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1. INTRODUCTION  

Trip is a secondary require for several individuals in Indonesia, to fulfill tourist trips, a trip agent 

cater or transportation and accommodation aid are requireed (Krisfancyo, 2012). This require has now 

been bridged by internet technology which has also penetrated Indonesia ( Agmalaro & Amanda, 2023) 

. In the context of the evolution of internet technology in Indonesian country, the impact is felt on the 

trip business sector, with the presence of online trip agents, the potential for the trip business market 

becomes greater ( Riyanto & Suriyanti, 2021) . In addition, with diverse executive procedures, 

individuals proclivity online trip aid as the good way to furnish user requires when they fancy to trip ( 

Pratama et al., 2023; Utama et al., 2020; Atmojo & Widodo, 2022) . So E-loyalty is the main focus in 

this investigation, because E-loyalty is the attitude of users who persist loyal to the cater furnishrs they 

use, and redoubleedly use the same technology without switching to distinct aid  (Khasanah et al., 2021; 

Rhamdhani, 2020; Rinaldi & Ramli, 2023). 

E-trust plays a central role in the context of online activities (Dewi & Ramli, 2023). In the realm 

of electronic aid, e-trust has a supreme position for companies, considering that client trust is a key 

factor in securing client loyalty (Imran, Mariam, et al., 2020; Prasetyo & Syabany, 2020; Rizky et al., 

2023; Situmorang et al., 2023). E-trust plays a vital role in the digital ecosystem, because if the quality 

of aid furnishd through electronic policies is not reliable in terms of security, then clients will doubt the 

integrity of these electronic outcomes and aid (Giao et al., 2020; Mariam et al., 2020; Mariam & Ramli, 

2020; Sukarno et al., 2020). The term "e-trust" is often used to refer to the trust that arises in certain 

network sites or electronic aid (Bachtiar et al., 2023; Chandra et al., 2019; Imran & Ramli, 2019; 

Mariana & Aidil Fadli, 2022) 

E-Satisfaction also plays an important role in the continuance purpose of app use (Edastama et 

al., 2018). Invest with e-Satisfaction points out to ensure the continuity of use of the aid used, involving 

Satisfaction surveys, user evaluations, and requests for cater ratings can furnish support to management 
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in meeting client requires and desires, while improving profferings so that they are sustainable (Jumaan 

et al., 2020; Steven et al., 2023; Sylvia & Ramli, 2023). As e-aid increasingly become more complex 

and innovative, clients must also pleased with the aid they accept, maintaining e-Satisfaction tiers 

becomes a difficult challenge because it involves placing trust in e-aid (Meidiyanty et al., 2023; Pratama 

et al., 2023; Ramli & Mariam, 2020). Clients who feel e-Satisfaction with the aid furnishd by a 

corporation tend to interact more often with that corporation in the future, and proclivity these aid 

compared to outcomes proffered by competitors (Purnama et al., 2021). Measurement of e-Satisfaction 

is carried out by considering aspects of value, image, quality, price, as well as perceptions about the 

corporation. Factors such as value, image, quality and price have a supreme impact on the tier of e-

Satisfaction in the cater industry, including cater delivery (Mariam et al., 2021; Nurdiansyah et al., 

2020; Ramli, 2020; Rumaidlany et al., 2022). In the realm of electronic aid, this tier of Satisfaction is 

often referred to as " electronic Satisfaction" . 

To increase e-loyalty, good perceived value is requireed in online trip aid. Perceived value by 

clients is an important factor in influencing e-loyalty at online trip agents (Devi & Yasa, 2021; Imran, 

Arvian, et al., 2020; Mariam & Ramli, 2023; Takaya et al., 2019). Perceived value includes e-loyalty 

in the advantages or advantages they obtain from using online trip agent aid compared to the expenses 

and effort incurred ( Vikramaditya, 2021) . The perceived value variable has a positive and notable 

influence on the e-loyalty variable (Yogaswara & Pramudana, 2022; Yunus et al., 2023). 

As for the disparitys in investigation proposed by Alshurideh et al . (2020) , lies in adding the 

variable perceived value and choosing e-loyalty as a vocal variable in online trip transportation in 

Indonesia. And the novelty of this investigation is that the investigation was conducted in Jakarta and 

the object studied in the investigation year is 2024. The urgency of this investigation is to create it easier 

to buying tickets for trains , planes, hotels and so on in online trip in Jakarta and furnish information 

and choices concerning online trip aid to public. The objective of this investigation is to determine the 

influence of perceived value and e- trust on e-loyalty on online trip applications with e-Satisfaction as 

an intermediary variable. It is hoped that this investigation can become a reference for online cater 

companies in providing electronic aid to their clients. Furthermore, the objective of this investigation is 

to explore the factors that influence e-loyalty in online trip companies in Jakarta, which includes price, 

cater quality , client experience and diverse distinct factors. The objective of this investigation is to 

explore several factors for clients to use online trip, such as comprehensive things in their criteria, 

proclivityences and hopefulness in using online trip aid. 

2. LITERATUR REVIEW  

Perceived value  

Perceived value is the disparity betwixt a potential client's assessment of all the 

advantages and all the expenses proffered, in distinct words, when a outcome meets the client's 

fancys, requires and requests, its value increases ( Muliati & Qadri, 2023) . Perceived value is 

a ratio betwixt the advantages perceived by clients and what they have given or consumed to 

get a outcome or cater (Ghazmahadi et al., 2020; Kamilova & Nasimov, 2021; Ramli, 2019a). 

According to Candra & Juliani (2018) who emphasized that perceived value is a judgment of 

the functionality of a cater or outcome based on its advantages and drawback. Perceived value 

is when comparing the value of user consumption and expenditure concerning the advantages 

of a outcome based on what they get and give, known as perceived value ( Ramli & Novariani, 

2020; Takaya et al., 2020; Wangsahardja, 2021). 

E- Trust 

In the digital world, e- trust is largely based on trust via the internet, especially in e-

trading, however, electronic trust is often considered unsafe ( Tran & Vu, 2019) . According to 

Garepasha et al . (2020) define e- trust as the eagerness to create oneself susceptible to efforts 

taken by credible individuals based on flavors of self-assurance or belief. In addition, e- trust 

is an important issue in online shopping because, given the central role of community media 

content, trust becomes even more important for community trading policies (Hajli et al., 2017; 
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Ramli, 2013; Sinurat et al., 2024; Supiati et al., 2021). In fact, in community trading, some 

contexts determine that e- trust is not only related to online policies such as community trading 

but also depends on the trust of community trading wearers (Mariam et al., 2022; Mariam & 

Ramli, 2022; Rahmawati & Ramli, 2024). 

E-Satisfaction 

E-Satisfaction can be imply as a client's reeffort to a outcome or cater that meets their 

requires and hopefulness (Mariam & Ramli, 2022; Peter & Batonda, 2022). Meanwhile, e-

Satisfaction can be measured by seeing how far the disparity is betwixt client desires and what 

they encounter when using the cater ( Gopi & Samat, 2020) . Creating e-Satisfaction can 

produce a number of advantages, including client loyalty to specific outcomes and personal 

references that contribute to business success (Mariam et al., 2023; Ramli, 2019b; Susilo, 

2020). E-Satisfaction is a flavor as a form of assessing the spectacle of a outcome or cater based 

on client hopefulness after forming a buying at a corporation with electronic aid ( Purfancyo, 

2022) . 

E-Loyalty  

E-loyalty can be imply as the purpose to revisiting a network site and rebuying methods 

can include loyal behavior and perceived loyalty to an online network site, which is intended 

to visit or buying from that network site again ( Hapuarachchi & Samarakoon, 2020) . Based 

on the definition above, electronic-based loyalty or e-loyalty is consistent behavior where 

clients can create redouble buyings and furnish references to distinct users (Mulya & Ramli, 

2023; Mulyadi et al., 2020; Racbhini et al., 2021). E-loyalty is an attitude or view that 

encourages clients to return to using the application or online platform that we furnish ( 

Alshurideh et al ., 2020) . Andistinct opinion says that the concept of e-loyalty is based on 

using the concept of loyalty to create client purchasing patterns and redouble economic 

transefforts in the business domain (Anser et al., 2021; Diatmono et al., 2020; F. A. Febriani et 

al., 2023; Mariam & Ramli, 2022). 

