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Abstract  

In line with the comprehensive explanation above, there are four actors that can influence 

customer satisfaction, namely product quality, price, service quality and emotionality. Of the 

four factors above, researchers believe that the Service Quality factor can influence Customer 

Satisfaction more significantly than the other three. Different from other research, what is meant 

by Service Quality in this research is electronic Service Quality. Apart from that, this research 

also added the Brand Trust variable as a moderating variable. This research is a quantitative 

research with a descriptive approach, namely research that has been used as a fundamental 

reference in previous studies to find new variations in the research being conducted, namely 

related to the influence of Electronic Service Quality on Employee Job Satisfaction with Brand 

Trus as a moderating variable. This research collected data using a questionnaire method which 

was distributed online to 400 Bank Bukopin employees spread throughout Indonesia. We can 

also say that this data is primary data. In using the SmartPLS 4.0 analysis tool and using primary 

data, the stages that must be passed are validity testing, reliability testing and path coefficients. 

This data was collected and analyzed using the smart PLS 4.0 analysis tool. The result in this 

article show that Electronic Service Quality can have a positive relationship and a significant 

influence on Consumer Satisfaction because the P-Values value is positive and is below the 0.05 

significance level, namely 0.002. Apart from the first row of the second table, the third row of 

the third table is also the second hypothesis in this research showing that the Brand Trust 

variable can moderate the influence of the Electronic Service Quality variable on the Consumer 

Satisfaction variable because the P-Values value is positive and is below the 0.05 significance 

level, namely 0.000. Thus the results of the first and second hypotheses in this research can be 

proven and accepted.  
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1. INTRODUCTION 

Service quality is the basis for service marketers, because the essence of the product being 

marketed is quality performance and the performance itself is what consumers buy. Service 

quality is much more difficult to define, describe and measure than the quality of goods. If 

quality measures and quality control have long been developed and applied for tangible goods, 

then for services various efforts have been developed to formulate such measures (Tjiptono, 

2016b). According to Lovelock (1988) in (Tjiptono, 2016a) service quality is the expected level 

of excellence and control over this excellence to fulfill customer desires. In principle, service 

quality focuses on efforts to fulfill customer needs and desires and the accuracy of delivery to 

match customer expectations . 

E-Service quality or also known as e-SQ, is a development of the Service Quality 

(SERVQUAL) model. In principle, the e-SQ model is an adaptation and expansion of the 

traditional SERVQUAL model into the online shopping context (Tjiptono, 2016a). E-Service 
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Quality is a comprehensive assessment and evaluation of the quality of service delivery to 

consumers in virtual markets (Santos, 2003) in  (Lauren, 2017). According to (Voss, 2003)  

service in an electronic environment (eservice) is defined as the delivery of services using new 

media, namely the web. Zeithaml et. al., (2002) defines e-service quality or eSQ as an extension 

of a site's ability to facilitate shopping, purchasing and distribution of goods and services 

effectively and efficiently. Website quality assessment. not only during the experience while 

interacting with the website but also the interaction after receiving the service. 

(Parasuraman, 2005) stated that there are 4 dimensions in electronic service quality, where 

the 4 dimensions are the core (core) of electronic service quality, namely: 1) Efficiency 

(Efficiency) Ease and speed in accessing and using the site. According to (Tjiptono, 2016a) 

efficiency also includes the customer's ability to access the website, search for the desired 

product and information related to that product, and leave the site in question with minimal 

effort. 2) Fulfillment of needs (Fulfillment) The company's actual performance contrasts with 

what is promised on the website. According to Tjiptono (Tjiptono, 2008) fulfillment includes the 

accuracy of service promises, such as product stock availability and product delivery at the 

desired time. 3) System Availability: The technical functionality of the site concerned, related to 

the parts of the site that are available and can function as they should. 4) Privacy (Privacy) The 

level to which the site is safe and protects customer information. According to (Tjiptono, 2016a) 

privacy includes guaranteeing that customer shopping behavior data is not shared and that 

information from customer credit cards is kept safe. 

Researchers believe that if Electronic Service Quality can run well accompanied by the 

dimensions of efficiency, meeting needs, system availability and privacy, it can increase 

customer satisfaction. Satisfaction can be interpreted as an effort to fulfill something or make 

something adequate. In general, satisfaction is a person's feeling of pleasure or dissatisfaction 

with the results of a comparison between the performance received and expectations. If the 

product performance is the same as expectations then consumers will be satisfied, then if the 

performance exceeds expectations then consumers will be very satisfied (Keller, 2016). 

