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Abstract - Online shopping has become new trend in Indonesia. Indonesian e-commerce industry in the last ten years grew 
about 17% with a total of e-commerce business reaching 26.2 million units. With so much competition in this e-commerce 
business, every company will compete to find ways to satisfy their customer, especially in their own website. Therefore, this 
research aims to find the component of e-commerce website that can influence customer satisfaction and customer loyalty in 
e-commerce business among Y generation in Indonesia. The sampling for this research is 207 responses in Bandung, 
Indonesia and collected for two months from December 2017. All the data gained were analyzed by various statistical methods 
in Statistical Package for the Social Science (SPSS). The main data analysis is done using Multiple Regression Test Analysis 
method. This method was used to determine direction between each variable relation. This research found time consuming 
variable is has the biggest positive and significant influence on customer satisfaction, followed by interactivity variable, and 
ease to use variable. For visual variable, there are positive influence on customer satisfaction but insignificant. It also found 
customer satisfaction has very positive and significant influence towards e-commerce customer loyalty. Findings in this 
research can help e-commerce companies to improve their e-commerce website. 
 
Index Terms - Interactivity, Loyalty, Satisfaction, Visual 
 
I. INTRODUCTION 
 
Human beings are essentially social being that needs 
interaction between one and the other. One of the most 
interactions that human do is buying and selling, the 
interaction itself known as a transaction. The 
transaction is an activity of some people to exchange 
some goods or services. The transaction is doing to get 
a goods or services that needed by the person who did 
that. The place where every transaction happens is 
called marketplace. With the advancement of the 
times, marketplace also grows following the time 
according to human needs. Various marketplace also 
appears according to usability and needs of the 
consumer like a traditional market, shopping center, 
and modern market or mall. 
 
In this digital era, many people use the internet as the 
platform to make interact with another people. 
Besides of making people interact easier, the internet 
also can simplify and accelerate human work and 
making information easy to find. This advantage of 
the internet makes the user of the internet is growing 
fast. 
This growth is largely contributed by Asian countries, 
these countries contributed about 49.7% of internet 
users in the world. The growth of internet users in the 
Asia country from 2000 to 2017 is about 1,595.5%. 
Indonesia itself is ranked at the 3rd for the most 
internet users in Asia with 132,700,000 users, under 
China at the first rank with 738,539,792 users and 
India at the second rank with 462,124,989 [8]. 
Internet users in Indonesia usually using the internet 
to open social media, searching for goods or services, 

and sending a message or chatting. This opportunity is 
used by some people to open a business using the 
internet as the main platforms. Not only social 
interactions such as talking or chatting, but the 
internet is also used to buying and selling interactions 
(Transaction). If the traditional transaction is 
happening in the marketplace, so the transaction 
happens on the internet is called electronic commerce 
(e-commerce). Instead of going to a marketplace, 
e-commerce can bring the process of buying and 
selling to the user’s home. The ease of e-commerce 
offered makes e-commerce business in Indonesia 
grows more and more. This business is also supported 
by Indonesian internet provider that always try to give 
the best internet performance in all of corners in 
Indonesia, so everyone in Indonesia is easy to access 
and use e-commerce anywhere they are. Indonesian 
e-commerce industry in the last ten years grew about 
17% with a total of e-commerce business reaching 
26.2 million units [9]. This number of e-commerce 
business in Indonesia confused the users to choose 
which one they will use to make sale and purchase 
transaction. With so much competition in this 
e-commerce business, every company will compete to 
find ways to satisfy their customer.  
 
II. PROCEDURE FOR PAPER SUBMISSION 
 
A. Ease to Use 
With so many e-commerce websites out there, the ease 
to understand how to use the website and use it 
efficiently is a critical component in website 
experience [2]. Good website could make customer 
easy to learn and bring them a good experience [1]. 
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According to Davis [5] Technological Acceptance 
Model (TAM), that usefulness and easy to use are two 
determinants of technological acceptance behavior 
[3]. Jones and Lori [3] also find that their respondent 
is more satisfied with e-commerce when they find the 
process is easy and effective.  
H1: Ease to use of e-commerce website will give 
positive impact on e-commerce customer satisfaction 
 