Relationship Betwixt Variables 

The Relationship Betwixt Perceived Value and E-Satisfaction 

Perceived value has a direct impact on e-Satisfaction , so it is important for companies to 

ensure that client Satisfaction is achieved, by providing value that is comparable to the 

perceived value ( Yogaswara & Pramudana, 2022) . When clients feel that a outcome or cater 

furnishs high value for the price they pay, they tend to be more satisfied. This investigation 

supports investigation by Kamilova & Nasimov (2021) Perceived value has a significant 

influence on e-Satisfaction . Previous investigation findings such as in investigation (Sakti et 

al., 2023), perceived value variable has a significant positive influence on e-Satisfaction . Based 

on investigation results Ciputra & Prasetya (2020) also talk about perceived value having a 

positive impact on e-Satisfaction. According to Hong & Brahmana (2015) explain that 

perceived value has the potential to increase e - Satisfaction . The initial hypothesis proposed 

based on the results of previous investigation is as follows: 

H1: Perceived Value has a positive influence on E-Satisfaction 

The Relationship Betwixt E-Trust and E-Satisfaction 

E-Trust has a direct impact on e-Satisfaction because a high tier of trust in an online 

platform or cater can increase user Satisfaction Febriani et al . (2022) . When individuals feel 

that they can trust an entity or person, they tend to feel more comfortable, safe, and satisfied in 

that relationship or intereffort. This investigation supports investigation by Keni (2020) state 

that e-trust has a positive and significant relationship with e-Satisfaction . According to Dipta 

et al . (2023) who stated in their findings that e-trust has a positive influence on e-Satisfaction 

. Based on investigation results, Arif (2020) also talks about e-trust having a positive impact 
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on e-Satisfaction which will also increase. Furthermore, according to Dewi & Ramli (2023), 

the greater the e-trust the greater the e-Satisfaction . The initial hypothesis proposed based on 

the results of previous investigation is as follows: 

H2: E-Trust has a positive influence on E-Satisfaction 

The Relationship Betwixt E-Satisfaction and E-Loyalty 

E-Satisfaction has a direct impact on e-loyalty because the tier of client Satisfaction 

directly influences the extent to which they will persist loyal and continue to utilize the aid or 

outcomes furnishd by the corporation ( Kusumawati & Rahayu 2019) . Generally, clients who 

are satisfied with their experience tend to become loyal clients. The results of this investigation 

are also supported in investigation by Kamilova & Nasimov ( 2021) which states that e-

Satisfaction furnish a positive and significant influence on e-loyalty . According to Ul Haq & 

Awan (2020) show a positive correlation betwixt e-Satisfaction and e-loyalty . Based on 

investigation results, Kamilova & Nasimov (2021) also shows that e-Satisfaction has a positive 

impact on e-loyalty . Furthermore, according to Prayitno et al . (2023) shows that e-Satisfaction 

has a positive and significant influence on e-loyalty directly. The initial hypothesis proposed 

based on the results of previous investigation is as follows: 

H3: E-Satisfaction has a positive influence on E-Loyalty. 

The Relationship Betwixt Perceived Value and E-loyalty 

Perceived value has a direct impact on e-loyalty because users tend to be more loyal to 

brands or policies that furnish value that they perceive as high. Yogaswara & Pramudana 

(2022) , when clients feel that a outcome or cater proffers high value commensurate with the 

price they charge. pay, they tend to be more satisfied and loyal to the brand or corporation. The 

results of this investigation are supported by investigation by Kamilova & Nasimov ( 2021) 

that outcome quality includes perceived value has a significant influence on e-loyalty in 

outcome use. The results of this investigation are confirmed by those from Mardjuki et al . 

(2016) obtained investigation results that perceived value has a positive relationship and has a 

significant relationship with e-loyalty . Based on investigation results by Sebastian & Pramono 

(2021) , perceived value is very significant and has a positive influence on e-loyalty . 

Furthermore, according to Kusumawati & Rahayu ( 2019), they stated that perceived value can 

have an influence on e-loyalty . The initial hypothesis proposed based on the results of previous 

investigation is as follows: 

H4 : Perceived value has a positive influence on E-loyalty 

The Relationship Betwixt E-Trust and E-loyalty 

E-Trust has a direct impact on e-loyalty because the trust placed by users in electronic 

policies or aid will influence the extent to which they will persist loyal and use the cater 

redoubleedly ( Bagus et al ., 2021) . The higher the tier of trust a person or client places in an 

individual or business, the more likely they are to be loyal. Many studies have shown that e-

trust is an important component in initiating and developing online relationships and exchanges 

in e-loyalty ( Dewi & Ramli, 2023) . Users who e-trust the outcome redoubleedly and even 

furnish references are called e-loyalty ( Harazneh et al ., 2020) . A study conducted by Mariana 

& Fadli, (2022) shows that the influence of trust on loyalty is carried out where the findings 

show that e-trust influences e-loyalty . Investigation by Prakosa & Pradhanawati (2020) shows 

that e-trust has a significant influence on e-loyalty. The initial hypothesis proposed based on 

the results of previous investigation is as follows: 

H5 : E-Trust has a positive influence on E-loyalty 

The relationship betwixt perceived value and E-loyalty is mediated by E-Satisfaction 
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So in this model, perceived value indirectly influences e-loyalty through its positive 

effect on e-Satisfaction . In distinct words, when clients feel high value from a outcome or cater 

( good perceived value ), this can increase their tier of Satisfaction after using the outcome or 

cater. High Satisfaction, in turn, can help build loyalty because clients tend to return to buying 

and persist loyal to the brand or outcome. This study supports investigation by Devi & Yasa ( 

2021) who thinks that e-Satisfaction is proven as a mediation of the relationship betwixt 

perceived value and e-loyalty on airlines . Investigation by Fancyara ( 2018) also found this 

perceived value does not directly have an influence e-loyalty , but through e-Satisfaction as a 

connecting variable. These results indicate that e-Satisfaction can mediate the impact of 

perceived value on e-loyalty ( Ashraf et al ., 2018) . Who found that e-Satisfaction can mediate 

perceived value in e-loyalty ( Keshavarz & Jamshidi, 2018) . The indirect influence of e-

Satisfaction in mediating perceived value on e- loyalty is also supported by investigation 

conducted by ( Hapsari et al ., 2016) . The initial hypothesis proposed based on the results of 

previous investigation is as follows: 

H6 : E-Satisfaction mediates Perceived value on E-loyalty  

The relationship betwixt E-Trust and E-Loyalty is mediated by E-Satisfaction 

In this context , e-Satisfaction (Satisfaction) functions as a mediating variable betwixt e-

trust (trust) and e-loyalty (loyalty). This means that high trust in a brand or corporation can 

increase user Satisfaction, which in turn can influence their tier of loyalty to that brand or 

corporation. The results of investigation conducted by Benshlomo (2023) show that e-trust 

influences e-loyalty through e-Satisfaction which is a mediating variable. When users feel e-trust in a 

corporation or brand, they tend to have positive hopefulness for the outcomes or aid proffered , if these 

hopefulness are met , e-Satisfaction increases, this Satisfaction then contributes to e-loyalty ( Liani & 

Yusuf, 2021) . This is in accordance with previous investigation by Gultom et al . (2020) determine e-

Satisfaction in terms of e-loyalty through e-trust . Based on the results of investigation by Dewi & Ramli 

(2023), it is proven that high e-trust can bring e-Satisfaction and form e-loyalty . In investigation by 

Melawati et al . (2024) stated that e-trust has a significant influence on e-loyalty through e-Satisfaction 

The initial hypothesis proposed based on the results of previous investigation is as follows: 

H7: E-Satisfaction mediates the effect of E-Trust on E-loyalty 

Based on the hypothesis framework above, the investigation model can be described as in Figure 

1 below: 

 

Figure 1 Investigation Model 
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3. METHOD 

 This investigation uses a survey method which involves distributing questionnaires online via 

Google Form . This investigation uses a quantitative approach based on the Likert Scale. The Likert 

scale used in this investigation with 5 options, namely: 1) Strongly Disagree (STS), 2) Disagree (TS), 

3) Undecided (N), 4) Agree (S), and 5) Strongly Agree (SS). This investigation involves independent 

variables and dependent variables. The independent variable consists of perceived value (X1) and e-

trust (X2), while the intermediate variable involves e-Satisfaction (Z), and the dependent variable is e-

Loyalty (Y1). The indicator of perceived value quoted by Candra & Juliani (2018) consists of 6 question 

items. Measurement of e-trust indicators according to Alshurideh et al . (2020) consists of 6 question 

items. The e-Satisfaction variable measurement was adopted from Uzir et al . (2021) consists of 4 

question items. E-loyalty indicators according to Muharam et al . (2021) consists of 4 question items. 

