuy, T. T. H., & Merani, S. H. (2021). Effects of perceived 

service quality, website quality, and reputation on purchase intention: The mediating and moderating roles 

of trust and perceived risk in online shopping. Cogent Business and Management, 8(1), 1–20. 

https://doi.org/10.1080/23311975.2020.1869363 

38) Restuputri, D. P., Indriani, T. R., & Masudin, I. (2021). The effect of logistic service quality on customer 

satisfaction and loyalty using kansei engineering during the COVID-19 pandemic. Cogent Business and 

Management, 8(1), 1–35. https://doi.org/10.1080/23311975.2021.1906492 

39) Shahzad, M. F., Bilal, M., Xiao, J., & Yousaf, T. (2019). Impact of smartphone brand experience on brand 

equity: With mediation effect of hedonic emotions, utilitarian emotions and brand personality. Journal of 

Islamic Marketing, 10(2), 440–464. https://doi.org/10.1108/JIMA-04-2017-0045 

40) Suh, J.-C., & Yi, Y. (2012). Do consumption goals matter? The effects of online loyalty programs in the 

satisfaction-loyalty relation. Psychology & Marketing, 29(8), 549–557. https://doi.org/10.1002/mar.20542 

41) Tandon, A., Aakash, A., & Aggarwal, A. G. (2020). Impact of EWOM, website quality, and product 

satisfaction on customer satisfaction and repurchase intention: moderating role of shipping and handling. 

International Journal of System Assurance Engineering and Management, 11(2), 349–356. 

https://doi.org/10.1007/s13198-020-00954-3 

42) Tarka, P., Kukar-Kinney, M., & Harnish, R. J. (2022). Consumers’ personality and compulsive buying 

behavior: The role of hedonistic shopping experiences and gender in mediating-moderating relationships. 

Journal of Retailing and Consumer Services, 64, 1–16. https://doi.org/10.1016/j.jretconser.2021.102802 

43) Torabi, M., & Bélanger, C. H. (2021). Influence of online reviews on student satisfaction seen through a 

service quality model. Journal of Theoretical and Applied Electronic Commerce Research, 16(7), 3063–



  
  
 
 

DOI 10.17605/OSF.IO/2PQ9D 

2473 | V 1 8 . I 0 7  
 

3077. https://doi.org/10.3390/jtaer16070167 

44) Valdez-Juárez, L. E., Gallardo-Vázquez, D., & Ramos-Escobar, E. A. (2021). Online buyers and open 

innovation: Security, experience, and satisfaction. Journal of Open Innovation: Technology, Market, and 

Complexity, 7(37), 1–24. https://doi.org/10.3390/joitmc7010037 

45) Veloso, C. M., Magueta, D., Sousa, B. B., & Carvalho, J. L. (2020). Meassevuring e-service quality, 

satisfaction and loyalty of customer in the online channel of the modern retail. IBIMA Business Review, 

2020, 1–15. https://doi.org/10.5171/2020.531781 

46) Vijay, T. S., Prashar, S., & Sahay, V. (2019). The influence of online shopping values and web atmospheric 

cues on e-loyalty: Mediating role of e-satisfaction. Journal of Theoretical and Applied Electronic Commerce 

Research, 14(1), 1–15. https://doi.org/10.4067/S0718-18762019000100102 

47) Vila, T. D., González, E. A., Vila, N. A., & Brea, J. A. F. (2021). Indicators of website features in the user 

experience of e-tourism search and metasearch engines. Journal of Theoretical and Applied Electronic 

Commerce Research, 16(1), 18–36. https://doi.org/10.4067/S0718-18762021000100103 

48) Vinerean, S., & Opreana, A. (2014). Analyzing mediators of the customer satisfaction - loyalty relation in 

internet retailing. Expert Journal of Marketing, 2(1), 1–14. 

49) Vinish, P., Pinto, P., Hawaldar, I. T., & Pinto, S. (2021). Antecedents of behavioral intention to use online 

food delivery services: An empirical investigation. Innovative Marketing, 17(1), 1–15.  

https://doi.org/10.21511/im.17(1).2021.01 

50) VO, N. T., Chovancová, M., & Tri, H. T. (2019). The impact of e-service quality on the customer satisfaction 

and consumer engagement behaviors toward luxury hotels. Journal of Quality Assurance in Hospitality and 

Tourism, 21(2), 1–25. https://doi.org/10.1080/1528008X.2019.1695701 

51) Wang, J., Bu, L., Li, Y., Song, J., & Li, N. (2021). The mediating effect of academic engagement between 

psychological capital and academic burnout among nursing students during the COVID-19 pandemic: A 

cross-sectional study. Nurse Education Today, 102(2021), 1–6. https://doi.org/10.1016/j.nedt.2021.104938 

 

 

 

 


