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ABSTRACT 
This research is quantitative research with a causal relationship to determine the direct influence 

customer engagement, customer satisfaction, customer commitment   to customer loyalty and knowing 
the indirect effects, customer engagement, customer satisfaction, customer commitment to customer 
loyalty on the Tokopedia application.  Data collection was carried out using the information gathering 
method through a survey with a questionnaire. The population in this study is someone who has used 
Tokopedia, regularly uses Tokopedia, lives in Jabodetabek and is at least 17 years old. The questionnaire 

collected 120 respondents using the Hair et al. (2019) Questionnaires collected from 120 respondents. 
The sampling method used is non-probabilitysampling with techniques purpose sampling. Based on 
the research results, 7 hypotheses can be accepted, namely customer engagement influential customer 
commitment, customer satisfaction influential customer commitment, customer engagement 
influential customer loyalty, customer satisfaction influential customer loyalty, customer commitment 
influential customer loyalty, customer engagement influential customer loyalty in mediation customer 
commitment, customer satisfaction influential customer loyalty mediated customer commitment. 
Therefore, it is important for the Tokopedia platform to improve customer engagement which can 
improve customer loyalty. The aim of this research is to determine the direct effect customer 
engagement, customer satisfaction, customer commitment to customer loyalty and also to determine 
the indirect influence of customer engagement, customer satisfaction, as well as customer commitment 
to customer loyalty shown to consumers using the Tokopedia application. 
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INTRODUCTION 
E-commerce one of progress digital marketing which is experienced by almost all people 

today (Irawati dan Prasetyo, 2020). E-commerce originates from developing buying and selling 

transactions that make it easier for writers to  do business online with electronic devices such 
as cellphones, iPads, computers and others that have internet access (Chandra et al., 2019; 
Ramli, 2019a; Steven et al., 2023). The COVID-19 pandemic has forced people to stay at home 
and avoid gatherings, encouraging e-commerce to gain a lot of interest in recent years (Dewi & 
Ramli, 2023; Diatmono et al., 2020; Mariam & Ramli, 2019; Priarso et al., 2018; Ramli, 
2020b; Yusuf, 2021). Traders can carry out the buying and selling process directly online in the 

process of buying and selling goods and services but also about how to serve customers 
(Fatihanisya dan Purnamasari, 2021). Service that satisfies consumers will build a bond 
which is also known as Customer Engagement. This is a new perspective in implementation 

customer relationship management which aims to build brand loyalty (Rahmawati dan Aji, 

2015). 
Customer satisfaction If customer needs and desires can be met by high quality goods or 

services, customer satisfaction will arise (Febriani et al., 2023; Ghazmahadi et al., 2020; 

Mariam & Ramli, 2022; R. Utama et al., 2020). Whether a customer is satisfied or not with 
the goods or services is determined by the behavior seen after using the goods or services (H. 
Susanto, 2013; Khasanah et al., 2021; Mariam et al., 2021; Mariam & Ramli, 2019). Level 
customer satisfaction measured based on customer assessments of the product or service features 

themselves and determines the level of customer satisfaction with their consumption 
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(Novarian & Ramli, 2020; Ramli, 2013; Sudjianto & Japarianto, 2017; Sukarno et al., 2020). 
Customer satisfaction perceived by customers will have an impact on customer loyalty towards 

the product, so this  becomes a necessity for a company to achieve customer loyalty towards 
the products it produces and is called customer loyalty (Mariam et al., 2022; Mariam & Ramli, 

2020; Supiati et al., 2021). This is important for businesses because good relationships with 
customers can make a business last long and strong (Bachtiar et al., 2023; Imran, Arvian, 
et al., 2020; Ramli, 2019b; Rumaidlany et al., 2022). 

Because customer loyalty It also becomes a customer's commitment and loyalty to a brand 

in repurchasing or subscribing to a product or service brand for a long period of time 
(Diatmono et al., 2020; Mulyadi et al., 2020; Ramli et al., 2020; Ramli & Novariani, 2020; 
Wijaya et al., 2019). Customer commitment plays a role in motivation to continue the 

relationship and the resulting positive attitude towards being part of a long-term relationship 

(Imran, Mariam, et al., 2020; Mariam et al., 2020; Sanaullah et al., 2022; Sylvyani & Ramli, 
2023). 

According to research by Anggraeni dan Sabrina (2021) customer engagement a process that 

emerges from a combination of calculated commitment followed by the development of trust, 
involvement, and ultimately emotional commitment. Customer engagement this is very 

important for companies because it creates a strong relationship between consumers and the 
company, there by influencing purchasing decisions (Nurdiansyah et al., 2020; Ramli, 2020a; 
Rizky et al., 2023; Takaya et al., 2020; Utami & Saputri, 2020). The difference between this 
research and the main journal lies in the addition of variables customer commitment and the 

research object is different from previous research which used the hotel service business, 
while this research analyze the relationship between variables and research objects using 
Tokopedia (Ramli, 2020a; Situmorang et al., 2023; Rather, 2019). Based on the above, this 

research aims to prove that there is a relationship between all the variables shown to 
consumers in marketplace Tokopedia. 

Influence Customer Engagement to Customer Commitment 

According to research from Rather, (2019) suggests that customer engagement can play an 

important role in driving commitment to hospitality therefore, further research can be 
developed from this perspective. As well as customer commitment is also considered a 

fundamental building block for long-term customer relationship development (Morgan dan 
Hunt, 1994). According to research from Paramita dan Riorini, (2023) customer engagement 

often summarized in context customer engagement psychologically rooted, which is the goal 

of customer commitment considered the only acceptable option in the product category. The 

higher the affective attachment, the higher it will becustomer engagementto go to the service 

provider (Hollebeek et  a l . ,  2014).  Based on other researchers, this is also 

suggestedcustomer engagement produce a favorable attitude towards a company's product or 

brand such ascustomer commitment (Vivek et al., 2012). Relationship between customer 

engagementAnd customer commitmentmutual influence as an effective strategy in 

improvingcustomer engagementcan have a positive impact on customer commitment, thereby 

strengthening long-term relationships with customers (Riorini dan Widayati, 2015). According 
to research from Sinaga, (2020) states thatcustomer engagementhave a positive influence on 

customer commitment. Based on research conducted by  Sipayung dan Heryjanto, (2021), it is 

stated that customer engagementhave a positive influence oncustomer commitment. According 

to research from Sutrisno, (2023) states thatcustomer engagementhave a positive influence 

on customer commitment. This is proven by research by Rather, (2019) which states 

thatcustomer engagementhave a positive influence oncustomer commitmentby showing a 

higher levelcustomer engagement towards a brand will result in higher levels customer 

commitment.This proves that there is an increasecustomer engagementwill improvecustomer 

commitment. Based on the previous research above, this hypothesis was formulated: H1: 

Customer Engagementpositive influence onCustomer Commitment 

InfluenceCustomer SatisfactiontoCustomer Commitment 
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Previous research has also said that once there iscustomer satisfactionthen it will 

appearcustomer commitment (Shin et al., 2013). According to research from Parnataria dan 

Abror, (2019) customer satisfaction Customers feel satisfied when the service provided by the 

vendor is fulfilled and after that the customer will commit to making repeat 
purchases.Customer satisfaction will strengthen consumers' decisions to retaincustomer 

commitment (Putra dan Kusumadewi,  2019) .Customer satisfactionwho buy more products 

from the same provider will remain committed to the company and continue their relationship 
with it (Supriyanto, 2015). Customer satisfactionclosely related to customer satisfaction 

(Hildayanti et al., 2018). Relationship between customer satisfaction And customer commitmentis 

complex and can be influenced by various additional factors such as price, competition, 
technological changes and others (Griffin, 2013). According to research from Tonder dan 
Petzer, (2017) stated thatcustomer satisfactionhave a positive influence oncustomer commitment. 