This investigation uses a population consisting of online trip application users in Jakarta and uses 

the application at least 5 times a year. This investigation sample was selected using a non-probability 

sampling technique with a purposive sampling approach. Where respondents in the Jakarta area are at 

least 17 years old and online trip users. The collection method includes taking samples based on certain 

characteristics of a population that has a specific relationship so that it can be used to achieve 

investigation objectives. To get genuine feedback, investigationers collect samples containing data by 

conducting surveys by distributing questionnaires. According to Hair et al . (2019) determined the 

sample size by multiplying 5 times the number of statements and the 20 questions in the investigation 

questionnaire, so that the sample intended to be given was at least 100 respondents. Investigationers 

conducted a survey by distributing questionnaires via community media such as WhatsApp, Instagram, 

Facebook, etc. 

After collecting the questionnaire, the investigationer will then analyze it using Structural 

Equation Models Partial Least Square (SEM-PLS), which is a multivariate statistical technique that 

combines all aspects of factor analysis, path analysis and regression so that the results will be more 

complete. In this investigation, descriptive, convergent analysis will be carried out validity and 

reliability , outer , inner , path analysis , direct and indirect hypothesis test path analysis . SEMPLS is 

ability is ability For modeling construct as a latent variable, namely a variable that is not measured 

directly but is estimated in the model from the variable being measured and is assumed to be related to 

that variable 

4. RESULT AND DISCUSSION 

Respondent demographics 

Data on respondents who met the criteria from 110 respondents in the gender category: Male 

(50.9%), Female (49.1%). Apart from that, data on age 17-27 years (36.4%), 28-37 years (33.6%), 38-

47 years (19.1%), >48 years (10.9%), employment data students (22.7%), private employees (38.2%), 

civil servants (13.6%) , self-employed (22.7%), distincts (2.7%). Data on your trip expenses <1,000,000 

(28.2%), 1,000,000-2,500,000 (23.6%), 2,500,000-4,000,000 (28.2%), 4,000,000-5,000. 000 (14.5%), 

5,000,000 (5.5%). Data on frequently used applications: tripoka (35.5%), tiket.com (30.9%), agoda 

(13.6%), booking.com (11.8%), distincts (8.2%). Trip application transeffort data for airplanes (16.4%), 

hotels (14.5%), trains (39.1%), events (14.5%), car rental (15.5%), 1 week (27 .3%), 2 weeks (23.6%), 

3 weeks (23.6%), 1 month (25.5%). 

Direct Effects  

It is a direct influence to determine the Direct Effect value , P Value is considered significant if 

it has a value <0.05. Based on the Direct Effect results , it shows that the perceived value variable in e-

Satisfaction has a P Value of 0.013. The e-trust variable in e-Satisfaction has a P Value of 0.000. Then 

the perceived value of e-loyalty has a P value of 0.023. Furthermore, the e-trust variable in e-loyalty 

has a P value of 0.520. Finally, the e-Satisfaction variable in e-loyalty has a P value of 0.043. So it can 

be concluded that not all variables in this study have a P value <0.05, meaning they are independent 

variables not yet able to furnish a significant influence on the dependent variable. The Direct Effect 

results can be seen in Appendix 6. 
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Indirect Effects  

This is an indirect influence seen from the specific indirect effect . To determine the indirect effect 

value , if the p value is <0.05, these variables can be said to have a significant influence value. Based on 

the results of the indirect effect, it shows that the perceived value of e-loyalty through e-Satisfaction has 

a p value of 0.152. This value is considered insignificant because it has a value of <0.05. Furthermore, 

the e-trust variable in e-loyalty through e-Satisfaction has a p value of 0.059, this value is considered not 

significant because it has a value <0.05. So it can be concluded that all the independent variables in the 

dependent variable are unable to furnish a sign variable are unable to furnish a significant influence 

through the intermediary variables. The results of the indirect effect can be seen in Appendix 6. 

Path diagrams 

 

Figure 2. Path Diagram 

Based on the picture above, not all indicators in the 20 questionnaire questions are valid because 

the value is <0.70, but by eliminating several indicators that do not meet the requirements or are invalid, 

the results obtained are as in the following picture. The results of the picture state that the indicators 

tested in the sem pls say valid because the value is > 0.70, meaning that the questions in the questionnaire 

are suitable for measuring each variable (the results are presented in the attachment). 

Hypothesis testing 

From the results of the path diagram, it can be concluded that the variables in this study are 

accepted because they have a T-Statistic value of > 1.96 . The investigation model hypothesis testing can 

be presented as follows: 

Table 1. Test Hypothesis Model Study 

Statement 

Hypothesis 

Sample 

Original 

Q 

Statistics 

P Values Information 

H1: Perceived 

Value furnishs a 

positive influence 

E-Satisfaction 

0.310 2,495 0.013 Results support 

the Hypothesis 

H2: E-Trust 

furnish a positive 

influence 

E-Satisfaction 

0.572 4,735 0,000 Results support 

the Hypothesis 
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Statement 

Hypothesis 

Sample 

Original 

Q 

Statistics 

P Values Information 

H3: E-

Satisfaction has a 

positive 

influence 

E-Loyalty 

0.314 2,030 0.043 Results support 

the hypothesis 

H4: Perceived 

Value furnishs a 

positive 

influence 

 E-Loyalty 

 

0.369 

 

2,289 

 

0.023 

 

Results support 

the hypothesis 

H5: E-Trust has a 

positive 

influence on E-

Loyalty 

0.112 0.644 0.520 Results Do not 

support the 

hypothesis 

H6: E-Trust has a 

positive 

influence on E-

Loyalty 

via E-Satisfaction 

0.180 1,893 0.059 Results Do not 

support the 

hypothesis 

H7: Perceived 

Value has an 

influence 

positive on E-

Loyalty through 

E-Satisfaction 

0.097 1,434 0.152 Results Do not 

support the 

hypothesis 

In this investigation, it is known that 4 hypotheses have a t-statistic value of more than 1.96 and a 

p-value of less than 0.05. The data shown supports the investigation hypothesis that has been developed. 

Meanwhile, there are 3 hypotheses that have a t-statistic value below 1, 96 and the p-value is more than 

0.05 so this hypothesis is rejected . 

DISCUSSION 

Based on the results of the first hypothesis test carried out, it states that the perceived value variable 

has a direct and significant influence on the e-Satisfaction variable. This shows that when the platform 

proffers accommodation, tour packages and plane tickets at competitive prices, users tend to be more 

loyal. The perceived value issued is proportional to the advantages obtained, which can increase the tier 

of e-loyalty . Easy to use online trip platform with user friendly user interface, can increase the value of 

perceived value . Users' tendency to persist e-loyalty may increase. then it can be concluded that the 

hypothesis is accepted. So the implication of this finding is that every corporation must proffer the best 

from a user point of view, which will encourage user loyalty to the corporation. This finding confirms 

several previous studies conducted by Kamilova & Nasimov (2021); Sakti et al., (2023); Ciputra & 

Prasetya (2020); Hong & Brahmana (2015).  