B. Time Consuming  
Jones and Lori [3] find that consumer will be satisfied 
if the process of buying or selling in e-commerce 
website can be done quickly. Fast response time could 
make customer visiting experience fluent and saving 
more time [1]. Brent Coker [2] found that time 
consuming in website performance has positive 
impact on satisfaction even though only being the 
third factor. 
H2: Time Consuming of e-commerce website will 
give positive impact on e-commerce customer 
satisfaction  
 
C. Visual 
Another component that also influence customer 
satisfaction is also how much that e-commerce website 
is attractive and pleasing. The visual of website will 
drive customer toward website experience satisfaction 
[2] In the Xiuyuan research [1], he found visual appeal 
is support at customer satisfaction in the second place 
after information quality. 
H3: Visual of e-commerce website will give positive 
impact on e-commerce customer satisfaction  
 
D. Interactivity 
In e-commerce, customer will think online service can 
be interpret with interaction between human and the 
e-commerce website itself [4]. Xiuyuan [1] also using 
interactivity as the component of their research to see 
the impact in customer satisfaction and he find that 
interactivity has positive impact on customer 
satisfaction. In his research also said interactivity had 
multiple feature, like keyword search, personalization, 
and customer feedback. 
H4: Interactivity of e-commerce website will give 
positive impact on e-commerce customer satisfaction 
 
E. Satisfaction and Loyalty 
With all the variable that mentioned above, this 
research will explore how all variable as individual 
will impact on customer satisfaction on e-commerce 
website when they are doing buying or selling. After 
that we will see how much the customer satisfaction 
will impact on customer loyalty to come back and 
using this e-commerce website again. In Xiuyuan [1] 
research also found that customer satisfaction 
positively will impact on customer buying intention to 
revisit the website. Brent [2] research also find 

customer satisfaction has the most impact on loyalty 
more than likelihood of referral. 
H5: E-commerce customer satisfaction will give 
positive impact on e-commerce customer loyalty 
 
III. RESULT 
 
A. Descriptive Statistics 
Define This research is using questionnaire to get the 
actual data in the field. IBM SPSS is used to obtain the 
descriptive statistics data from the questionnaire that 
spread before. This research was done in Bandung, 
Indonesia area only and focusing on Y Generation 
only. Based on the Bandung city’s Central Bureau of 
statistics Y Generation in Bandung is 1,150,019 
people in 2015. Using Slovin calculation, sample data 
for this research is 207 people with 7% error tolerance. 
The respondent of this research questionnaire is 223 
respondents. There is 7.17% data error from all the 
respondent, so the valid data used is matched with 
Slovin calculation that is 207 people. 
 

TABLE I: Demographic Characteristic of Respondent 

Characteristics Frequencies Percentage
s 

Gender N = 207  
Male 99 47.83% 
Female 108 52.17% 
Age N= 207  
16 – 19 Years 20 9.66% 
20 – 24 Years 155 74.88% 
25 – 29 Years 15 7.25% 
30 – 34 Years 8 3.86% 
35 – 39 Years 9 4.35% 
Income N= 207  
< 2,000,000 IDR 65 31.40% 
2,000,000 ≥ 
5,000,000 IDR 82 39.610% 

5,000,000 ≥ 
10,000,000 IDR 48 23.19% 

10,000,000 ≥ 
20,000,000 IDR 9 4.35% 

> 20,000,000 IDR 3 1.45% 
 
In this research, from 207 respondent there is 99 
(47.83%) of male and 108 (52.17%) of female. The 
respondent of this research questionnaire is mainly 
from 20-24 years old that is 155 (74.88%) people from 
207 respondents. Variate of income of respondent is 
also shown on the Table 3.1 below, under 2,000,000 
IDR there are 65 (31.4%) people, between 2,000,000 
and 5,000,000 IDR there are 82 (39.61%) people, 
between 5,000,000 and 10,000,000 IDR there are 48 
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(23.19%) people, between 10,000,000 and 20,000,000 
IDR there are 9 (4.35%) people, and more than 
20,000,000 IDR there are 3 (1.45%) people. 
B. E-Commerce Customer Behavior Statistic 
Respondent e-commerce behavior for this research 
can be seen in Table 3.2 below. From 207 respondents, 
there are 190 (91.79%) people from all respondent 
experienced in make purchasing on an e-commerce 
website and another 17 (8.21%) people never make a 
purchasing on an e-commerce website. From all the 
respondent that have experienced in make purchasing 
on an e-commerce website, 93 people sometimes 
doing transaction using e-commerce website, 50 
people often doing transaction using e-commerce 
website, 22 people rarely doing transaction using 
e-commerce, 13 people very rare doing transaction 
using e-commerce website and 12 people very often 
doing transaction using e-commerce website. 
 

