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Introduction 

The rapid growth of the e-commerce sector in Indonesia is reflected in the increasing 

number of online shops and digital marketplaces (Permana et al., 2018). This surge in online 

transactions has driven business owners to compete by offering high-quality digital services 

and enhancing shopping convenience (Saragih, 2019). One of the emerging e-commerce 

platforms in Indonesia is Tokopedia, a mobile-based application that has shown significant 

growth since its entry into the market in late 2015 (Sastika, 2018). This progress is evident 

from Tokopedia’s transaction value in the third quarter of 2018, which reached US $2.7 

billion (approximately Rp39.4 trillion), marking a 152.7% increase compared to the same 

period in 2017, which was US $1.1 billion (Karina, 2019). Such impressive performance has 

prompted other mobile commerce platforms to focus on improving consumer perceptions 

and attitudes in order to remain competitive.  

E-service quality refers to a consumer's personal judgment regarding how well the 

service received aligns with their expectations. According to (Schiffman, L & Wisenblit, 2013) 

consumer attitude represents an individual's internal response that indicates a favorable or 

unfavorable evaluation toward a particular object. In addition, Besides, (Tjiptono & Chandra, 

2016) explain that consumer satisfaction arises from a comparison between pre-purchase 

expectations (or other performance benchmarks) and the actual experience perceived after 
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Abstract: This study investigates the mediating role of consumer 

attitude in the relationship between e-service quality and product quality 

toward consumer satisfaction on the Tokopedia platform. As a major 

player in Indonesia’s e-commerce landscape, Tokopedia provides a 

relevant context for examining factors that drive consumer satisfaction. 

A quantitative research design was employed, utilizing Structural 

Equation Modeling with the Partial Least Squares approach to evaluate 

the hypothesized relationships. Data were obtained from Tokopedia 

users through an online survey distributed to individuals with 

purchasing experience within the past six months. The empirical 

findings demonstrate that both e-service quality and product quality 

exert a direct and statistically significant influence on consumer 

satisfaction. In addition, consumer attitude is identified as a significant 

mediating variable that reinforces the effect of both independent 

variables on the dependent construct. The model confirms that all 

independent variables positively affect both consumer attitude and 

satisfaction, highlighting the integral role of psychological perception in 

enhancing customer experience. The results provide practical insights 

for e-commerce practitioners, emphasizing the necessity of consistent 

service excellence and reliable product offerings to cultivate favorable 

consumer attitudes and increase satisfaction levels. 

Keywords: E-service quality; product; consumer attitude; consumer 

satisfaction  
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using a product or service. 

Product attributes significantly influence consumer attitudes by shaping perceptions 

of value and utility. According to the multi-attribute attitude model, consumers evaluate 

products based on multiple dimensions, and positive perceptions often translate into 

favorable attitudes and higher purchase intentions. Limantara (2019) supports this by 

demonstrating how perceptions of health, taste, and safety in organic food impact consumer 

attitudes positively. Conversely, some studies suggest that product attributes alone may not 

fully determine consumer attitudes, especially when external influences—such as social 

context, prior experiences, or brand loyalty—play a stronger role. Rahayu (2018) highlights 

this by showing that in media consumption, factors beyond product design, such as political 

alignment and trust, may override product-related evaluations.  

(Chang & Wang, 2011) There is a significant and positive relationship between e-

service quality and consumer satisfaction. A high level of satisfaction encourages customers 

to buy again and spread positive feedback. In addition, (Carlson & Cass, 2010) said The 

quality of electronic services plays a significant role in shaping customer satisfaction. And 

expressed a high level of customer satisfaction plays a key role in fostering a positive 

attitude toward the website. Their study also highlighted that brand communication, 

including advertising and promotions, significantly contributes to the formation of this 

positive attitude. In the online environment, research shows that improved customer 

satisfaction is closely linked to the development of a favorable attitude toward e-commerce 

platforms. Moreover, according to (Alsono-Dos-Santos et al., 2017) a high level of customer 

satisfaction plays a key role in fostering a positive attitude toward the website. Their study 

also highlighted that brand communication, including advertising and promotions, 

significantly contributes to the formation of this positive attitude. In the online environment, 

research shows that improved customer satisfaction is closely linked to the development of a 

favorable attitude toward e-commerce platforms. And also emphasized that e-service quality 

has a meaningful and significant impact on consumer attitude. Moreover, according to 

(Suryani, 2013) explained that when a company delivers excellent service, consumers tend to 

form positive evaluations and develop favorable beliefs about certain products or services. 

Concept and Hypothesis 

Based on the problem statement above, the hypothesis presented in this research are, 

as follow: 

 H1: E-service quality have significant effect on consumer satisfaction of Tokopedia 

online shop consumer. 

 H2: Product have significant effect on consumer satisfaction of Tokopedia online 

shop consumer. 

 H3:  Consumer attitude have significant effect on consumer satisfaction of 

Tokopedia online shop consumer. 

 H4:  E-service quality have significant effect on consumer satisfaction through 

consumer attitude of Tokopedia online shop consumer. 

 H5: Product have significant effect on consumer satisfaction through consumer 

attitude of Tokopedia online shop consumer. 

Method 

This study employed a quantitative approaches. The primary data source consisted of 

responses from individuals who had made purchases on the Tokopedia application more than 

twice. Data collection was carried out through an online survey using a questionnaire 
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distributed via Google Forms.  

This study targeted Tokopedia users who had made at least two purchases on the 

platform. The population was heterogeneous, encompassing diverse ages, genders, income 

levels, spending habits, and occupations. The sampling method combined purposive 

sampling (selecting participants based on specific criteria) and accidental sampling 

(gathering data from readily available respondents). The research was conducted in 

Probolinggo, with a total of 152 respondents. 