According to research from Tonder dan Beer, (2018), their research also stated that customer 

satisfaction have a positive influence on customer commitment. Based on research from Rather, 

(2019), it is stated thatcustomer satisfactionhave a positive influence oncustomer commitment. 

This is proven by Aprilianto et al., (2022) which states that customer satisfaction positive 

influence on customer commitment which means that consumers who are satisfied with the 

service will build confidence to use this product periodically. This proves that there is an 
increase customer satisfaction will improve customer commitment (Hidayat et al., 2015). This is 

confirmed by Rather et al., (2019) customer satisfaction have a positive influence on customer 

commitment. Based on the previous research above, this hypothesis was formulated: H2: 

Customer Satisfactionpositive influence on Customer Commitment 

InfluenceCustomer EngagementtoCustomer Loyalty 

According to research from Sukendia et al., (2021) stated that experience is closely related 

to customer engagement.Customer loyalty can result in better and stronger relationships withe-

commercewhich has marketing benefits (Febrian dan Ahluwalia, 2020). It also emphasizes how 

experience and customer engagement is an important determining factor in the exchange of 

goods or services between companies and customer loyalty (Vitram et al., 2023). According to 

research from Utama dan Kusuma, (2019), they argue that customer engagement increase 

customer loyalty because of the level customer engagement High levels create customers who 

feel satisfied with a brand. According to research from Firmansyah, (2018) customer 

engagementsincere can be seen as behavior that originates from rational and emotional 

emotions that can help buildcustomer loyalty to service businesses. Connection customer 

engagementtocustomer loyalty can be positively influenced by other factors such as product or 

service quality, overall customer experience, competition in the market, and economic factors 

(Yolanda dan Keni, 2022). According to research from Dhasan dan Aryupong, (2019), their 
research states that customer engagement positive and significant effect oncustomer 

loyalty.According to research from Paramita dan Riorini, (2023), their research also stated 

thatcustomer engagement positive influence oncustomer loyalty. Based on research by 

Harimurti dan Suryani, 2019) it is stated thatcustomer engagementhave a positive influence 

oncustomer loyalty.This is confirmed by Abror et al., (2020) customer engagement positive 

influence oncustomer loyalty.This shows that the higher the level customer engagement the 

higher the level customer loyalty (Rather, 2019). Based on the previous research above, this 

hypothesis was formulated: H3: CustomerEngagementpositive influence on Customer Loyalty 

InfluenceCustomer SatisfactiontoCustomer Loyalty 

According to research from Semuel dan Wibisono, (2019) measurement customer 

satisfaction and customer dissatisfaction with a product or brand are important indicators 

ofcustomer loyalty. According to research from Simanjuntak dan Purba, (2020), companies 

routinely evaluate products with the aim of improving product quality weaknesses in order 
to improve customer satisfactionso it improves customer loyalty.Customer  satisfactioncan maintain 

customer loyalty company feedback analysis can be used to retain customers and strengthen its 

market price (Nora, 2016). Whencustomer satisfactionexceed the critical level of repeat 
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purchases customer loyaltyis also increasing rapidly (Harzaviona dan Syah, 2020). According 

to research from Paramartha dan Syah, (2020) customer satisfactioncan be achieved with 

what is expected by customer loyalty. According to research conducted by Dam, (2021)  states 

thatcustomers Satisfaction positive influence oncustomer loyalty. According to research from 

Naini et al., (2022) states that customer satisfactionhave a positive influence on customer loyalty. 

Customer satisfactionwhich has a positive influence will be able to buildcustomer loyalty 

(Harzaviona dan Syah, 2020). Then supported by Gultom et al., (2020) who stated thatcustomer 

satisfaction positive influence oncustomer loyalty. This is confirmed by Slack et al., (2020) 

customer satisfactionpositive influence oncustomer loyalty. This shows that the higher the 

levelcustomer satisfaction the higher the level customer loyalty (Surya, 2019). Based on the 

previous research above, this hypothesis was formulated: H4: Customer Satisfaction positive 

influence on Customer Loyalty 

Influence Customer Commitment to Customer loyalty 

According to research from Haryanti dan Baqi, (2019) companies need to improve customer 

commitment will guarantee that consumers will increasingly want to buy again and are willing 

to recommend the company to their relatives and acquaintances and generate maximum 
profits.Customer commitment have  industry factors, product types, customer relationships with 

brands, and the overall business environment to improve customer loyalty (Anwar, 2022). 

Customer commitment and customer loyalty must be adjusted to maximize customer satisfaction 

(Rumiyati dan Syafarudin, 2021). According to Haryanti dan Hermawan, (2021) 
companies must focus customer commitment and customer loyalty for consumer satisfaction with 

the image of the goods Customer commitment important role in the worlde-commerceto increase 

customer loyalty. This is reinforced by research by Lakhsmidevy, (2018) which states that 

customer commitment positive influence oncustomer loyalty.According to research from customer 

commitmentpositive influence oncustomer loyalty (Aprilianto et al., 2022). Based on research 

from Romadhon, (2013)  customer commitment positive influence oncustomer loyalty. 

According to research from Rather, (2019) customer commitmentpositive influence oncustomer 

loyalty. According to research from Berliana, (2022) states that customer commitment positive 

influence on  customer loyalty. Based on the previous research above, this hypothesis was 

formulated: H5: Customer Commitment positive influence on customer loyalty 

Influence Customer Engagement to Customer loyalty through Customer Commitment 

Customer engagement high levels can directly influence customer commitment towards 

brands (Riorini dan Widayati, 2015). Customer commitment it then functions as a mediator 

between customer engagement Andcustomer loyalty (Yolanda dan Keni, 2022). In other words, 

getting stronger customer engagementAndcustomer commitment they get higher and higher 

customer loyaltythat might form (Tarigan et al., 2019). This is proven by research conducted by 

Yunika dan Abror, (2022) which states that the mediating variable is Customer commitment 

can perfectly mediate the influence customer engagementtocustomer loyalty.According to 

Rather, (2019), in his research, he stated that based on social exchange theory and relationship 
marketing theory, this research analyzes from a theoretical and empirical perspective shows 
that customer engagement have a direct influence oncustomer loyalty and have a positive effect 

on customer loyalty through customer commitment. Based on the previous research above, this 

hypothesis was formulated: H6: Customer Engagement positive influence oncustomer loyalty 

through customer commitment 

Influence Customer Satisfaction to Customer loyalty through Customer commitment. 

Customers who feel committed to a brand or company tend to be more loyal (Fikri et al., 

2016). They will be more likely to maintain long-term and repeat business relationships with 

the company (Agung Wicaksono, 2022) . So, when customers are satisfied and feel 
emotionally attached to the company they will be more likely to become loyal customers 
(Yanuar et al., 2017). According to research from Minta, (2018) states that the mediating 

variable is customer commitment can mediate customer satisfaction to customer loyalty. This 

research is supported by Rather, (2019)  in his research on customer use in the hotel industry 
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which states that customer satisfactionpositive influence both directly and indirectly on customer 

loyalty. This proves thatcustomer satisfactionpositive influence oncustomer loyalty through 

customer commitment. Based on the previous research above, this hypothesis was formulated:  

H7: Customer Satisfactionpositive influence on Customer loyalty through Customer commitment 

Based on the hypothesis framework above, the research model can be described as Figure 
1 below: 

 
Source: Data processed by the Author, 2023 

Figure 1. Research Model  

 

RESEARCH METHOD 
This study uses a casual (cause-and-effect) design. This research is designed to show that 

there is a cause-and-effect relationship between one variable and another. This research applies 
quantitative methodology. In this research there are exogenous variables, namely Customer 

Engagement and Customer Satisfaction and mediating variables, namely Customer 

Commitmentas well as endogenous variables, namely Customer Loyalty. This research uses 

primary data. This type of data is used in this research. Data was collected through a 
questionnaire survey method. Distributing questionnaires via social media such 
asWhatsAppAnd Instagram using GoogleForm. 