Table II: E-commerce Behavior of Respondent 
Behavior Frequencies Percentages 

E-commerce website 
transaction experience N = 207  

Yes 190 91.79% 
No 17 8.21% 
E-commerce website 
transaction frequency N = 190  

Very Often 12 6.32% 
Often 50 26.32% 
Sometimes 93 48.95% 
Rarely 22 11.58% 
Very Rare 13 6.84% 
Last e-commerce website 
transaction N = 190  

< 1 day ago 9 4.74% 

1 ≥ 6 days ago 61 32.11% 
1 ≥ 3 weeks ago 57 30.00% 
1 ≥ 6 months ago 51 26.84% 
> 6 months ago 12 6.32% 
Most e-commerce website 
used N = 190  

Lazada 39 20.53% 
Tokopedia 65 34.21% 
Bukalapak 19 10.00% 
Blibli 2 1.05% 
Shopee 55 28.95% 
Other 10 5.26% 
 
From the questionnaire of my research, Tokopedia is 
the number one most used e-commerce website with 
65 (34.21%) respondents, followed by Shopee with 55 
(28.95%) respondents, Lazada with 39 (20.53%) 
respondents, Bukalapak with 19 (10%) respondets, 
Blibli with 2 (1.05%) respondents, and the rest has 
their favourite e-commerce website (Zalora, Amazon, 
Pamello, BerryBenka, FJB Kaskus, Carousell, JD.id, 
Traveloka, and Official Store). 
 
C. Validity and Reliability Test Analysis 
The To analyze the validity of all question for this 
research, the author used IBM SPSS to calculate the 
validity test. This validity test using Pearson’s Product 
Moment that will compare Correlation Coefficients 
that we got in IBM SPSS calculation with Critical 
Value that we got from Table of critical values for 
Pearson's r. The rules of the validity of a question are 
“if Correlation Coefficients is higher than Critical 
Value then the question is valid”. 

 
Table III: Result of Data Validity Analysis 

Question Correlation 
Coefficients Critical Value Validity 

Ease to use (X1)    
E-commerce makes it easy for me to buy and sell 
things 0.526 0.137 Valid 

I find it easier to find the things that I want to buy 
through the e-commerce 0.563 0.137 Valid 

I use e-commerce website clearly and easily 0.543 0.137 Valid 

Time Consuming (X2)    
E-commerce helps to do the transaction quickly 0.605 0.137 Valid 
I do not need much time to do the transaction using 
e-commerce 0.542 0.137 Valid 

I do not need much effort to do transaction using 
e-commerce 0.537 0.137 Valid 

Visual (X3)    
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The attractive display of e-commerce helps me in 
the transaction process 0.536 0.137 Valid 

The good function of e-commerce layout helps me 
in the transaction process 0.542 0.137 Valid 

Animation content on the e-commerce helps in the 
transaction process 0.255 0.137 Valid 

Interactivity (X3)    
Interactive features on e-commerce (example: chat 
columns with sellers) makes it easy for me to do the 
transaction 

0.373 0.137 Valid 

The interaction use e-commerce makes it easier for 
me to get the needed information 0.604 0.137 Valid 

I can get the product information I need 
specifically through an e-commerce website 0.513 0.137 Valid 

Customer Satisfaction (Y)    
Overall, I am satisfied to use e-commerce 0.674 0.137 Valid 
E-commerce provides the product information I 
need 0.557 0.137 Valid 