The results of the second hypothesis test state that the e-trust variable has a significant direct 

influence on the e-Satisfaction variable. This shows that users believe that online transefforts are safe, 

clients will feel comfortable forming payments and distinct transefforts. This e-trust increases users' e-

Satisfaction because they feel protected from security risks. For online trip users, personal data security 

is supreme. Policies that can protect user data will grow e-trust and increase e-Satisfaction . then it can 

be concluded that the hypothesis is accepted. This situation can only occur, if the corporation is able to 

commit to protecting the security of user transefforts as an implication of this finding, for example 

providing refunds to users if the transeffort harms users or is willing to be sued by users, if the data is 
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leaked to distinct parties. The results of this investigation are also the same as the findings of investigation 

conducted by Keni (2020); Dipta et al., (2023); Arif (2020).   

The results of the third hypothesis state that the e-Satisfaction variable directly influences e-loyalty 

significantly. this suggests that users who are happy with their experience with an online trip platform 

are more likely to persist loyal . E-Satisfaction creates a strong foundation for the growth of e-loyalty . 

Users who are satisfied with the platform are more likely to leave positive reviews and recommend the 

platform to distincts. This can help the platform become more popular and better known. E-Satisfaction 

can be an important factor in clients' decisions to reuse online trip aid. Clients who are satisfied with 

their platform are more likely to continue using the platform. then it can be concluded that the hypothesis 

is accepted. So that every corporation must be able to implicate from these findings, which is able to 

maintain the Satisfaction of its clients which can only be achieved by providing aid that exceed their 

hopefulness. For example, maintaining outcome quality and handling user complaints quickly and 

getting solutions. This finding confirms several previous studies conducted by to Ul Haq & Awan (2020); 

Kamilova & Nasimov (2021); Prayitno et al . (2023)  

The results of the fourth hypothesis state that the perceived value variable directly influences e-

loyalty significantly. This shows that high perceived value tends to increase the user's e-Satisfaction tier 

. Clients will be more satisfied with their experience if they believe that their experience lives up to the 

expense. Good perceived value on online trip policies can attract more new users, which in turn increases 

the client base and overall e-loyalty . If clients are satisfied with the perceived value proffered by a 

platform, they are more likely to continue using it, increasing client retention. So it can be concluded that 

the hypothesis is accepted. This has implications that will require companies to show that companies 

must give a perfect first impression obtained by users, thus creating an extraordinary impression of the 

corporation's aid which in turn will encourage user loyalty to the corporation. This finding is the same 

as Mardjuki et al., (2016); Sebastian & Pramono (2021); Kusumawati & Rahayu ( 2019),   

The results of the fifth hypothesis state that the e-trust variable does not directly influence e-loyalty 

significantly. This shows that the tier of e-trust in clients does not affect e-loyalty . E-trust given by 

clients to an online trip cater furnishr cannot necessarily guarantee that clients will be loyal to online trip 

aid that only furnish e-trust. This finding is different from the findings of Harazneh et al ., (2020); 

Mariana & Fadli, (2022); Prakosa & Pradhanawati (2020).  

Results of the sixth hypothesis states that the perceived value variable has an indirect influence on 

e-loyalty through e-Satisfaction. It can be seen from the results above, it is shown that from table H6 the 

results are not significant, so this means that perceived value with e-loyalty cannot be achieved with e-

Satisfaction . This also indicates that online trip aid pay more attention to the value furnishd to their 

clients, and note that client Satisfaction does not mean they will persist loyal to using online trip aid if 

there is no value obtained by clients. Ashraf et al ., 2018) . Who found that e-Satisfaction can mediate 

perceived value in e-loyalty ( Keshavarz & Jamshidi, 2018) . The indirect influence of e-Satisfaction in 

mediating perceived value on e- loyalty is also supported by investigation conducted by ( Hapsari et al ., 

2016)  

The results of the seventh hypothesis state that the e-trust variable has an indirect influence on e-

loyalty through e-Satisfaction . It can be seen from the results above, it is shown that from table H7 the 

results are not significant, so this creates e-trust with e -loyalty cannot be passed with e-Satisfaction . 

This also indicates that online trip aid pay more attention to the trust given to their clients, and note that 

client Satisfaction does not mean they will persist loyal to using online trip aid if there is no trust gained 

by clients. The results of this investigation are different from Gultom et al . (2020); Dewi & Ramli (2023);  

Melawati et al . (2024)  

5. CONCLUSION 

Based on the results of this investigation, it shows that the perceived value variable has a positive 

influence on e-Satisfaction . Apart from that, perceived value has a positive influence on e-loyalty . E-

trust has a positive influence on e-Satisfaction and e-Satisfaction has a positive influence on e-loyalty. 

The positive relationship betwixt e-trust and e-loyalty has no effect. The mediating variable e- 
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Satisfaction on the positive relationship of e-trust has no influence on e-loyalty and perceived value has 

no positive influence on e-loyalty through e-Satisfaction . 

The limitation of this investigation is that the population determined by the investigationer is only 

limited to the Jakarta area. This cannot yet determine the results of investigation nationally. What then 

becomes a weakness in this investigation is that the sample that took part in this investigation was only 

110 individuals, this means that this investigation cannot reach everyone who uses online trip 

applications in Jakarta. Lastly, this investigation only uses 1 month, namely December 2023. So it 

cannot cover the use of online trip applications in 1 year. 

Suggestions for further investigation can expand the scope of investigation starting from 

population, sample and time span so that the resulting data is better. Investigationers also suggest using 

different investigation variables e-cater quality and client engagement. Apart from that, the importance 

of perceived value must be given to users, diverse information that can be e-credible must be furnishd 

and create proper e-Satisfaction and build e-loyalty which can furnish a way of experience for online 

trip users. 

The managerial implications proposed in this investigation are to determine the influence of 

perceived value, e-trust, e-Satisfaction, e-loyalty on online trip agent aid. This investigation is for 

companies to improve further elements that furnish added perceived value for clients. A focus on cater 

quality, wise pricing, and special proffers can influence how clients perceive the value they accept, 

thereby increasing e-loyalty . Next there is a require to invest in data security and privacy. An important 

step to building e-trust is ensuring that online trip policies are safe, secure and have clear privacy 

procedures. Informing clients about data protection efforts can also increase their e-trust in the platform, 

which will have a positive impact on client e-loyalty . and the latter involves a focus on understanding 

client Satisfaction tiers. Companies collecting feedback regularly, monitoring platform spectacle, and 

responding quickly to client complaints or input can increase client e-Satisfaction. Investing in 

technology that is more responsive and easy to use is also important to maximize client e-Satisfaction 

and can create e-loyalty. . Online trip industry companies in Jakarta must unite their efforts to build 

strong perceived value , increase e-trust , and ensure a high tier of e-Satisfaction through the application 

of innovative technology and aid when creating marketing strategies so that they can build a strong 

relationship with these clients can form long-term e-loyalty. 

REFERENCES 

Agmalaro, M. A., & Amanda, D. (2023). Pengenalan Strategi Digital Marketing untuk Usaha Mikro 

Kecil dan Menengah di Kelurahan Situ Gede , Kecamatan Bogor Barat , Kota Bogor ( 

Introduction to Digital Marketing Strategy for Micro , Small and Medium Enterprises in Situ 

Gede Village , West Bogor . 9(2), 258–268. 

Alshurideh, M. T., Al Kurdi, B., Aburayya, A., Al-Khayyal, A., & Alshurideh, M. (2020). The Impact 

of Electronic Cater Quality Dimensions on Clients’ E-Shopping and E-Loyalty via the Impact of 

E-Satisfaction and E-Trust: A Qualitative Approach. International Journal of Innovation, 

Creativity and Change. Www.Ijicc.Net, 14(9), 257–281. 

Anser, M. K., Tabash, M. I., Nassani, A. A., Aldakhil, A. M., & Yousaf, Z. (2021). Toward the e-loyalty 

of digital library users: investigating the role of e-cater quality and e-trust in digital economy. 

Library Hi Tech. https://doi.org/10.1108/LHT-07-2020-0165 

Arif, M. S. Z. (2020). Pengaruh Kepercayaan Terhadap Loyalitas Nasabah Melalui Kepuasan Sebagai 

Variabel Intercede Produk Tabungan Emas Pegadaian. Jurnal Ilmu Manajemen (JIM), 8(2), 472–

481. 