Customer satisfaction is the buyer's cognitive situation regarding the equivalence or 

incommensurability between the results obtained and the sacrifices made (Tjiptono, 2014: 353). 

Andreassen and Lindestad (1998) in (P. T. Kotler, 2017)state that consumer satisfaction is the 

accumulation of consumer experience in making purchases and experience in consuming. Then 

Yi (1990) in  (P. T. Kotler, 2017) states that consumer satisfaction is influenced by two factors, 

namely experience and expectations regarding service performance. 

From this definition it can be concluded that consumer satisfaction includes the difference 

between expectations and perceived performance or results. If the performance received or felt 

exceeds expectations, it will satisfy the customer. Conversely, if the performance received is 

lower than expected, it will cause customers to be dissatisfied with a product or service (P. 

Kotler, 2008). 

According to (Lupiyoadi, 2014), there are five factors that companies must pay attention to 

in determining the level of consumer satisfaction, namely: 1) Product quality. Customers will 

feel satisfied if the evaluation results (after purchasing and using the product) show that the 

product they use is of high quality. 2) Quality of service Consumers will feel satisfied if they 

receive good service or in accordance with their expectations both in terms of service quality and 

service speed. 3) Emotional The consumer's feeling of pride and confidence that other people 

admire him if he uses a product of a certain brand. 4) Price Determining the price of a company's 

product in accordance with the quality and quantity of the product obtained and expected by 

consumers. 5) Cost and ease of obtaining products or services. Consumers do not need to pay 
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additional costs or waste time to get a product and tend to be satisfied with the product and the 

ease of getting the product. 

Based on the explanation regarding the definition of Consumer Satisfaction and the factors 

that influence it, researchers increasingly believe that Electronic Service Quality can influence 

Consumer Satisfaction. Apart from that, there are a number of studies (Hidayati, 2016); (Nurhadi 

et al., 2022); (Akoum, 2008); (Pranitasari & Sidqi, 2021) & (Sinollah & Masruroh, 2019) have a 

positive relationship and a significant influence on Service Quality. Different from previous 

studies, this research adds the Brand Trust variable as a moderating variable. 

 

2. RESEARCH METHODS 

In line with the comprehensive explanation above, there are four actors that can influence 

customer satisfaction, namely product quality, price, service quality and emotionality (Sinaga et 

al., 2017). Of the four factors above, researchers believe that the Service Quality factor can 

influence Customer Satisfaction more significantly than the other three. Different from other 

research, what is meant by Service Quality in this research is electronic Service Quality 

(Aprileny et al., 2020). Apart from that, this research also added the Brand Trust variable as a 

moderating variable. This research is a quantitative research with a descriptive approach, namely 

research that has been used as a fundamental reference in previous studies to find new variations 

in the research being conducted, namely related to the influence of Electronic Service Quality on 

Employee Job Satisfaction with Brand Trus as a moderating variable (Handayani & Syarifudin, 

2022). This research collected data using a questionnaire method which was distributed online to 

400 Bank Bukopin employees spread throughout Indonesia (Hair, 2010). We can also say that 

this data is primary data. In using the SmartPLS 4.0 analysis tool and using primary data, the 

stages that must be passed are validity testing, reliability testing and path coefficients. This data 

was collected and analyzed using the smart PLS 4.0 analysis tool with a research model (Ahmad 

Afan Zain, 2022). 

Fugre 1 

Hypothesis 

 

 

 

 

 

 

 

 

 

Note: 

ESQ : Electronic Srvice Quality 

CS: Consumer Satisfaction 

BT: Brand Trust 

 

Hypothesis: 

H1: The Influence of Electronic Srvice Quality on Consumer Satisfaction 

H2: Brand Trust can Moderates The Influence of Electronic Srvice Quality on Consumer 

Satisfaction 

 

ESQ 

BT 

CS 
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3. RESULT  

Convergent Validity 

 In line with the researcher's explanation of the research methodology, if you use the smart 

PLS 4.0 analysis tool and primary data, the first stage that must be passed is a validity test with 

the aim of validating each question item used in this research with the following validity test 

results (Sarstedt et al., 2014): 

Table 1 

Convergent Validity 

  

Variable Question Item Loading Factor 

 

 

 

 

 

 

 

 

Electronic Srvice Quality 

(X1) 

Electronic service quality 

is easier to implement than 

ordinary service quality 

0.841 

The quality of electronic 

services has a more 

immediate impact on 

consumer satisfaction than 

the quality of ordinary 

services 

0.831 

The quality of electronic 

services can have a more 

significant impact than the 

quality of ordinary 

services 

0.837 

The quality of electronic 

services can make 

consumers curious 

0.828 

The quality of electronic 

services can make 

consumers interested at 

first glance 

0.829 

The quality of electronic 

services can provide 

complete information 

0.833 

 