In this study, a questionnaire was used to collect data. The scale used to compile the 
questionnaire was scalelikert, where is the scalelikert is a research scale used to measure 

attitudes and opinions. In this study, five levels of the Likert scale were used, namely Strongly 
Disagree (STS), Disagree (ST), Undecided (RR), Agree (S), and Strongly Agree (SS). This 
research uses four variables consisting of Customer Engagement, Customer Satisfaction, 

Customer Commitment and Customer Loyalty. Measurement Customer Engagement using the 

dimensions of Anggraeni dan Sabrina, (2021) which consist ofInteraction, EnthusiasmAnd 

Attention. To measure Customer Satisfaction According to Sitti Ardianti, (2022) in her 

research stated thatCustomer Satisfaction influenced by three dimensions, namely Overall 

Customer Satisfaction, Confirmation of expectations, Willingness to recommend. Then to measure 

the variables Customer Commitment according to Griffin, (2013) states thatCustomer 

Commitmenthas two dimensions, vizcalculative commitment And affective commitment. Then to 

measure variablesCustomer Loyalty According to Wikanta dan Semuel, 2018) there are 3 

dimensions in measuring Customer Loyalty among others areRepeat Purchase, Refuse, 

Recommended. 
This study was conducted on an unspecified number of Tokopedia users. Data collection 

uses a questionnaire with a Likert scale, each questionnaire is about Customer Engagement 

there are 6 questions, questions about Customer Satisfactionthere are 3 questions, questions 
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aboutcCustomer Commitment there are 4 questions, questions about preferences Customer 

Loyaltythere are 6 questions. The total number of measurements was 19 questions which had 

been adjusted to the respondent. To determine the number of samples in this study, Hair et al., 

(2021) states that the minimum sample size is 5 x the number of indicators and there are 19 
statements in this research questionnaire, so that the sample intended to receive the 
questionnaire is a minimum of 120 people. 

Sampling using techniquesnon-probabilitythat is purposive sampling. According to 

Sugiyono, (2019) Purposive samplingis a sampling method whose criteria are determined by 

the author himself. The sample selection criteria for this research are (1) make purchases 
through marketplace Tokopedia, (2) have regularly used Tokopedia for the last 6 months (3) 

reside in JABODETABEK and are aged 17 years or over. 
This research uses data analysis techniques in this research Structural Equation Modelling 

(SEM). Structural Equation Modelling (SEM) is a combination of factor analysis and 

regression analysis or Sarstedt trajectory et al. (2021) using softwareSmartPLS. This research 

usesSmartPLS where in analyzing data there are two stages, namely stage one isoutermodel 

where a validity test is carried out consisting of (1) TestConvergent Validitywith standard 

valuesloading factors>0.70, Average Variance Extraded (AVE) with valuecut-off valueAVE > 0.50. 

Then continue (2) TestDiscriminant Validity, with the standard correlation of the construct with 

the measurement items being greater than the measures of other constructs, it shows that the 
latent construct predicts the measures in the other blocks. Reliability Test using cronbrach 

alphaAndcomposite reliability, with standard reliable value ≥ 0.70. The second stage, 

namelyinner modelby looking at the value R-square, if valueR-square0.75, 0.50, 0.25 it can be 

concluded that the modelinner the model is strong, moderate, and weak. Model fit testing with 

SRMR standards > 0.1. As well as hypothesis testing looking at the calculations frompath 

coefficient, by comparing the statistical T value > T table 1.96 (α 5%) which means that the T 

valuestatisticsevery hypothesis is greater than T table then it can be declared accepted or 

proven. 
 

FINDING AND DISCUSSION 

Outer Model 
In this research, we will test a validity test which is useful for determining a measurement 

of a statement on the questionnaire used in this research which aims to measure the indicators 
and variables studied. Outer loading analysis to determine the magnitude of the correlation 
between indicators and their latent constructs so that it can be determined whether the 
indicators are valid or invalid. The indicator can be declared valid if the value is >0.70. 

Source: Data processed by the author, 2023 

Figure 2. Outer Model 
Based on the outer loading image above, all indicators in the 19 questions have an outer 
loading value of CE 6 = 0.697 and CS2 = 0.561 which is smaller than 0.7 then it will be removed 
for further processing (the results are presented in the appendix). 

AVE results can show the ability of latent variables to represent the original score. A larger 
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AVE value indicates that the explanatory power of the indicator measuring the latent variable 
increases. The AVE threshold value is usually 0.50, with a minimum AVE value of 0.50 to 
indicate good convergent values. The average extracted (AVE) results are shown below. 

Table 1. Average Variance Extracted 

Construct Average Variance Extracted (AVE) 

Customers Commitment 0.798 

Customer Engagement 0.699 

Customer Loyalty 0.692 

Customer Satisfaction 0.683 

Source: data processed by the author, 2023 
From the results of the AVE value, it shows that all constructs, namely > 0.5 indicates that 

it meets the requirements for convergent validity and reliability. Cross Loading Discriminate 

Validityis a model for measuring in which the evaluated reflectance index is derived from 

the results of cross-load testing when measuring structures. If the correlation of one structural 
item is higher compared to other structures, then it can be concluded that these results can 
indicate that the latent structure can predict the size of one block well compared to the size of 
other blocks. The results show that all variables are declared good and exceed 0.7. (Results 
can be seen in the attachment). 

In research, reliability tests are carried out to find out whether the measuring instrument 
really has consistency and can be used at the next stage. The reliability test results were 
evaluated using the Composite Reliability and Cronbach's Alpha measurement provisions. 

Table 2. Reliability Test 

Construct Cronbach's Alpha Composite Reliability 

Customer Commitment 0.915 0.940 

Customer Engagement 0.912 0.932 

Customer Loyalty 0.910 0.931 

Customer Satisfaction 0.779 0.861 

Source: data processed by the author, 2023 
Based on the outer loading image above, all indicators in the 19 questions with Outer Loading 
values CE 6 = 0.697 and CS2 = 0.561 are smaller than 0.7 and will be removed for further 
processing (the results are presented in the attachment). 

Inner Model 
Measurementinner modelintended to see the suitability of the model and measure direct 

and indirect effects. To get analysis resultsinner model, research models need to be carried 

outboostraping. Analysisinner model useR-Square (Goodness Fit Model), Path Coefficient, And 

Indirect Effects. 

Table 3. R-Square results 

Construct R Square Adjusted R Square 

Customer Commitment 0.604 0.599 

Customer Loyalty 0.854 0.851 

Source: data processed by the author, 2023 
The calculation results in table 3 can be seen that the valueR-SquareThe value above shows 

that the variable Customer Commitmentcan be explained by 0.599 or 59.9% by 

variablesCustomer EngagementAndCustomer Satisfactionthe remaining 40.1% was from other 

research. Meanwhile valueR-Squarevariable Customer Loyalty can be explained by 0.851 or 

85.1% by variables Customers Engagement, Customer SatisfactionAndCustomer Satisfactionthe 

remaining 14.9% came from other variables outside this research.  

In hypothesis testing it can be said to be significant when the T-Value value is greater than 
1.96, or the P-value is smaller than 0.05, whereas if the T-Value value is less than 1.96 then it is 
considered not significant (Ghozali, 2016). Based on the hypothesis testing table above, it is 
known that Hypotheses 1, 2, 3, 4 and 5 are accepted as proven by the T- value > 1.96 and pValue 
< 0.05. Based on the hypothesis testing table above, it is known that for indirect relationships, 
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hypotheses 6 and 7 are also accepted by all. 