Ashraf, S., Ilyas, R., Imtiaz, M., & Ahmad, S. (2018). Impact of Cater Quality, Corporate Image and 

Perceived Value on Brand Loyalty with Presence and Absence of Client Satisfaction:  A Study 

http://issn.pdii.lipi.go.id/issn.cgi?daftar&1525804198&1&&


96  Majalah Ilmiah Bijak Vol 21 , No. 1, Maret 2024, pp. 86 – 102 

E ISSN  2621-749X   

 

Muchammad Nur Kalim  et.al (Perceived Value, E-Trust, E-Satisfaction, and E-Loyalty on Online …) 

of four Cater Sectors of Pakistan. International Journal of Academic Investigation in Business 

and Community Sciences, 8(2), 452–474. https://doi.org/10.6007/ijarbss/v8-i2/3885 

Astuti, W. D., Saputra, M. H., & Rahmawati, F. (2023). Pengaruh E-Trust Terhadap E-Loyalty 

Dimediasi Oleh E-Satisfaction (Studi pada Pengguna Dompet Digital Dana). Pengaruh E-Trust 

Terhadap E-Loyalty Dimediasi Oleh E-Satisfaction (Studi Pada Pengguna Dompet Digital 

DANA), 4(1), 88–100. 

Bachtiar, I. H., Supiati, Gazali, Safrin, A., Ramli, A. H., & Mariam, S. (2023). Pelatihan Pencatatan 

Keuangan Usaha Dalam Rangka Pemberdayaan Pelaku Ekonomi Kreatif Di Desa Pabben-

Tengang. Jurnal Pengabdian Masyarakat AbdiMas, 9(3), 442–446. 

https://doi.org/10.47007/abd.v9i05.6729 

Bagus, I., Indra, G., Purba, W., & Ayu, I. G. (2021). Pengaruh E- Price Dan E- Trust Terhadap E- 

Loyalty Pada Era Pandemik Persentase Belanja selama pandemic di ASIA pendapatan usaha e-

trading di Indonesia , akan tetapi e-trading juga salah satu sektor yang crawling marketplace di 

DKI Jakarta , seperti yan. 10(02), 99–108. 

Candra, S., & Juliani, M. (2018). Impact of E-Cater Quality and Client Value on Client Satisfaction in 

LocalBrand. Binus Business Review, 9(2), 125–132. https://doi.org/10.21512/bbr.v9i2.4650 

Chandra, K., Takaya, R., & Ramli, A. H. (2019). The Effect Of Green Brand Positioning, And Green 

Brand Knowledgeon Brand Image, And Green Buying Purposein Green Outcomes Users. 

International Journal of Business and Management Invention (IJBMI) ISSN, 8(07), 47–52. 

www.ijbmi.org 

Ciputra, W., & Prasetya, W. (2020). Analisis Pengaruh E-Cater Quality, Perceived Value Terhadap 

Client Satisfaction, Trust, dan Client Behavioral Purpose. Commentate: Journal of 

Communication Management, 1(2), 109. https://doi.org/10.37535/103001220201 

Devi, A. A. D. T., & Yasa, N. N. K. (2021). Role of Client Satisfaction in Mediating the Influence of 

Cater Quality and Perceived Value on Brand Loyalty. International Investigation Journal of 

Management, IT and Community Sciences, 8(3), 315–328. 

https://doi.org/10.21744/irjmis.v8n3.1786 

Dewi, N. P. K., & Ramli, A. H. (2023). E-Cater Quality , E-Trust dan E- Client Satisfaction Pada E-

Client Loyalty Dari Penggunaan E-Wallet OVO. Jurnal Ilmiah Manajemen Kesatuan, 11(2), 

321–338. https://doi.org/10.37641/jimkes.v11i2.2000 

Diatmono, P., Mariam, S., & Ramli, A. H. (2020). Analysis of Human Capital in Talent Management 

Program, Training and Evolution to Improve Employee Competence Case Study in BSG Group. 

Business and Entrepreneurial Review, 20(1), 45–66. https://doi.org/10.25105/ber.v20i1.6812 

Dipta, L., Ida, S., & Sukresna, I. M. (2023). Pengaruh Desain Laman , Perceived Ease Of Use Dan E-

Trust Terhadap E-Loyalty Melalui E-Satisfaction Sebagai Variabel Intercede (Studi Pada 

Konsumen Pt Bhineka Rahsa) Nusantara). Diponegoro Journal of Management, 12(1), 1–13. 

Edastama, P., Miyasto, M., & Mahfudz, A. A. (2018). Analysis on the Effect of Educating Client, Cater 

Fairness, Client Satisfaction and Loyalty: a Study on Islamic Bank in Indonesia. International 

Journal of Islamic Business, 3(2), 41–58. https://doi.org/10.32890/ijib2018.3.2.4 

Febriani, E., Rahmizal, M., & Aswan, K. (2022). Pengaruh Brand Image dan Brand Trust terhadap 

Loyalitas Pelanggan dengan Kepuasan Pelanggan Sebagai Variabel Mediasi. Ranah 

Investigation : Journal of Multidisciplinary Investigation and Evolution, 4(4), 333–343. 

https://doi.org/10.38035/rrj.v4i4.557 

http://issn.pdii.lipi.go.id/issn.cgi?daftar&1525804198&1&&


Majalah Ilmiah Bijak  Vol 21 , No. 1, Maret 2024, pp. 86 – 102                                                                                            

97 

E ISSN  2621-749X  

  

Muchammad Nur Kalim  et.al (Perceived Value, E-Trust, E-Satisfaction, and E-Loyalty on Online …) 

Febriani, F. A., Ramli, A. H., & Reza, H. K. (2023). Pengaruh Budaya Organisasi Terhadap Kinerja 

Karyawan Melalui Keterikatan Karyawan. Jurnal Ilmiah Manajemen Kesatuan, 11(2), 309–320. 

https://doi.org/10.37641/jimkes.v11i2.1999 

Garepasha, A., Aali, S., Bafandeh Zendeh, A. R., & Iranzadeh, S. (2020). Relationship dynamics in 

client loyalty to online banking aid. Journal of Islamic Marketing, 12(4), 830–863. 

https://doi.org/10.1108/JIMA-09-2019-0183 

Ghazmahadi, Basri, Y. Z., Kusnadi, & Ramli, A. H. (2020). The Influence Of Strategic Management 

Information System, Strategic Partnership On Organizational Spectacle Mediated By 

Organizational Culture In Occupational Safety and Health (OSH) Cater Centre In Indonesia. 

International Journal Of Creative Investigation And Studies, 4(1), 32–39. 

Giao, H. N. K., Vuong, B. N., & Quan, T. N. (2020). The influence of network site quality on user’s e-

loyalty through the mediating role of e-trust and e-Satisfaction: An evidence from online 

shopping in Vietnam. Uncertain Supply Chain Management, 8(2), 351–370. 

https://doi.org/10.5267/j.uscm.2019.11.004 

Gopi, B., & Samat, N. (2020). The influence of food trucks’ cater quality on client Satisfaction and its 

impact toward client loyalty. British Food Journal, 122(10), 3213–3226. 

https://doi.org/10.1108/BFJ-02-2020-0110 

Gultom, D. K., Arif, M., & Muhammad Fahmi. (2020). Determinasi Kepuasan Pelanggan Terhadap 

Loyalitas Pelanggan Melalui Kepercayaan. MANEGGGIO: Jurnal Ilmiah Magister Manajemen, 

3(2), 273–282. 

Hajli, N., Sims, J., Zadeh, & Richard, A. H. (2017). BIROn-Birkbeck Institutional Investigation Online) 

A community trading investigation of the role of trust in a community networking site on buying 

purposes. Journal of Business Investigation, 71, 133–141. 

Hapsari, R., Clemes, M., & Dean, D. (2016). The Mediating Role of Perceived Value on the 

Relationship betwixt Cater Quality and Client Satisfaction: Evidence from Indonesian Airline 

Passengers. Procedia Economics and Finance, 35(October 2015), 388–395. 

https://doi.org/10.1016/s2212-5671(16)00048-4 

Hapuarachchi, C., & Samarakoon, A. (2020). Drivers Affecting Online Banking Usage of Private 

Commercial Banks in Sri Lanka. Asian Journal of Economics, Business and Accounting, 19(4), 

1–10. https://doi.org/10.9734/ajeba/2020/v20i130314 

Harazneh, I., Adaileh, M. J., Thbeitat, A., Afaneh, S., Khanfar, S., Harasis, A. A., & Elrehail, H. (2020). 