E-commerce helps me buying or selling products 
easily 0.663 0.137 Valid 

Loyalty (Z)    
I will return to visit the e-commerce website 0.563 0.137 Valid 
I will shop again use the e-commerce 0.655 0.137 Valid 

 
After the calculation and analysis above, we can see 
the Correlation Coefficients of all the question in the 
questionnaire is higher than Critical Value, so all the 
question in the research is valid based on Pearson’s 
Product Moment. 
For next step, the author will test the reliability of all 
the question in this research questionnaire. Based on 
the Johar [7] and Aris [6] books, the best way to do 
reliability test is using the Cronbach’s Alpha in the 
reliability statistics on IBM SPSS. The rules to 
determine this question is reliable is “if Cronbach’s 
Alpha is higher than a constant number that is 0.5 
than all the questions is reliable”. 

Table IV: Result of Data Reliability Analysis 

Number of 
Questions 

Cronbach’
s Alpha 

Constan
t 
Number 

Reliability 

17 0.887 0.500 Reliable 
 
Based on Table 3.4, the result of the calculation is all 
the main question has Cronbach’s Alpha value is 
0.887 which is bigger than the constant number (0.5) 
so we can say this questionnaire is also reliable to go to 
the next step. 
 
D. Coefficient of Determination Test Analysis 
Coefficients of determination will show how much the 
predictor variable will influence dependent variable, 
the score with range is 0 to 1. If the R2 score is closer to 
1 then all the predictors almost have all the 
information about the dependent variable itself. To 

make the data analysis accurate Adjusted R2 will used 
and also to avoid the bias data from R2  calculation. 
The result of Coefficient of Determination test is 
shown below: 

Table V: Coefficient of Determination Test Data Analysis 

Variable R R2 Adjusted 
R2 

Ease to Use, Time 
Consuming, Visual, 
Interactivity → 
Customer Satisfaction 

0.73
6 

0.54
1 0.532 

Customer Satisfaction 
→ E-Commerce 
Customer Loyalty 

0.75
3 

0.56
7 0.565 

 
Based on the Table V, Ease to Use, Time Consuming, 
Visual and Interactivity has Adjusted R2 score 53.2% 
to Customer Satisfaction variable which mean all the 
predictors variable give 53.2% information about 
customer satisfaction and the rest 46.8% is from 
outside variable in this research framework. From the 
next model shown Customer loyalty has Adjusted R2 

score 56.5% to E-commerce customer loyalty which 
mean all Customer loyalty give 56.5% information 
about customer satisfaction and the rest 43.5% is from 
outside variable in this research framework. This 
score still accepted because still categorized in strong 
connection (R2 > 0.5). This score also happened 
because author only want to see the variable of 
e-commerce website that determine customer 
satisfaction, whereas to determine e-commerce 



International Journal of Management and Applied Science, ISSN: 2394-7926                                                 Volume-4, Issue-6, Jun-2018 
http://iraj.in 

The Influence of Electronic Commerce Website on Customer Satisfaction and Loyalty in Indonesia 
 

75 

customer satisfaction there are other variable such as 
Trust, Shipping, Information Quality, etc. 
 
E. Significance Testing Analysis 
This test will see the significance of connection from 
this research hypotheses, that is connection between 
Ease to Use, Time Consuming, Visual, Interactivity to 
Customer Satisfaction and connection between 
Customer Satisfaction to E-commerce Loyalty. With 
the 95% level of confidence (⍺ = 0.05) the hypotheses 
will be indicated as a significant connection if the 
Significance value (Sig.) is lower than ⍺ (0.05). 