Table 4. Research Model Hypothesis Testing 

Hypotesis Statement 

Hypothesis 

Sample 

Original 

T 

Statistics 

P 

Values 

Decision 

H1 Customers Engagement > 
Customers Commitment 

0.344 3,085 0.002 Supported 

H2 Customers Satisfaction > 
Customers Commitment 

0.458 4,252 0,000 Supported 

H3 Customers Engagement > 
Customer Loyalty 

- 0.185 2,408 0.016 No 
supported 

H4 Customers Satisfaction > 
Customer Loyalty 

0.273 3,341 0.001 Supported 

H5 Customers Commitment > 
Customer Loyalty` 

0.845 21,789 0,000 Supported 

H6 Customers Engagement >  
Customer Loyalty 
through customers 
commitment 

0.290 3,042 0.002 Supported 

H7 Customers 
Satisfaction > Customer 
Loyalty through customers 
commitment 

0.387 4,182 0,000 Supported 

 

Discussion 
This research understands and empirically tests its influenceCustomer Engagement, Customer 

Satisfaction to Customer Loyalty through Customer Commitment.on the first hypothesis (H1), 

there is a relationship between Customer Engagementwhich has a positive and significant 

effect on Customer Commitmentdiscussed in more depth through this study. This statement is 

in line with the study put forward by Rather, (2019) which shows that Customer Engagement 

and Customer Commitmenthas a significant positive influence. It means to improvecustomer 

commitmentSo companies must increase customer engagement or consumer ties to products 

in a way. The higher the affective attachment, the higher it will be customer engagement to 

go to the service provider (Brodie et al., 2011). Ccustomer engagementproduce a favorable 

attitude towards a company's product or brand such ascustomer commitment (Vivek et al., 

2012). In contrast to the results of the first hypothesis, this study shows hypothetical results 

(H2) what is proven in this exploration isCustomer Satisfaction, which has a significant positive 

effect on Customer Commitment.  These results are in line with what was proven by Aprilianto et 

al., (2022), which shows that customer satisfaction and customer commitment has a significant 

positive influence.Customer satisfactioncustomers feel satisfied when the service provided by 

the vendor is fulfilled and after that the customer will commit to making repeat purchases 
(Parnataria dan Abror, 2019).Customer satisfaction will strengthen consumers' decisions to 

retain customer commitment (Putra dan Kusumadewi, 2019). Next H3 customer 

engagementhas a negative and significant influence oncustomer loyalty. These results are 

different from what was proven in Abror et al., (2020), which shows thatcustomer 

engagementAnd customer loyaltyhas a significant positive influence Customer loyalty can result 

in better and stronger relationships withe-commercewhich has marketing benefits (Febrian dan 

Ahluwalia, 2020). This study shows that Customer engagementwhich increases, will cause 

customer loyalty decrease. This is due to level customer engagement low on customerse- 

commerce Tokopedia actually makes them happy because they are free to choose the products 

sold bye-commerceother. So consumers' attachment to Tokopedia will not be strong, which will 

result in increasing their loyalty to Tokopedia after trying ite-commerceothers create customers 

who feel satisfied with a brand (Utama dan Kusuma, 2019). So consumers are not too 
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attached to Tokopedia even though they have loyalty and consumers want to choose other 
shops too.  

The next hypothesis results (H4), there iscustomer satisfactionhave a positive influence 

oncustomer loyalty. This statement is in line with  Dam, (2021), customer satisfactionpositive 

influence on customer loyalty. Customer satisfaction can maintain customer loyalty company 

feedback analysis can be used to retain customers and strengthen its market price (Nora, 
2016). When customer satisfactionexceed the critical level of repeat purchases customer loyalty is 

also increasing rapidly (Harzaviona dan Syah, 2020).  
Business pays great attention to the relationship betweencustomers satisfactionAndcustomer 

loyaltybecause it shows that improves Customer satisfaction can produce strong customer brand 

loyalty  (Simanjuntak dan Purba, 2020).  Next result (H5), there is customer commitment have a 

positive influence oncustomer loyalty. This is in line with the research results of Berliana, 

(2022) statedcustomer commitmentpositive influence on customer loyalty. Customer commitment 

have industry factors, product types, customer relationships with brands, and the overall 
business environment to improvecustomer loyalty (Anwar, 2022). Company for Increase 

customer commitmentwill guarantee that consumers will want more repurchase and willing 
to recommend the company to relatives and acquaintances and generate maximum profits 
(Haryanti dan Baqi, 2019). 

In the sixth hypothesis (H6), there iscustomer engagementhave a positive influence 

oncustomer loyaltythroughcustomer commitment. This is in line with Yunika dan Abror, 2022) 

that this variable has a positive influence which is mediated by customer commitment. 
Customer engagement high levels can directly influence customer commitmenttowards the 

brand (Riorini & Widayati, 2015). In other words, getting stronger customer engagement And 

customer commitment they get higher and higher customer loyalty that might form (Tarigan 

et  al . ,  2019). Customer engagement with a brand tends to be morecustomer loyalty, which leads 

to loyalty-like behaviorcustomer commitmentand good recommendations through word of 

mouth (Yol a nda  da n  Ken i ,  20 22 ) . Next on (H7), customer satisfaction have a positive 

influence on customer loyaltythroughcustomer commitment. This is also in line with Minta, 

(2018) research that this variable has a positive influence which is mediated throughcustomer 

commitment. Customers who feel committed to a brand or company tend to be more loyal 

(Fikri et al., 2016). They will be more likely to maintain long-term and repeat business 

relationships with the company (Agung Wicaksono, 2022). So, when customers are satisfied 
and feel emotionally attached to the company they will be more likely to become loyal 
customers (Yanuar et al., 2017). 

 

CONCLUSION 
Researchers obtain the information needed to achieve research objectives based on 

discussions and research carried out. This research hypothesis was successfully proven, 
thatcustomer engagementhave a positive influence on customer commitment, 

furthermorecustomer satisfactionhave a positive influence oncustomer commitment, 

Thencustomer engagementhave a positive influence oncustomer loyalty, Thencustomer 

satisfactionhave a positive influence oncustomer loyalty, furthermorecustomer commitment have 

a positive influence oncustomer loyalty,then the mediation hypothesis customer engagementhave 

a positive influence oncustomer loyaltythrough customer commitment, Thencustomer 

satisfactionhave a positive influence oncustomer loyaltythroughcustomer commitment. 

These results show that overall, customer engagement, customer satisfaction, customer 

commitment,Andcustomer loyaltyclosely interrelated in the environmentecommerce. 

Successful use of the application will be supported by good service quality and 
levelloyaltyhigh for consumers. In this case, company management and service providers 

customer commitmentto build and maintain consistent service quality, as well as implement 

strong use measures to gain consumer trust and encouragecustomer engagement Which 

higher. Consumers are more likely to use online applications if they feel comfortable with the 
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quality of service and have confidence in the security of the platform. 
This research proves that there is a direct influence between customer engagement And 

customer loyalty to customer loyalty through customer commitmentas a mediating variable. The 

results of this research also say that customer engagementhave a big influence in improving 

customer loyalty. This shows that the more respondents feel the benefits of using a smartphone 

anytime and anywhere, the greatercustomer loyaltythem against Tokopedia, especially 

because of the performance of the Tokopedia application. As a result, when respondents want 
to use the Tokopedia application, they don't need to hesitate to use it because they are 
confident in the customer loyalty offered by Tokopedia. 

Some limitations in this research are that this research only discusses Customer 

engagement,Customer satisfaction,Customer commitmentAnd customer loyalty, even though 

there are still many variables that can influence itcustomer loyalty as do variablescustomer 

trust, to explain more about customer trust in Tokopedia, which if explained in more detail, 

this research would get different or better results. This research was only carried out within 
the scope of consumers who bought on the Tokopedia marketplace for the JABODETABEK 
area, where if it was spread more widely, you would get different or better results. 

Suggestions for future researchers who will research and discuss research similar to that 
carried out by researchers by adding variables customer trust, it is hoped that we can add several 

variables outside the variables in this research, including economic factors, functional factors 
and marketing mix factors. The next suggestion is to use other analysis tools such as SEM 
Amos and Lisrel. And the final suggestion is that the distribution of the questionnaire should 
be expanded not only in the JABODETABEK area, in order to get a larger number of 
respondents and get better results. 