The impact of quality of aid and Satisfaction on client loyalty: The moderate role of switching 

expenses. Management Science Letters, 10(8), 1843–1856. 

https://doi.org/10.5267/j.msl.2019.12.034 

Hong, B., & Brahmana, R. K. (2015). Pengaruh Cater Quality, Perceived Value, Client Satisfaction 

Terhadap Rebuying Purpose Pelanggan di Resto Buro Bar Surabaya. Jurnal Strategi Pemasaran, 

3(1), 1–11. 

Imran, B., Arvian, D., & Ramli, A. H. (2020). Work Life Balance Effect (Case Investigation on PT PJB 

Power Plant Maintenance Unit). Proceedings of the International Conference on Management, 

Accounting, and Economy (ICMAE 2020), 151(Icmae), 68–71. 

https://doi.org/10.2991/aebmr.k.200915.017 

http://issn.pdii.lipi.go.id/issn.cgi?daftar&1525804198&1&&


98  Majalah Ilmiah Bijak Vol 21 , No. 1, Maret 2024, pp. 86 – 102 

E ISSN  2621-749X   

 

Muchammad Nur Kalim  et.al (Perceived Value, E-Trust, E-Satisfaction, and E-Loyalty on Online …) 

Imran, B., Mariam, S., Aryani, F., & Ramli, A. H. (2020). Job Stress, Job Satisfaction and Turnover 

Purpose. Proceedings of the International Conference on Management, Accounting, and 

Economy (ICMAE 2020), 151(Icmae), 290–292. https://doi.org/10.2991/aebmr.k.200915.065 

Imran, B., & Ramli, A. H. (2019). Kepuasan Pasien, Citra Rumah Sakit Dan Kepercayaan Pasien Di 

Provinsi Sulawesi Barat. Prosiding Seminar Nasional Pakar, 1–7. 

https://doi.org/10.25105/pakar.v0i0.4328 

Jumaan, I. A., Hashim, N. H., & Al-Ghazali, B. M. (2020). The role of cognitive absorption in predicting 

mobile internet users’ continuance purpose: An extension of the expectation-confirmation model. 

Technology in Society, 63, 101355. https://doi.org/10.1016/J.TECHSOC.2020.101355 

Kamilova, N. A., & Nasimov, I. X. (2021). Client Loyalty Seen from the Aspects of Cater Quality, 

Perceived Value and Client Satisfaction and the Role of Switching Expenses as Moderating 

Variables (Study on Goride Online Transportation in Manado City) Junita. c, 0–5. 

Keni, K. (2020). How Perceived Functionality and Perceived Ease of Use Affecting Intent to Rebuying? 

Jurnal Manajemen, 24(3), 481. https://doi.org/10.24912/jm.v24i3.680 

Keshavarz, Y., & Jamshidi, D. (2018). Cater quality evaluation and the mediating role of perceived 

value and client Satisfaction in client loyalty. International Journal of Tourism Cities, 4(2), 220–

244. https://doi.org/10.1108/IJTC-09-2017-0044 

Khasanah, S., Abduh, S., Tanti, E., & Ramli, A. H. (2021). The Effect of Organizational Culture , Job 

Satisfaction and Compensation Mediated by Motivaton on Women Navi’s Spectacle at The 

Indonesian Navy Headquarters. International Journal Of Creative Investigation And Studies, 

5(5), 106–115. 

Krisfancyo, B. (2012). Strategi Komunikasi Pemasaran Agen Perjalanan Emerall Tours And Trip 

Manado. Manajemen Dan Bisnis, 1–15. 

Kusumawati, A., & Rahayu, K. S. (2019). The role of experience quality and client-perceived value on 

client Satisfaction and client loyalty: A case study of indonesian outdoor cafés. International 

Journal of Innovation, Creativity and Change, 8(9), 143–159. 

Liani, A. M., & Yusuf, A. (2021). Pengaruh E-Trust terhadap E-Loyalty Dimediasi oleh E-Satisfaction 

pada Pengguna Dompet Digital Gopay. YUME : Journal of Management, 4(1), 138–149. 

https://doi.org/10.37531/yume.vxix.445 

Mardjuki, B., Pradiani, T., & Fathorrahman. (2016). Pengaruh Kualitas Pelayanan Dan Perceived Value 

Terhadap Loyalitas Pelanggan Dengan Kepuasan Sebagai Variabel Intercede Pada Vio Optical 

Clinic Harapan. Journal of Economics and Business UBS, 12(1), 1–23. 

Mariam, S., Aryani, F., Mustikasari, D. S., & Ramli, A. H. (2021). Determinant of Net Interest Margin 

Banking In Indonesia, During The Period 2009 - 20018. Ilomata International Journal of 

Management, 2(4), 300–308. https://doi.org/10.52728/ijjm.v2i4.385 

Mariam, S., Febrian, E., Anwar, M., Sutisna, Imran, B., & Ramli, A. H. (2020). Unique Capability for 

Poultry Distributor Companies. Proceedings of the International Conference on Management, 

Accounting, and Economy (ICMAE 2020), 151(Icmae), 54–58. 

https://doi.org/10.2991/aebmr.k.200915.014 

Mariam, S., Panji Kresna, E., & Ramli, A. H. (2022). The Effect of Diferentiation, Price, and Facility 

on Clients’ Satisfaction (Case Study on Goen Authentic In East Jakarta). Majalah Ilmiah Bijak, 

19(1), 96–106. https://doi.org/10.31334/bijak.v19i1.2193 

http://issn.pdii.lipi.go.id/issn.cgi?daftar&1525804198&1&&


Majalah Ilmiah Bijak  Vol 21 , No. 1, Maret 2024, pp. 86 – 102                                                                                            

99 

E ISSN  2621-749X  

  

Muchammad Nur Kalim  et.al (Perceived Value, E-Trust, E-Satisfaction, and E-Loyalty on Online …) 

Mariam, S., Putra, A. H. P. K., Ramli, A. H., & Aryani, F. (2023). Analysis of the Effect of Debt Tier , 

Market Orientation , and Financial Literacy on Microenterprise Financial Spectacle : The 

Mediating Role of User Behaviour. ATESTASI: JURNAL ILMIAH AKUNTANSI, 6(2), 469–

494. https://doi.org/doi.org/10.57178/atestasi.v6i2.706 : 2621-1963 : 2621-1505 

Mariam, S., & Ramli, A. H. (2022). Pengenalan Digital Marketing E-Katalog bagi UMKM Binaan 

Jakpreneur. Jurnal Komunitas : Jurnal Pengabdian Kepada Masyarakat, 5(1), 74–83. 

https://doi.org/10.31334/jks.v5i1.2429 

Mariam, S., & Ramli, A. H. (2023). Pelatihan Dan Pendampingan Membangun Praktik Digital 

Marketing Unggul Untuk Peningkatan Pemasaran UMKM Di Kota Jakarta Barat. Indonesian 

Collaboration Journal of Community Aid, 3(4), 379–390. 

https://doi.org/https://doi.org/10.53067/icjcs.v3i4.149 

Mariam, S., & Ramli, A. H. (2020). Peran Mediasi Strategic Change Management pada Usaha Mikro 

Kecil dan Menengah dalam Kondisi Pandemik Covid-19. Prosiding Seminar Stiami, 7(2), 46–

52. https://ojs.stiami.ac.id/index.php/PS/article/view/954 

Mariana, Y., & Aidil Fadli, J. (2022). Pengaruh E- Cater Quality, E-Trust, E-Satisfaction Terhadap E-

Loyalitas Nasabah Perbankan Indonesia. Jurnal Multidisiplin Indonesia, 1(1), 186–200. 

https://doi.org/10.58344/jmi.v1i1.21 

Meidiyanty, E., Ramli, A. H., & Mariam, S. (2023). Peran Mediasi Dari Inovasi Karyawan Pada 

Hubungan Antara Internet Banking dan Kinerja Karyawaan. Jurnal Bisnisman: Riset Bisnis Dan 