Table VI: Significance Testing Data Analysis 

Variable t Sig. ⍺ Significan
ce 

X → Customer Satisfaction 

Ease to Use 4.141 0.00
0 

0.0
5 

Significan
t 

Time 
Consuming 5.110 0.00

0 
0.0
5 

Significan
t 

Visual 1.841 0.06
7 

0.0
5 

Insignifica
nt 

Interactivity 4.472 0.00
0 

0.0
5 

Significan
t 

Y → E-commerce Loyalty 
Customer 
Satisfaction 

16.34
5 

0.00
0 

0.0
5 

Significan
t 

 
Based on Table VI below, with the 95% level of 
confidence (⍺ = 0.05) all the variable in this research 
hypotheses are had significant connection except for 
the connection between Visual with Customer 
Satisfaction. Has an insignificant connection did not 
determine the hypotheses is rejected or make Visual of 
e-commerce website did not give a positive impact on 
e-commerce customer satisfaction. The result of the 
significance testing data analysis based on the 
hypothesis in Chapter 2.3 is shown below: 
1. Ease to Use has a significant connection with 
Customer Satisfaction. 
2. Time Consuming has a significant connection with 
Customer Satisfaction. 
3. Visual has an insignificant connection with 
Customer Satisfaction. 
4. Interactivity has a significant connection with 
Customer Satisfaction. 
5. Customer Satisfaction has a significant connection 
with E-Commerce Customer Loyalty. 
 
F. Multiple Regression Test Analysis 
Multiple regression was used to show a connection 
between variable, it has a positive or negative 
connection and how much is affecting the dependent 
variable. In this research, multiple regression will be 
used to see the connection between Ease to Use, Time 
Consuming, Visual, Interactivity to Customer 

Satisfaction and connection between Customer 
Satisfaction to E-commerce Loyalty. The calculation 
of multiple regression test will give coefficients of 
regression like shown below: 

Table VII: Multiple Regression Test Data Analysis 

Variable 

Coefficients 
of 
Regression 
(Beta) 

Sig. 

Ease to Use → Customer 
Satisfaction 0.240 0.0

00 
Time Consuming → 
Customer Satisfaction 0.308 0.0

00 
Visual → Customer 
Satisfaction 0.112 0.0

67 
Interactivity → Customer 
Satisfaction 0.272 0.0

00 
Customer Satisfaction → 
E-Commerce Customer 
Loyalty 

0.753 0.0
00 

 
Fig.1 Structural Model 

 
Based on Figure 1 and Table VII above, it shows the 
result of Multiple Regression tests about a connection 
between each variable. From the test also indicated all 
the variables has a positive connection to their 
dependent variable. In Figure 3.1 also shows the 
significance of the connection between variable with 
the straight path and the broken path. In this figure, 
the straight path will show as significance connection 
between variable and the broken path will show as 
insignificance connection between variable based on 
the significance testing analysis. 
Using the general equation from linear regression 
method that have been standardized we got the 
equation to predict Customer Satisfaction using Ease 
to Use, Time Consuming, Visual, and Interactivity 
like down below: 

… (1) 
Using the same general equation from linear 
regression method that have been standardized we 
also got the equation to predict E-Commerce 
Customer Loyalty using Customer Satisfaction like 
down below: 

… (2) 
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Based on the equation (1) and (2) the result of 
Multiple Regression tests on the hypotheses is shown 
below: 
1) Ease to Use of e-commerce website impact on 
E-commerce customer satisfaction 
From the result of Multiple Regression tests can be 
seen that the coefficients of regression (Beta) from 
Ease to Use of e-commerce website connection to 
E-commerce customer satisfaction is 0.240 with 
positive connection and show number of Significance 
in 0.000, it shows significant connection between Ease 
to Use and Customer Satisfaction. Every 1-point Ease 
to Use will give 0.240 additional point to E-commerce 
customer satisfaction. 
2) Time Consuming of e-commerce website 
impact on e-commerce customer satisfaction 
From the result of Multiple Regression tests can be 
seen that the coefficients of regression (Beta) from 
Time Consuming of e-commerce website connection 
to E-commerce customer satisfaction is 0.308 with 
positive connection and show number of Significance 
in 0.000, it shows significant connection between 
Time Consuming and Customer Satisfaction. Every 
1-point Time Consuming will give 0.308 additional 
point to E-commerce customer satisfaction. 
 Visual of e-commerce website impact on 
e-commerce customer satisfaction 
From the result of Multiple Regression tests can be 
seen that the coefficients of regression (Beta) from 
Visual of e-commerce website connection to 
E-commerce customer satisfaction is 0.112 with 
positive connection and show number of Significance 
in 0.067, it shows insignificant connection between 
Visual and Customer Satisfaction. Every 1-point 
Visual will give 0.112 additional point to E-commerce 
customer satisfaction. 
3) Interactivity of e-commerce website impact on 
e-commerce customer satisfaction 
From the result of Multiple Regression tests can be 
seen that the coefficients of regression (Beta) from 
Interactivity of e-commerce website connection to 
E-commerce customer satisfaction is 0.272 with 
positive connection and show number of Significance 
in 0.000, it shows significant connection between 
Interactivity and Customer Satisfaction. Every 1-point 
Interactivity will give 0.272 additional point to 
E-commerce customer satisfaction. 
4) E-commerce customer satisfaction impact on 
e-commerce customer loyalty 
From the result of Multiple Regression tests can be 
seen that the coefficients of regression (Beta) from 
E-commerce customer satisfaction connection to 
E-commerce customer’s loyalty is 0.753 with positive 
connection and show number of Significance in 0.000, 
it shows significant connection between Customer 
Satisfaction and E-commerce Loyalty. Every 1-point 
Interactivity will give 0.753 additional point to 