 

 

 

Consumer Satisfaction 

(Y) 

Consumer satisfaction can 

influence service quality 

0.889 

Consumer satisfaction can 

be influenced by brand 

trust 

0.897 

Consumer satisfaction can 

be influenced by providing 

complete information 

0.869 

Consumer satisfaction can 

be influenced when 

consumers shop 

comfortably 

0.879 

 

 

Brand trust can influence 

consumer satisfaction 

0.945 
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Brand Trust 

(Z) 

Brand trust can strengthen 

the influence of electronic 

service quality on 

customer satisfaction 

0.951 

Brand trust can make 

consumers comfortable 

when shopping 

0.978 

Brand trust can make 

consumers calm when 

shopping 

0.969 

Valid > 0.70 

Realibility Test  

 In the explanation above, after undergoing a validity test which validated the 14 question 

items in this research, which consisted of 14 question items including 6 question items for the 

Electronic Service Quality variable, 4 question items for the Consumer Satisfaction variable, and 

4 question items for the Brand Trust variable. The next stage is the reliability test as follows 

(Supriyanto, 2013):  

Table 2 

Realibility Tes 

Valid > 0.70 

 

3.1. Discussion 

Path Coefisien 

After 400 Bank Bukopin employees spread throughout Indonesia were confirmed to be valid and 

the 3 variables used in this research consisting of Electronic Service Quality, Consumer 

Satisfaction and Brand Trust had also been declared reliable, the final step was the Path 

Coefficient to determine the direction of the relationship. and whether the influence of the 

Independent variable on the Dependent variable is significant or not is as follows (Ghozali, 

2016): 

Table 3 

Path Coefisien 

 

Direct Influence 

Variable P-Values Noted 

ESQ->CS 0.002 Acceptable 

Indirect Influence BT* ESQ->CS 0.000 Acceptable 

Significance Level < 0.05 

In line with the comprehensive explanation above, there are four actors that can influence 

customer satisfaction, namely product quality, price, service quality and emotionality. Of the 

four factors above, researchers believe that the Service Quality factor can influence Customer 

Satisfaction more significantly than the other three. Different from other research, what is meant 

by Service Quality in this research is electronic Service Quality. In line with this statement, the 

Variable Composite 

Realibility 

Cronbach Alfa Noted 

Electronic Srvice 

Quality 

0.876 0.835 Reliable 

Consumer 

Satisfaction 

0.921 0.881 Reliable 

Brand Trust 0.978 0.937 Reliable 
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Path Coefficient results in the first three rows of the table show that Electronic Service Quality 

can have a positive relationship and a significant influence on Consumer Satisfaction because the 

P-Values value is positive and is below the 0.05 significance level, namely 0.002. These results 

are in line with this research in line with research (Hidayati, 2016); (Nurhadi et al., 2022); 

(Akoum, 2008); (Pranitasari & Sidqi, 2021) & (Sinollah & Masruroh, 2019). Apart from the first 

row of the second table, the third row of the third table is also the second hypothesis in this 

research showing that the Brand Trust variable can moderate the influence of the Electronic 

Service Quality variable on the Consumer Satisfaction variable because the P-Values value is 

positive and is below the 0.05 significance level, namely 0.000. Thus the results of the first and 

second hypotheses in this research can be proven and accepted.  

 

4. CONCLUSION 

In line with the comprehensive explanation above, there are four actors that can influence 

customer satisfaction, namely product quality, price, service quality and emotionality. Of the 

four factors above, researchers believe that the Service Quality factor can influence Customer 

Satisfaction more significantly than the other three. Different from other research, what is meant 

by Service Quality in this research is electronic Service Quality. In line with this statement, the 

Path Coefficient results in the first three rows of the table show that Electronic Service Quality 

can have a positive relationship and a significant influence on Consumer Satisfaction because the 

P-Values value is positive and is below the 0.05 significance level, namely 0.002. These results 

are in line with this research in line with research (Hidayati, 2016); (Nurhadi et al., 2022); 

(Akoum, 2008); (Pranitasari & Sidqi, 2021) & (Sinollah & Masruroh, 2019). Apart from the first 

row of the second table, the third row of the third table is also the second hypothesis in this 

research showing that the Brand Trust variable can moderate the influence of the Electronic 

Service Quality variable on the Consumer Satisfaction variable because the P-Values value is 

positive and is below the 0.05 significance level, namely 0.000. Thus the results of the first and 

second hypotheses in this research can be proven and accepted.  
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