Based on research resultscustomer engagement,customer satisfaction, to customer 

loyaltythroughcustomer commitmentis to create a healthy ecosystem between customers and 

online stores like Tokopedia Improving customer engagementthe goal is to increase the 

levelcustomer engagement. By creating more active and sustainable interactions between 

customers and the Tokopedia platform, it is hoped that it can strengthen emotional 
connections and positive interactions. Customer SatisfactionIncrease levelcustomer satisfaction 

is a crucial goal. Every interaction with customers should be designed to provide a positive 
experience. This goal can be measured through surveyscustomer satisfaction, feedback and 

continuous monitoring of satisfaction indicators 
 

REFERENCES 
[1] Abror, A., Patrisia, D., Engriani, Y., Evanita, S., Yasri, Y., & Dastgir, S. (2020). Service 

quality, religiosity, customer satisfaction, customer engagement and Islamic bank’s 

customer loyalty. Journal of Islamic Marketing, 11(6), 1691–1705. 

https://doi.org/10.1108/JIMA-03-2019-0044 

[2] Afifah, L., Chan, A., & Nirmalasari, H. (2020). The Effect of Customer Engagement Social 

Media to Brand Loyalty Indosat Ooredoo. Ekonomi Bisnis, 25(1), 38. 

https://doi.org/10.17977/um042v25i1p38-52 

[3] Alfi Nurul Hikmah, S. R. (2020). Pengaruh customer engagement dan e-service quality 

terhadap online repurchase intention dengan customer satisfaction sebagai variable 

intervening pada marketplace shoppe. Jurnal Ilmiah Mahasiswa Manajemen, Bisnis Dan 

Akuntansi Volume 2, No. 1, 2020. 

[4] Ali, R., Wahyu, F. R. M., Darmawan, D., Retnowati, E., & Lestari, U. P. (2022). Effect of 

Electronic Word of Mouth, Perceived Service Quality and Perceived Usefulness on 

Alibaba’s Customer Commitment. Journal of Business and Economics Research (JBE), 3(2), 

232–237. https://doi.org/10.47065/jbe.v3i2.1763 

[5] Alketbi, S., Alshurideh, M., & Al Kurdi, B. (2020). The Influence of Service Quality on 

Customers ’ Retention and Loyalty in the UAE Hotel Sector with Respect to the Impact of 

Customer ’ Satisfaction , Trust , and Commitment : A Qualitative Study. PalArch’s Journal 

of Archaeology of Egypt/Egyptology, 17(4), 541–561. 

[6] Anggraeni, P. D., & Sabrina, T. A. (2021). Analisis customer engagement terhadap kafe di 

Determinant of 
Online Shopping 
Customer Loyalty 

 
 
 
 
 
 

1446_____ 



 

tegal. Journal of Tourism and Economic, 4(1), 18–27. https://doi.org/10.36594/jtec.v4i1.106 

[7] Anwar, S. M. (2022). Influence of Service Quality , Customer Satisfaction and Commitment 

to Customer Loyalty among Banking Consumer. Media Pengkajian Manajemen Dan 

Akuntansi, 21(2), 163–170. https://doi.org/10.32639/fokbis.v21i2.212 

[8] Aprilianto, B., Welsa, H., & Udayana, I. B. N. (2022). Pengaruh Commitment, Trust 

terhadap Customer Satisfaction dan Customer Loyalty. Widya Manajemen, 4(1), 1–11. 

https://doi.org/10.32795/widyamanajemen.v4i1.1743 

[9] 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 

[10] Berliana, C. (2022). Effect Of E-Service Quality, E-Trust, And Commitment On E-Loyalty 

With E-Satisfaction As A Mediation Variable Pengaruh E-Service Quality, E-Trust, Dan 

Commitment Terhadap E-Loyalty Dengan E-Satisfaction Sebagai Variabel Mediasi. 

Management Studies and Entrepreneurship Journal, 3(4), 2397–2413. 

[11] Brodie, R. J., Hollebeek, L. D., Jurić, B., & Ilić, A. (2011). Customer engagement: 

Conceptual domain, fundamental propositions, and implications for research. Journal of 

Service Research, 14(3), 252–271. https://doi.org/10.1177/1094670511411703 

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

And Green Brand Knowledgeon Brand Image, And Green Purchase Intentionin Green 

Products Consumers. International Journal of Business and Management Invention (IJBMI) 

ISSN, 8(07), 47–52. www.ijbmi.org 

[13] Christian Wikanta dan Prof. Dr. Hatane Semuel, M. S. (2018). Analisis Marketing 

Communication, Customer Trust, Dan Customer. Manajemen Pemasaran , 1–6. 

[14] Dam, S. M., & Dam, T. C. (2021). Relationships between Service Quality, Brand Image, 

Customer Satisfaction, and Customer Loyalty. Journal of Asian Finance, Economics and 

Business, 8(3), 585–593. https://doi.org/10.13106/jafeb.2021.vol8.no3.0585 

[15] Darmono, S. B. (2020). Pengaruh product quality terhadap customer loylty dengan customer 

satisfaction sebagai variabel intervaning pada pengguna shoope di surabaya. 

[16] Dewi, N. P. K., & Ramli, A. H. (2023). E-Service Quality , E-Trust dan E- Customer 

Satisfaction Pada E-Customer Loyalty Dari Penggunaan E-Wallet OVO. Jurnal Ilmiah 

Manajemen Kesatuan, 11(2), 321–338. https://doi.org/10.37641/jimkes.v11i2.2000 

[17] Dhasan, D., & Aryupong, M. (2019). Effects of product quality, service quality and price 

fairness on customer engagement and customer loyalty. ABAC Journal, 39(2), 82–102. 

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

Management Program, Training and Development 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 

[19] Dicki Prayogi, A. P. A. I. B. (2023). Pengaruh Customer Satisfaction, Experiental 

Marketing dan Customer Trust. Jurnal Pustaka Manajemen, 3, 1–5. 

[20] Estelle Van Tonder, Daniël Johannes Petzer, K. van Z. (2017). A mediated model of 

relationship quality factors affecting behavioural intention at a luxory motor vehicle 

dealership Estelle van Tonder, Daniël Johannes Petzer and Karlien van Zyl. European 

Business Review, 1–29. 

[21] Fatihanisya, A. N. S., & Purnamasari, S. D. (2021). Penerapan Model Unified Theory Of 

Acceptence And Use Of Technology (UTAUT 2) Terhadap Perilaku Pelanggan E-

Commerce Shopee Indonesia Di Kota Palembang. Journal of Information Systems and 

Informatics, 3(2), 392–417. https://doi.org/10.33557/journalisi.v3i2.143 

[22] Febrian, A., & Ahluwalia, L. (2020). Analisis Pengaruh Ekuitas Merek pada Kepuasan dan 

Keterlibatan Pelanggan yang Berimplikasi pada Niat Pembelian di E-Commerce. Jurnal 

Manajemen Teori Dan Terapan| Journal of Theory and Applied Management, 13(3), 254. 

https://doi.org/10.20473/jmtt.v13i3.19967 

[23] Firdaus, M. R., Rizki, F. M., Gaus, F. M., & Susanto, I. K. (2020). Analisis Sentimen Dan 

Topic Modelling Dalam Aplikasi Ruangguru. J-SAKTI (Jurnal Sains Komputer Dan 

Informatika), 4(1), 66. https://doi.org/10.30645/j-sakti.v4i1.188 

[24] Firmansyah, A. (2018). Pengaruh emotional branding terhadap loyalitas pelanggan. 

Program Studi Manajemen Fakultas Ekonomika Dan Bisnis, 13–1 ,(3)اااا ااااا . 