Manajemen, 5(2), 106–117. https://doi.org/https://doi.org/10.52005/bisnisman.v5i2.162 

Melawati, A., Welsa, H., & Maharani, B. D. (2024). Pengaruh E-Cater Quality dan E-Trust terhadap E-

Loyalty dengan E-Satisfaction sebagai Variabel Intercede pada Aplikasi Belanja Online Shopee: 

Studi pada Mahasiswa Kota Yogyakarta. 6(1), 29–47. https://doi.org/10.47476/reslaj.v6i1.2716 

Muharam, H., Chaniago, H., Endraria, E., & Harun, A. Bin. (2021). E-Cater Quality, Client Trust and 

Satisfaction: Market Place User Loyalty Analysis. Jurnal Minds: Manajemen Ide Dan Inspirasi, 

8(2), 237. https://doi.org/10.24252/minds.v8i2.23224 

Muliati, S. S., & Qadri, R. A. (2023). Knowledge On Buying Purpose of Batam City Souvenirs With 

Perveiced Value as An Intercede Variable Pengaruh Community Media Influencer , Outcome 

Packaging dan User Knowledge Terhadap Buying Purpose Oleh-Oleh Kota Batam Dengan 

Perveiced Value Seb. 4(5), 5139–5147. 

Mulya, M. R. Z., & Ramli, A. H. (2023). Pengaruh Agile Work Practice Terhadap Safety Compliance 

dan Emotional Fatigue Melalui Job Demand pada Wartawan Indonesia. Jurnal Aplikasi 

Manajemen Dan Bisnis, 9(3), 1020–1027. 

https://doi.org/http://dx.doi.org/10.17358/jabm.9.3.1020 

Mulyadi, H., Basri, Y. Z., Ramli, A. H., & Takaya, R. (2020). Influence of Competency , Organization 

Learning On Strategic Change Management and Its Implications on Military Sealift Command. 

International Journal of Business and Management Invention, 9(10), 13–21. 

https://doi.org/10.35629/8028-0910011321 

Nurdiansyah, R., Mariam, S., Ameido, M. A., & Ramli, A. H. (2020). Work Motivation, Job 

Satisfaction and Employee Spectacle. Business and Entrepreneurial Review, 20(2), 153–162. 

https://doi.org/10.25105/ber.v20i2.8006 

http://issn.pdii.lipi.go.id/issn.cgi?daftar&1525804198&1&&


100  Majalah Ilmiah Bijak Vol 21 , No. 1, Maret 2024, pp. 86 – 102 

E ISSN  2621-749X   

 

Muchammad Nur Kalim  et.al (Perceived Value, E-Trust, E-Satisfaction, and E-Loyalty on Online …) 

Peter, J. J., & Batonda, G. (2022). Effect of cater quality on client Satisfaction in Tanzanian energy 

industry: A case of TANESCO residential clients in Nyamagana District. International Journal 

of Engineering, Business and Management, 6(1), 47–59. https://doi.org/10.22161/ijebm.6.1.6 

Prakosa, D., & Pradhanawati, A. (2020). Pengaruh E-Trust Dan E-Cater Quality Terhadap E-Loyalty 

Dengan E-Satisfaction Sebagai Variabel Intercede (Studi Kasus Pada Pengguna Tokopedia Di 

Kota Semarang). Jurnal Ilmu Administrasi Bisnis, 9(4), 457–464. 

https://doi.org/10.14710/jiab.2020.28742 

Prasetyo, W. B., & Syabany, W. A. (2020). Faktor Yang Mempengaruhi Ekuitas Merek Dengan 

Kepercayaan Sebagai Mediasi Pada Industri Transportasi Online Di Jabodetabek Indonesia. July, 

1–23. 

Pratama, M. P., Ramli, A. H., & Mariam, S. (2023). Client Engagement , Client Satisfaction , Client 

Commitment And Client Loyalty. Jurnal Ilmiah Manajemen Kesatuan, 11(3), 1437–1452. 

https://doi.org/10.37641/jimkes.v11i3.2309 

Pratama, R. A., Prasetyo, W. B., & Ramli, A. H. (2023). E-Cater Quality, E-Trust, E-Satisfaction And 

E-Loyalty In Online Shopping. Jurnal Ilmiah Manajemen Kesatuan, 11(3), 1377–1388. 

https://doi.org/10.37641/jimkes.v11i3.2313 

Prayitno, M. L., Rivai, A. K. P., & Rahmi. (2023). Pengaruh E-Cater Quality Dan Trust Terhadap Client 

Loyalty Yang Dimediasi Oleh Client Satisfaction : Studi Kasus Pada Pengguna Aplikasi 

Kesehatan. 3(1), 88–108. 

Purnama, S., Sukmasari, A., & Panjaitan, R. (2021). UEU-Journal-20336-11_1458. Jurnal Ekonomi : 

Journal of Economic, 68–76. 

Purfancyo, A. (2022). The Role of Digital Leadership, e-Loyalty, e-Cater Quality and e-Satisfaction of 

Indonesian E-Trading Online Shop. International Journal of Community and Management 

Studies (IJOSMAS), 03(05), 51–57. 

Racbhini, W., Wulandjani, H., Thalib, S., Setiyowati, H., & Sasmito, T. (2021). Effect of e-crm and e-

servqual on e-loyalty through e-Satisfaction in millennial generation, study of online shopping 

behavior in indonesia. International Journal of Economic and Business Applied, 2(2), 76–90. 

Rahmawati, A., & Ramli, A. H. (2024). E-Trust , Perceived Ease Of Use , E-Satisfaction And E-Loyalty 

For Users Of The Tiktok Shop Application. Jurnal Ilmiah Manajemen Kesatuan, 12(1), 279–294. 

https://doi.org/10.37641/jimkes.v12i1.2209 

Ramli, A. H. (2013). Pengaruh Sistem Penyampaian Jasa terhadap Citra Rumah Sakit Swasta Tipe C di 

Makassar. Media Riset Bisnis & Manajemen, 13(2), 147–168. 

https://doi.org/httphttps://doi.org/10.25105/mrbm.v13i2.1132 

Ramli, A. H. (2019a). Lingkungan Kerja , Kepuasan Kerja dan Karyawan Kinerja Pelayanan Kesehatan. 

Tinjauan Bisnis Dan Kewirausahaan, 19(1), 29–42. 

Ramli, A. H. (2019b). Organizational Commitment and Employee Spectacle At Distributor Companies. 

Business and Entrepreneurial Review, 17(2), 121. https://doi.org/10.25105/ber.v17i1.5193 

Ramli, A. H. (2020). Employee Innovation Behavior in Health Care. Proceedings of the International 

Conference on Management, Accounting, and Economy (ICMAE 2020), 151(Icmae), 31–34. 

https://doi.org/10.2991/aebmr.k.200915.008 

Ramli, A. H., & Mariam, S. (2020). Organisational commitment and job spectacle in banking industry. 

International Journal of Scientific & Technology Investigation, 9(3), 1708–1713. 

http://issn.pdii.lipi.go.id/issn.cgi?daftar&1525804198&1&&


Majalah Ilmiah Bijak  Vol 21 , No. 1, Maret 2024, pp. 86 – 102                                                                                            

101 

E ISSN  2621-749X  

  

Muchammad Nur Kalim  et.al (Perceived Value, E-Trust, E-Satisfaction, and E-Loyalty on Online …) 

Ramli, A. H., & Novariani, F. (2020). Emotional Intelligence, Organizational Commitment and Job 

Spectacle in the Private Hospital. Proceedings of the International Conference on Management, 

Accounting, and Economy (ICMAE 2020), 151(Icmae), 280–284. 

https://doi.org/10.2991/aebmr.k.200915.063 

Rhamdhani, I. M. (2020). Pengaruh Kepuasan, Kepercayaan dan Continuance Purpose terhadap 

Loyalitas pada Pengguna Mobile Banking. Procuratio: Jurnal Ilmiah Manajemen, 8(2), 167–175. 