E-commerce customer satisfaction. 
 
CONCLUSION 
 
Based on the several researches we conduct, all the 
component of e-commerce under this research that is 
Ease to Use, Time Consuming, Visual, and 
Interactivity has positive impact on Customer 
Satisfaction. However, from all of the component of 
e-commerce only 3 component that have significant 
impact that is Ease to Use, Time Consuming, and 
Interactivity. Visual itself has positive impact on 
Customer Satisfaction, but the impact is not too 
significant. This research also find that Customer 
Satisfaction have positive impact on Customer 
Loyalty. There is the conclusion based the hypotheses 
in the research framework above: 
5) H1: Ease to Use of e-commerce website give 
positive and significant impact on E-commerce 
customer satisfaction. 
The ease of transaction using e-commerce is the main 
feature that offer by e-commerce in general. Because 
of that, e-commerce website is must be easy to 
understand, easy to navigate, and easy to use. If the use 
of an e-commerce website is getting more and more 
easier than the customer will be more satisfied or in 
the other word customer will re-visit the e-commerce 
website and being loyal to that e-commerce. This 
finding is supported by Brent [2], Jones and Lori [3]. 
They also find this variable is also give positive impact 
on customer satisfaction. 
6) H2: Time Consuming of e-commerce website 
give positive and significant impact on 
E-commerce customer satisfaction. 
Many people choosing make transactions using 
e-commerce because they do not have to go to the 
marketplace to transact and this process leads to the 
occurrence of time efficiency. Therefore, a good 
e-commerce website is a website that can provide fast 
transaction time, fast loading page, and fast response 
time. This research also find Time Consuming is the 
main key factor on Customer Satisfaction in 
e-commerce website. Time consuming variable is the 
biggest variable that give positive impact on 
E-commerce customer satisfaction. This mean 
Indonesian people especially in Y generation who did 
transaction in e-commerce will more satisfied if they 
can do their transaction without wasting their time. 
This finding is supported by Xiuyan [1], Jones and 
Lori [3]. But according to Brent [3], Time Consuming 
is a third factor on satisfaction in Australia. 
7) H3: Visual of e-commerce website give 
positive but insignificant impact on E-commerce 
customer satisfaction. 
Visual of e-commerce website has contributed impact 
in E-commerce customer satisfaction. Visual of an 
e-commerce website is a tool to ease the customer 
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while using e-commerce website. A good layout, the 
right color selection, and a good choice of image or 
animation can make e-commerce website is more 
pleasing and satisfying. Unfortunately, in this 
research Visual of e-commerce did not give a 
significant impact on customer satisfaction in 
Indonesia especially Y-generation. However, Visual 
of e-commerce still give positive impact on customer 
satisfaction as a fourth factor based on research 
framework. This finding is different with the result of 
Xiuyan research [1], that find Visual appealing is the 
second variable that have strong relation with 
customer satisfaction. 
8) H4: Interactivity of e-commerce website give 
positive and significant impact on E-commerce 
customer satisfaction. 
In general, transactions are the part of human 
interaction. Therefore, the presence of interaction 
feature in e-commerce website makes one of key to 
satisfy the customer. With the interactive features in 
e-commerce website helps customers in making 
transactions more easier and also helps increase trust 
between sellers and buyers. This research also finds 