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

Determinant of 
Online Shopping 

Customer Loyalty 

 
 
 
 
 
 

_____1447 



 

Management Information System, Strategic Partnership On Organizational Performance 

Mediated By Organizational Culture In Occupational Safety and Health (OSH) Service 

Centre In Indonesia. INTERNATIONAL JOURNAL OF CREATIVE RESEARCH AND 

STUDIES, 4(1), 32–39. 

[26] Ghozali, I. (2016). Aplikasi Analisis Multivariete Dengan Program IBM SPSS 23 (Edisi 8). 

Cetakan ke VIII. Semarang : Badan Penerbit Universitas Diponegoro. 

[27] Griffin. (2013). Relationship Marketing, Customer Satisfaction, Customer Commitment 

Dan Customer Loyalty (Studi Pada Sebuah Bank Nasional Di Denpasar). Buletin Studi 

Ekonomi, 18(1), 9–25. 

[28] Hair, Joseph F, Ringle, C. M., & Sarstedt, M. (2020). Handbook of Market Research. In 

Handbook of Market Research (Issue July). https://doi.org/10.1007/978-3-319-05542-8 

[29] Harahap, R. O., & Ramli, A. H. (2023). Pengaruh Work-Life Balance Terhadap Perceived 

Work Productivity Pada Non-Government Organization. Jurnal Pengabdian Kepada 

Masyarakat Nusantara (JPkMN), 4(3), 2915–2922. 

https://doi.org/https://doi.org/10.55338/jpkmn.v4i2.1659 

[30] Harimurti, R., & Suryani, T. (2019). The Impact of Total Quality Management on Service 

Quality, Customer Engagement, and Customer Loyalty in Banking. Jurnal Manajemen Dan 

Kewirausahaan, 21(2), 95–103. https://doi.org/10.9744/jmk.21.2.95-103 

[31] Haryanti, D. septa, & Hermawan, E. (2021). Brand Identification, Satisfaction, Brand 

Trust, Dan Commitment Terhadap Customer Loyalty Pada Konsumen Motor Sport. Media 

Bisnis, 13(1), 89–100. https://doi.org/10.34208/mb.v13i1.957 

[32] Haryanti, N., & Baqi, D. A. (2019). Strategi Service Quality Sebagai Media Dalam 

Menciptakan Kepuasan Dan Loyalitas Pelanggan. Journal of Sharia Economics, 1(2), 101–

128. https://doi.org/10.35896/jse.v1i2.72 

[33] Harzaviona, Y., & Syah, T. Y. R. (2020). Effect of Customer Satisfaction on Customer 

Loyalty and Marketing Organization Performance in B2B Market Over Heavy Equipment 

Company. Journal of Multidisciplinary Academic, 4(4), 242–249. 

[34] Hendy, S. (2019). Pengaruh brand image, service qualty, dan customer realtienship management 

terhadap customer loyalty. 

[35] Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer brand engagement in 

social media: Conceptualization, scale development and validation. Journal of Interactive 

Marketing, 28(2), 149–165. https://doi.org/10.1016/j.intmar.2013.12.002 

[36] 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 

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

Turnover Intention. 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 

[38] Jonathan, H. (2013). Terhadap Customer Satisfaction Yang Berdampak Pada Customer 

Loyalty Pt Bayu Buana Travel Tbk. The Winners, 14(2), 104–112. 

[39] Karani, L. M., Syah, T. Y. R., & Anindita, R. (2019). Influence of Service Quality and 

Customer Satisfaction on Customer Loyalty in Restaurants of the Tangerang Area. Russian 

Journal of Agricultural and Socio-Economic Sciences, 92(8), 142–147. 

https://doi.org/10.18551/rjoas.2019-08.15 

[40] 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 

Performance at The Indonesian Navy Headquarters. INTERNATIONAL JOURNAL OF 

CREATIVE RESEARCH AND STUDIES, 5(5), 106–115. 

[41] Lakhsmidevy, D. ayu alit. (2018). Pengaruh Service Quality, Customer Satisfaction, dan 

Brand Trust di Mediasi Oleh Customer Commitment Terhadap Customer Loyalty 

Penumpang Maskapai Low Cost Carrier Di Bali. Jurnal Dinamika Manajemen Dan Bisnis, 

1(2). https://doi.org/10.21009/jdmb.01.2.03 

[42] Lie, D., Sudirman, A., & Butarbutar, M. (2019). Analysis of Mediation Effect Of Consumer 

Satisfaction On The Effect Of Service Quality, Price and Consumer Trust On Consumer 

Loyalty. INTERNATIONAL JOURNAL OF SCIENTIFIC & TECHNOLOGY RESEARCH, 8, 

8. 

Determinant of 
Online Shopping 
Customer Loyalty 

 
 
 
 
 
 

1448_____ 



 

[43] Linardi, E. (2020). Pengaruh service quality terhadap customer loylty dengan overall customer 

satisfaction sebagi variabel intervening di bca rungkut surabaya. 

[44] 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 

[45] 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 

[46] Minta, Y. (2018). Link between Satisfaction and Customer Loyalty in the Insurance 

Industry: Moderating Effect of Trust and Commitment. Journal of Marketing Management, 

6(2), 2333–6099. https://doi.org/10.15640/jmm.v6n2a3 

[47] Morgan, R. M., & Hunt, S. D. (1994). The Commitment-Trust Theory of. Journal of 

Marketing, 58(July), 20–38. 

[48] Morgan, R. M., & Hunt, S. D. (2018). The Commitment-Trust Theory of Relationship 

Marketing. JSTOR, 58 no 3. 

[49] 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 

[50] Naini, N. F., Sugeng Santoso, Andriani, T. S., Claudia, U. G., & Nurfadillah. (2022). The 

Effect of Product Quality, Service Quality, Customer Satisfaction on Customer Loyalty. 

Journal of Consumer Sciences, 7(1), 34–50. https://doi.org/10.29244/jcs.7.1.34-50 

[51] Nora, A. Y. (2016). Pengaruh Orientasi Pasar dan Nilai Pelanggan terhadap Kinerja 

Pemasaran Maskapai Penerbangan Lion Air di Bandar Udara Internasional Adi Sucipto 

Yogyakarta. Optimal, 13(2), 105–122. 

[52] Novarian, F., & Ramli, A. H. (2020). The Mediating Role of Job Satisfaction in the 

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

(ICMAE 2020), 151(Icmae), 293–297. https://doi.org/10.2991/aebmr.k.200915.066 

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

Job Satisfaction and Employee Performance. Business and Entrepreneurial Review, 20(2), 153–

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

[54] Paramartha, M. N. A., & Syah, T. Y. R. (2020). The Influence of Customer Satisfaction on 

Customer Loyalty and Marketing Organization Performance Over Outdoor Advertising 

Companies. Journal of Multidisciplinary Academic, 4(4), 234–241. 

[55] Paramita, T., & Riorini, S. V. (2023). Pengaruh Involement , customer participation , 

commitment terhadap loyalty yang dimediasi oleh customer. Bussman Journal: Indonesian 

Journal of Business and Management, 3(2), 782–796. https://doi.org/10.53363/buss.v3i2.171 

[56] Parnataria, T. P., & Abror, A. (2019). Pengaruh Customer Satisfaction dan Trust Terhadap 

e-WOM: Commitment Sebagai Variabel Intervening (Studi Pada Mahasiswa Universitas 

Negeri Padang). Jurnal Kajian Manajemen Dan Wirausaha, 1(3). 

https://doi.org/10.24036/jkmw0278790 

[57] Priarso, M. T., Diatmono, P., & Mariam, S. (2018). The Effect of Transformational 

Leadership Style, Work Motivation, and Work Environment on Employee Performance 

That in Mediation By Job Satisfaction Variables in Pt. Gynura Consulindo. Business and 

Entrepreneurial Review, 18(2), 165–176. 