Rinaldi, G., & Ramli, A. H. (2023). Pengaruh Tranformational Leadership Terhadap Turnover Purpose 

Pada Karyawan Perusahaan Swasta di Jakarta. Jurnal Pengabdian Kepada Masyarakat Nusantara 

(JPkMN), 4(4), 3088–3094. https://doi.org/http://doi.org/10.55338/jpkmn.v4i4. 1699 

Riyanto, K., & Suriyanti. (2021). Pengaruh Kepercayaan, Desain Network site Dan Daya Tarik Iklan 

Terhadap Keputusan Pembelian Online Pada tiket.com Di Bekasi. Jurnal Pelita Ilmu, 15(01), 42–

47. 

Rizky, A. O., Ramli, A. H., & Mariam, S. (2023). Leader-Member Exchange , Communication 

Satisfaction , Job Satisfaction , Employee Engagement Dan Employee Spectacle. Jurnal Lentera 

Bisnis, 12(September), 667–682. https://doi.org/10.34127/jrlab.v12i3.891 

Rumaidlany, D., Mariam, S., & Ramli, A. H. (2022). Pengaruh Brand Image Dan Brand Awareness 

Terhadap Keput Usan Pembelian Pada Mc Donald ’ S. Jurnal Lentera Bisnis, 11(2), 102–108. 

https://doi.org/10.34127/jrlab.v11i2.567 

Sakti, D. B., Widiartanto, & Wijayanto, A. (2023). Pengaruh E-Cater Quality Dan Perceived Value 

Terhadap Client Satisfaction Pada E-Trading Shopee (Studi pada Konsumen Generasi Z di 

Universitas Diponegoro, Semarang ). Jurnal Ilmu Administrasi Bisnis, 12(1), 276–283. 

Sebastian, A., & Pramono, R. (2021). Pengaruh Perceived Value, Kepuasan Pelanggan, Kepercayaan 

Pelanggan Terhadap Loyalitas Pelanggan Pada Outlet Nike Di Jakarta. Fair Value: Jurnal Ilmiah 

Akuntansi Dan Keuangan, 4(3), 698–711. https://doi.org/10.32670/fairvalue.v4i3.730 

Sinurat, A. E. T., Ramli, A. H., & Purnomo, S. H. (2024). Pengaruh E-Cater Quality , E-Trust , E-Client 

Satisfaction Terhadap E-Client Loyalty Pada Marketplace Shopee. Jurnal Bisnisman: Riset 

Bisnis Dan Manajemen, 5(3), 80–102. https://doi.org/https://doi.org/10.52005/bisnisman.v5i03 

Situmorang, N., Ramli, A. H., & Reza, H. K. (2023). Pengaruh Pengembangan Karir Terhadap Turnover 

Purpose Melalui Kinerja Karyawan Yang Dimoderasi Oleh Budaya Organisasi. Jurnal Lentera 

Bisnis, 12(September), 633–646. https://doi.org/10.34127/jrlab.v12i3.890 

Steven, J., Ramli, A. H., & Mariam, S. (2023). E-Cater Quality , E-Wallet Dan Kepercayaan Terhadap 

Minat Beli Pada Pengguna Pembayaran Non Tunai Aplikasi Shopee. Jurnal Ilmiah Manajemen 

Kesatuan, 11(2), 267–278. https://doi.org/10.37641/jimkes.v11i2.1997 

Sukarno, D. B., Umar, H., & Ramli, A. H. (2020). The Effect of Corporate Enterpreneurship, 

Organizational Culture Through Innovation of Firm Spectacle in The Strategic Industry of State 

Deffense. American Investigation Journal of Business and Management, 6(1), 1–5. 

https://doi.org/10.21694/2379-1047.20008 

Supiati, S., Hafidah, A., & Ramli, A. H. (2021). Analysis of Market Retribution Management Systems 

in Efforts of Increasing Regional Original Income in The Office of Pd. Makassar Raya Market, 

Makassar City. Business and Entrepreneurial Review, 21(1), 23–46. 

https://doi.org/10.25105/ber.v21i1.9224 

http://issn.pdii.lipi.go.id/issn.cgi?daftar&1525804198&1&&


102  Majalah Ilmiah Bijak Vol 21 , No. 1, Maret 2024, pp. 86 – 102 

E ISSN  2621-749X   

 

Muchammad Nur Kalim  et.al (Perceived Value, E-Trust, E-Satisfaction, and E-Loyalty on Online …) 

Susilo, D. (2020). Unlocking The Secret of E-Loyalty: A Study from Tiktok Users in China. 

International Journal of Economics, Business, and Entrepreneurship, 3(1), 37–49. 

https://doi.org/10.23960/ijebe.v3i1.73 

Sylvia, S., & Ramli, A. H. (2023). The Influence Of E-WOM On Buying Purpose With Brand Image 

As A Mediator Variable. Jurnal Ilmiah Manajemen Kesatuan, 11(3), 1535–1544. 

https://doi.org/10.37641/jimkes.v11i3.2307 

Takaya, R., Arsil, & Ramli, A. H. (2020). Perceived Organizational Support and Turnover Purpose. 

Proceedings of the International Conference on Management, Accounting, and Economy 

(ICMAE 2020), 151(Icmae), 59–63. https://doi.org/10.2991/aebmr.k.200915.015 

Takaya, R., Ramli, A. H., & Lukito, N. (2019). The effect of advertisement value and context awareness 

value on buying purpose through attitude brands and advertising attitude in smartphone 

advertising. International Journal of Creative Investigation and Studies, 3(3), 106–118. 

http://www.ijcrs.org/issue-details/191 

Tran, V. D., & Vu, Q. H. (2019). Inspecting the relationship among e-cater quality, e-trust, e-client 

Satisfaction and behavioral purposes of online shopping clients. Global Business and Finance 

Review, 24(3), 29–42. https://doi.org/10.17549/gbfr.2019.24.3.29 

Tri Atmojo, J. J., & Widodo, T. (2022). Pengaruh E-Cater Quality terhadap E-Client Loyalty melalui 

E-Client Satisfaction sebagai Variabel Intercede Pada Aplikasi Tiket.com. Jurnal Manajemen, 

13(1), 133. https://doi.org/10.32832/jm-uika.v13i1.5092 

Ul Haq, I., & Awan, T. M. (2020). Impact of e-banking cater quality on e-loyalty in pandemic times 

through interplay of e-Satisfaction. Vilakshan - XIMB Journal of Management, 17(1/2), 39–55. 

https://doi.org/10.1108/xjm-07-2020-0039 

Utama, R., Basri, Y. Z., & Ramli, A. H. (2020). The Influence of Cater Quality And Outcome Quality 

on Client Loyalty with Client Satisfaction as Mediating on The Buying Of Indonesian Navy 

Ships. International Journal of Creative Investigation and Studies, 4(6), 56–67. 

Vicramaditya, P. B. (2021). Pengaruh E-Cater Quality, Kualitas Informasi dan Perceived Value 

terhadap Loyalitas Pelanggan melalui Kepuasan Pelanggan Grabbike. Journal of Business and 

Banking, 10(2), 325. https://doi.org/10.14414/jbb.v10i2.2379 

Wangsahardja, B. (2021). Pengaruh Trust Dan Perceived Value Terhadap Minat Beli Konsumen 

Boxify.Id. Performa, 4(5), 726–735. https://doi.org/10.37715/jp.v4i5.1692 

Fancyara, P. (2018). Hubungan Pemasaran Internal Dan Kepuasan Pelanggan. Call, P., 36–42. 

Yogaswara, G. N. O. P., & Pramudana, K. A. S. (2022). Peran Kepuasan Pelanggan Memediasi 

Pengaruh Perceived Value Terhadap Loyalitas Pelanggan Pada Konsumen Warung Kopi 

Bhineka. E-Jurnal Manajemen, 11(1), 82–101. 

Yunus, R. R. S., Septyanto, D., & Ramli, A. H. (2023). Analysis of Factors Affecting Client Satisfaction 

and Client Loyalty in the Shopee Marketplace. Majalah Ilmiah Bijak, 20(2), 293–310. 

https://doi.org/https://doi.org/10.31334/bijak.v20i2.3427 

              

http://issn.pdii.lipi.go.id/issn.cgi?daftar&1525804198&1&&