Interactivity of e-commerce website being the second 
biggest impact on E-commerce customer satisfaction. 
This finding is also supported by Xiuyan research [1]. 
9) H5: E-commerce customer satisfaction give 
positive and significant impact on E-commerce 
customer loyalty. 
In this study, it is expected after getting the 
e-commerce factor website that affect customer 
satisfaction then see whether customer satisfaction has 
a positive impact on customer loyalty or not. This 
research proves there is a positive and significant 
impact between e-commerce customer satisfaction and 
e-commerce customer loyalty. E-commerce customer 
satisfaction give very high impact on customer loyalty. 
Every 1-point Interactivity will give 0.753 additional 
point to E-commerce customer satisfaction. This 
finding is supported by Xiuyan [1] and Brent [2]. 
Based on the calculation in Chapter 3.4, this research 
concluded that all of the e-commerce website variables 
that used in this research is giving positive impact 
towards e-commerce loyalty. This is table below will 
show the ranking of e-commerce website variables 
based on their impact: 

 
Table VII: Rank of e-commerce website variables based on their impact 

No. Variable Direction Significance Value 

1 Customer Satisfaction → E-Commerce Customer Loyalty Positive Significant 0.753 

2 Time Consuming → Customer Satisfaction Positive Significant 0.308 

3 Interactivity → Customer Satisfaction Positive Significant 0.272 

4 Ease to Use → Customer Satisfaction Positive Significant 0.240 

5 Visual → Customer Satisfaction Positive Insignificant 0.112 
 
REFERENCES 

 
[1] S. Gao. Xiuyuan, “The Influence of Mobile Website Quality 

on Consumer Satisfaction and Behavior” (2013). Textiles, 
Merchandising and Fashion Design: Dissertations, Theses, & 
Student Research. 3. 

[2] Coker. B, “Antecedents to Website Satisfaction, Loyalty, and 
Word-Of-Mouth” (2013). Journal of Information Systems 
and Technology Management. 10. 

[3] J. Kiku, Lori N. K., “Consumer-to-Consumer Electronic 
Commerce: A distinct Research stream” (2007). Journal of 
Electronic Commerce. Vol. 5(4). 39-54, October-December 
2007. 

[4] Bitner, M. J., Booms, B. H., & Tetreault, M. S., “The service 
encounter: diagnosing favorable and unfavorable incidents. 
Journal of Marketing” (1990). 54(1), 71–84. 

[5] Davis, F. D. “Perceived Usefulness, Perceived Ease of Use, 
and User Acceptance of Information Technology” (1989). 
MIS Quarterly (13:3), pp. 319 339  

[6] Aris, S. (2014) “Aplikasi SPSS: Untuk Analisis Data 
Penelitian Kesehatan”. First Edition. Yogyakarta. Nuha 
Medika. 

[7] Johar, A. (2017) “SPSS 24: Untuk Penelitian dan Skripsi”. 
First Edition. Jakarta. Elex Media Komputindo. 

[8] https://www.internetworldstats.com/stats3.htm (Access: 12 
December 2017; 10.30 pm) 

[9] http://tekno.liputan6.com/read/2957050/pertumbuhan-e-co
mmerce-indonesia-tertinggi-di-dunia (Access: 13 January 
2018; 03.20 pm) 

[10] Maria. D. D. D., Sahid S. N., “Consumer-to-Consumer 
Electronic Commerce: A distinct Research stream” (2012). 
International Trade & Academic Research Conference. 
37-46, November 2012. 

[11] Taweerat. J., Settapong M., Navneet M., Jesada S., “The 
Impact of Customer Satisfaction on Online Purchasing: A 
Case Study Analysis in Thailand” (2014). Journal of 
Economics, Business and Management. Vol. 2(1). 5-1, 
January 2014. 

[12] Izyan. H., Boon L. C., “Factors Influencing Customer 
Satisfaction and E Loyalty: Online Shopping Environment 
among the Young Adults” (2014). Management Dynamics in 
the Knowledge Economy. Vol. 2(3). 462-471, 2014. 

 
 

 
 
 
 

 
 