[58] Putra P, I. B. P., & Kusumadewi, N. M. W. (2019). Pengaruh Inovasi Produk Terhadap 

Niat Pembelian Ulang Dimediasi Oleh Kepuasan Konsumen. E-Jurnal Manajemen 

Universitas Udayana, 8(8), 4983. https://doi.org/10.24843/ejmunud.2019.v08.i08.p10 

[59] Rahmawati, E., & Aji, S. (2015). Pengaruh customer engagement terhadap kepuasan 

pelanggan dan kepercayaan merek serta dampaknya pada loyalitas merek. Jurnal Riset 

Ekonomi Dan Manajemen, 15(2), 246. https://doi.org/10.17970/jrem.15.150204.id 

[60] Rahmawati, E., & Sanaji. (2015). Pengaruh customer engagement terhadap kepuasan. 

Jurnal Riset Ekonomi Dan Manajemen, 15(2), 246–261. 

[61] Ramli, A. H. (2013). Pengaruh Sistem Penyampaian Jasa terhadap Citra Rumah Sakit Swasta 

Tipe C di Makassar (pp. 147–168). Media RiseLembaga Penerbit Fakultas Ekonomi dan 

Bisnis, Universitas Trisakti. 

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

Determinant of 
Online Shopping 

Customer Loyalty 

 
 
 
 
 
 

_____1449 



 

[62] Ramli, A. H. (2019a). Organizational Commitment and Employee Performance At 

Distributor Companies. Business and Entrepreneurial Review, 17(2), 121. 

https://doi.org/10.25105/ber.v17i1.5193 

[63] Ramli, A. H. (2019b). Person-Organization Fit Dalam Rantai Distribusi Pemasaran. Jurnal 

Manajemen Dan Pemasaran Jasa, 12(1), 77–92. https://doi.org/10.25105/jmpj.v12i1.3763 

[64] Ramli, A. H. (2020a). 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 

[65] Ramli, A. H. (2020b). The mediator role of leader-member exchange in empirical test. Jurnal 

Manajemen Dan Pemasaran Jasa, 13(1), 127–136. https://doi.org/10.25105/jmpj.v13i1.6152 

[66] Ramli, A. H., Arsil, Takaya, R., & Mariam, S. (2020). Professional Identity in Private 

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

(ICMAE 2020), 151(ICMAE), 167–171. https://doi.org/10.2991/aebmr.k.200915.039 

[67] Ramli, A. H., & Novariani, F. (2020). Emotional Intelligence, Organizational Commitment 

and Job Performance 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 

[68] Rather, R. A. (2019). Consequences of Consumer Engagement in Service Marketing: An 

Empirical Exploration. Journal of Global Marketing, 32(2), 116–135. 

https://doi.org/10.1080/08911762.2018.1454995 

[69] Rather, R. A., Tehseen, S., Itoo, M. H., & Parrey, S. H. (2019). Customer brand 

identification, affective commitment, customer satisfaction, and brand trust as antecedents 

of customer behavioral intention of loyalty: An empirical study in the hospitality sector. 

Journal of Global Scholars of Marketing Science: Bridging Asia and the World, 29(2), 196–217. 

https://doi.org/10.1080/21639159.2019.1577694 

[70] Riorini, S. V., & Widayati, C. C. (2015). Relationship Commitment dan Keterlibatan 

Pelanggan: Stimulus serta Konsekwensi Pada Konsumen Pengguna Transportasi Darat. 

MIX: Jurnal Ilmiah Manajemen, 5(3), 418–436. 

[71] Rizky, A. O., Ramli, A. H., & Mariam, S. (2023). LEADER-MEMBER EXCHANGE , 

COMMUNICATION SATISFACTION , JOB SATISFACTION , EMPLOYEE 

ENGAGEMENT DAN EMPLOYEE PERFORMANCE. JURNAL LENTERA BISNIS, 

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

[72] Romadhon, G. (2013). Analisis faktot-faktor yang mempengaruhi perilaku perpindahan 

pelanggan. Jurnal Manajemen Dan Akuntansi, 2, 1–16. 

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

Awareness Terhadap Keputusan Pembelian Pada Mc Donald’S Di Palmerah Jakarta Barat. 

Jurnal Lentera Bisnis, 11(2), 102. https://doi.org/10.34127/jrlab.v11i2.567 

[74] Rumiyati, & Syafarudin, A. (2021). Pengaruh Kualitas Pelayanan , Bauran Pemasaran , 

Terhadap Kepuasan Nasabah Bank Era Covid-19. Insight Management Journal, 1(2), 32–42. 

[75] Salma, A. N., & Ramli, A. H. (2023). Pengaruh Ethical dan Transformational Leadership 

Terhadap Employee Creativity , OCB dan Work Engagement Pada UMKM. Jurnal 

Pengabdian Kepada Masyarakat Nusantara (JPkMN), 4(3), 2946–2953. 

https://doi.org/https://doi.org/10.55338/jpkmn.v4i2.1675 

[76] Sanaullah, A., Fatema, N., Ather, M., Sanaullah, A., & Malik, H. (2022). Analyzing impact 

of relationship benefit and commitment on developing loyalty using machine intelligence 

approach. Journal of Intelligent and Fuzzy Systems, 42(2), 699–712. 

https://doi.org/10.3233/JIFS-189742 

[77] Semuel, H., & Sutanto, A. (2020). Pengaruh e-service quality terhadap customer loyalty dengan 

customer experience sebagai variabel moderasi pada penggunaan aplikasi go-jek di surabaya. 

[78] Semuel, H., & Wibisono, J. (2019). Brand Image, Customer Satisfaction Dan Customer 

Loyalty Jaringan Supermarket Superindo Di Surabaya. Jurnal Manajemen Pemasaran, 13(1), 

27–34. https://doi.org/10.9744/pemasaran.13.1.27-34 

[79] Shin, J. I., Chung, K. H., Oh, J. S., & Lee, C. W. (2013). The effect of site quality on 

repurchase intention in Internet shopping through mediating variables: The case of 

university students in South Korea. International Journal of Information Management, 33(3), 

453–463. https://doi.org/10.1016/j.ijinfomgt.2013.02.003 

[80] Sinaga, E. M. (2020). Channel YouTube Untuk Meningkatkan Customer Engagement. 

Seminar Nasional Teknologi Komputer & Sains (SAINTEKS), 1(1), 607–610. 

Determinant of 
Online Shopping 
Customer Loyalty 

 
 
 
 
 
 

1450_____ 



 

[81] Sitti Ardianti. (2022). Pengaruh customer experience, Customer satisfaction dan citra merek 

terhadap loyalitas pelanggan Tokopedia. Ekonomi Dan Bisnis Islam, 8.5.2017, 2003–2005. 

[82] Situmorang, N., Ramli, A. H., & Reza, H. K. (2023). PENGARUH PENGEMBANGAN 

KARIR TERHADAP TURNOVER INTENTION MELALUI KINERJA KARYAWAN 

YANG DIMODERASI OLEH BUDAYA ORGANISASI. Jurnal Lentera Bisnis, 

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

[83] Slack, N., Singh, G., & Sharma, S. (2020). The effect of supermarket service quality 

dimensions and customer satisfaction on customer loyalty and disloyalty dimensions. 

International Journal of Quality and Service Sciences, 12(3), 297–318. 

https://doi.org/10.1108/IJQSS-10-2019-0114 

[84] Steven, J., Ramli, A. H., & Mariam, S. (2023). E-Service 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 

[85] Sudjianto, E. Y., & Japarianto, E. (2017). Pengaruh Perceived Service Quality Terhadap 

Customer Loyalty Dengan Customer Satisfaction Sebagai Variable Intervening Di Hotel 

Kartika Graha Malang. Jurnal Manajemen Pemasaran, 11(2), 54–60. 

https://doi.org/10.9744/pemasaran.11.2.54-60 

[86] Sugiyono. (2019). Purposive sampling. 663 Jurnal EMBA, 9(2), 663–674. 

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

Enterpreneurship, Organizational Culture Through Innovation of Firm Performance in The 

Strategic Industry of State Deffense. American Research Journal of Business and Management, 

6(1), 1–5. https://doi.org/10.21694/2379-1047.20008 

[88] Sukendia, J., Hariantob, N., Wansagac, S., & Willy Gunadid. (2021). The Impact of E-

Service Quality On Customer Engagement, Customer Experience and Customer Loyalty in 

B2c E-Commerce. Turkish Journal of Computer and Mathematics Education (TURCOMAT), 

12(3), 3170–3184. https://doi.org/10.17762/turcomat.v12i3.1556 

[89] 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 

[90] Supriyanto, M. (2015). Analisis Pengaruh Servqual, Kepercayaan, Kepuasan, Komitmen 

Terhadap Customer Loyalty (Study Kasus pada PT. Bank Tabungan Negara Madiun). 

Jurnal Akuntansi Dan Ekonomi Bisnis, Vol. 4,(No. 2), Oktober. 36-55. 

[91] Surya, A. P. (2019). Customer loyalty from perspective of maketing mix strategy and 

customer satisfaction A Study from Grab - Online Transportation in Era of Industrial 

Revolution 4.0. Mix Jurnal Ilmiah Manajemen, 9(3), 394. 

https://doi.org/10.22441/mix.2019.v9i3.001 

[92] Sutrisno. (2023). ProBisnis : Jurnal Manajemen The Effect of Customer Experience , 

Customer Engagement and Customer Value on Customer Loyalty on Tokopedia User. 

Jurnal Manajemen, 14(3), 199–204. 

[93] Sylvyani, N. R., & Ramli, A. H. (2023). Transformational Leadership , Knowledge Sharing 

Dan Organizational Commitment Terhadap Job Satisfaction. Jurnal Ilmiah Manajemen 

Kesatuan, 11(2), 339–352. https://doi.org/10.37641/jimkes.v11i2.2001 

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

Intention. 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 

[95] Tarigan, M., Wulandari, A., Triyuningsih, R., Baroqah, B. D., & Merdianingsih, B. (2019). 

Determinant Factors of Customers Loyalty in Hotels in Bandung City. Psikodimensia, 18(2), 

178. https://doi.org/10.24167/psidim.v18i2.2003 

[96] Utama, I. D. A. G. A., & Kusuma, A. A. G. A. A. (2019). Peran Kepuasan Pelanggan 

Dalam Memediasi Pengaruh Kualitas Pelayanan Terhadap Loyalitas Pelanggan. E-Jurnal 

Manajemen Universitas Udayana, 8(11), 6468. 

https://doi.org/10.24843/ejmunud.2019.v08.i11.p05 

[97] Utama, R., Basri, Y. Z., & Ramli, A. H. (2020). The Influence of Service Quality And 

Product Quality on Customer Loyalty with Customer Satisfaction as Mediating on The 

Purchase Of Indonesian Navy Ships. International Journal of Creative Research and Studies, 

4(6), 56–67. 

Determinant of 
Online Shopping 

Customer Loyalty 

 
 
 
 
 
 

_____1451 



 

[98] Utami, G. R., & Saputri, M. E. (2020). Pengaruh social media marketing terhadap customer 

engagmenet dan loyalitas merek pada akun instagram tokopedia under a Creative 

Commons Attribution (CC-BY-NC-SA) 4.0 license CORE View metadata, citation and 

similar papers at core.ac.uk provided by Electro. Jurnal Riset Manajemen Dan Bisnis (JRMB) 

Fakultas Ekonomi UNIAT, 5(2), 185–198. 

[99] Van Tonder, E., & De Beer, L. T. (2018). New perspectives on the role of customer 

satisfaction and commitment in promoting customer citizenship behaviours. South African 

Journal of Economic and Management Sciences, 21(1), 1–11. 

https://doi.org/10.4102/sajems.v21i1.1894 

[100] Vitram, K. L., Rasa, M. I., & Harto, S. (2023). Customer Intimacy, Customers Experience, 

Customer Satisfaction, Customer Bonding Dan Customer Value Dalam Loyalitas Nasabah 

Di Bank Syariah. Ekonomi & Bisnis, 22(1), 44–54. https://doi.org/10.32722/eb.v22i1.5765 

[101] Vivek, S. D., Beatty, S. E., & Morgan, R. M. (2012). Customer engagement: Exploring 

customer relationships beyond purchase. Journal of Marketing Theory and Practice, 20(2), 122–

146. https://doi.org/10.2753/MTP1069-6679200201 

[102] Walukow, V. S., Ellitan, L., & Suhartatik, A. (2021). Pengaruh Brand Experience terhadap 

Brand Equity melalui Customer Commitment dan Customer Satisfaction pada Kedai Kopi 

ZXC di Surabaya. Jurnal Ilmiah Mahasiswa Manajemen (JUMMA), 10(1), 19–30. 

[103] Wicaksono, D. K., & Wahyuni, I. I. (2021). Strategi pembentukan customer engagment 

melalui media sosial intagram @dewimangrovesari melalui tagar #mangrovesari. E-

Proceeding of Management, 8(5), 7385–7400. 

[104] Wijaya, I. W. K., Rai, A. A. G., & Hariguna, T. (2019). The impact of customer experience 

on customer behavior intention use in social media commerce, an extended expectation 

confirmation model: An empirical study. Management Science Letters, 9(12), 2009–2020. 

https://doi.org/10.5267/j.msl.2019.7.005 

[105] Winata, J. N., & Alvin, S. (2022). Strategi Influencer Marketing Dalam Meningkatkan 

Customer Engagement (Studi Kasus Instagram Bonvie.id). Jurnal Kewarganegaraan, 6(2). 

[106] Wolf, T., Weiger, W. H., & Hammerschmidt, M. (2018). Gamified services: How gameful 

experiences drive customer commitment. CEUR Workshop Proceedings, 2186, 75–82. 

[107] Yanuar, M. M., Qomariah, N., & Santoso, B. (2017). Dampak kualitas produk, harga, 

promosi dan kualitas pelayanan terhadap kepuasan pelanggan Optik Marlin cabang Jember. 

Jurnal Manajemen Dan Bisnis Indonesia, 3(1), 61–80. 

[108] Yolanda, V., & Keni, K. (2022). Customer Brand Engagement Dan Brand Experience 

Untuk Memprediksi Brand Loyalty Skincare Lokal: Variabel Brand Trust Sebagai Variabel 

Mediasi. Jurnal Muara Ilmu Ekonomi Dan Bisnis, 6(2), 380–393. 

https://doi.org/10.24912/jmieb.v6i2.19506 

[109] Yosephine Simanjuntak, D. C., & Purba, P. Y. (2020). Peran Mediasi Customer Satisfaction 

dalam Customer Experience Dan Loyalitas Pelanggan. Jurnal Bisnis Dan Manajemen, 7(2), 

171–184. https://doi.org/10.26905/jbm.v7i2.4795 

[110] Yunika, E., & Abror. (2022). The Influence of Customer Satisfaction , Brand Image On Customer 

Loyalty Of Bank. 1(1). https://doi.org/10.24036/jkmb.xxxxxxxx 

[111] Yunus, R. R. S., Septyanto, D., & Ramli, A. H. (2023). Analysis of Factors Affecting 

Customer Satisfaction and Customer Loyalty in the Shopee Marketplace. Majalah Ilmiah 

Bijak, 20(2), 293–310. https://doi.org/https://doi.org/10.31334/bijak.v20i2.3427 

[112] Yusuf, M. (2021). Pengaruh Electronic Commerce ( E- Commerce ) Terhadap Peningkatan 

Pendapatan Pada UMKM di Kecamatan Bekasi Utara. Jurnal Akuntansi STEI, 05(01), 19–

30. 

 

 

Determinant of 
Online Shopping 
Customer Loyalty 

 
 
 
 
 
 

1452_____ 