Structural Equation Modelling based on Partial  Least Square was used to analysis this 

research (Haryono, 2017) (Ghozali, 2020). Partial Least Square was conducted by two stages: 

The first stage involves evaluating the measurement model, which assesses the 

validity and reliability of each indicator. 

The second stage consists of testing the structural model to examine potential causal 

relationships or correlations between variables, analyzed using PLS (Partial Least Squares) 

test. 

Result and Discussion 

Descriptive Statistical Analysis 

This study applied the methodology to assess e-service quality, product, user 

attitudes, and customer satisfaction regarding the Tokopedia platform. The acquired data 

was subsequently analyzed in: 

Signification test 

Table 1. Convergent Validity 

Variable Dimension Item Loading Factor SE P value 

E-Service 

Quality 

Efficiency 

EFF1 

EFF3 

EFF4 

EFF5 

EFF6 

EFF7 

0.649 

0.723 

0.681 

0.686 

0.757 

0.851 

0.070 

0.069 

0.070 

0.070 

0.069 

0.068 

<0.001 

<0.001 

<0.001 

<0.001 

<0.001 

<0.001 

Fulfillment 

FULL8 

FULL9 

FULL10 

FULL11 

0.821 

0.845 

0.768 

0.906 

0.068 

0.067 

0.068 

0.066 

<0.001 

<0.001 

<0.001 

<0.001 

System 

Availability 

SYS12 

SYS13 

SYS14 

0.736 

0.816 

0.814 

0.069 

0.068 

0.068 

<0.001 

<0.001 

<0.001 

Privacy 

PRI15 

PRI16 

PRI17 

0.830 

0.839 

0.879 

0.068 

0.067 

0.068 

<0.001 

<0.001 

<0.001 



Source: Data processed by the researcher (2025) 

Structural Model Evaluation (Inner Model) 

Table 2. Goodness of Mit Model 

The Role of Consumer Attitude in The Relationship Between E-Service Quality….   | 254 

Universitas Warmadewa 

Jurnal Ekonomi dan Bisnis Jagaditha (2025), 12(2), 251-257 

Product 

Brand 

B18 

B19 

B20 

0.886 

0.784 

0.788 

0.068 

0.068 

0.067 

<0.001 

<0.001 

<0.001 

Packaging 

PAC21 

PAC22 

PAC23 

PAC24 

0.855 

0.814 

0.786 

0.828 

0.067 

0.068 

0.069 

0.069 

<0.001 

<0.001 

<0.001 

<0.001 

Quality 

Q25 

Q26 

Q27 

Q28 

0.888 

0.834 

0.886 

0.860 

0.069 

0.066 

0.066 

0.068 

<0.001 

<0.001 

<0.001 

<0.001 

Augmented 

AUG29 

AUG30 

AUG31 

0.832 

0.843 

0.852 

0.068 

0.067 

0.070 

<0.001 

<0.001 

<0.001 

Consumer Attitude 

SKP32 

SKP33 

SKP34 

SKP35 

SKP36 

SKP37 

0.766 

0.852 

0.831 

0.857 

0.876 

0.838 

0.069 

0.067 

0.068 

0.067 

0.067 

0.067 

<0.001 

<0.001 

<0.001 

<0.001 

<0.001 

<0.001 

Consumer Satisfaction 

KPS38 

KPS39 

KPS40 

KPS41 

0.837 

0.919 

0.881 

0.833 

0.067 

0.066 

0.067 

0.068 

<0.001 

<0.001 

<0.001 

<0.001 

Endogen R-Squared Relevance 

Consumer Attitude 0.732 Moderate 

Consumer Satisfaction 0.734 Moderate 

Source: Data processed by the researcher (2025) 

R-Square of consumer attitude variable is 0.732, indicating that e-service quality and 

product explains 73.2% of the variance in consumer attitudes. The remaining 26.8% of 

variation is attributable to factors beyond the scope of this study. The analysis reveals that e-

service quality, product, and consumer attitude collectively explain 73.4% (R² = 0.734) of the 

variance in consumer satisfaction, with remaining 26.6% attributable to external factors 

beyond this study's scope. The predictive relevance, further confirms these variables' strong 

explanatory power regarding satisfaction outcomes.  
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Hypotesis Test 

Table 3. Hypotesis Test 

Variables t-statistics P-value Result 

e-service quality à consumer satisfaction 1.992 0.027 Significant 

Product à consumer satisfaction 2.053 0.024 Significant 

Consumer attitude à consumer satisfaction 2.395 0.045 Significant 

e-service quality à consumer attitude à consumer 

satisfaction 
2.106 0.030 Significant 

Product à consumer attitude à consumer 

satisfaction 
2.445 0.032 Significant 

Source: Data processed by the researcher (2025) 

E-Service Quality Effect towards Consumer Satisfaction  

E-service quality plays a vital role in shaping consumer satisfaction as it serves as the 

primary mode of interaction in online service environments. Dimensions such as system 

reliability, access speed, ease of navigation, security, and responsiveness influence how 

consumers perceive the digital service experience.  

Platforms that are efficient, secure, and user-friendly not only foster positive 

perceptions but also enhance consumer trust and comfort. Studies in digital marketing 

confirm that e-service quality directly affects satisfaction, loyalty, and long-term consumer 

engagement in the digital economy. The findings align with established literature (Zeithaml 

et al., 2002)(Chang & Wang, 2011) suggesting that Tokopedia should prioritize continuous 

improvement of its digital service offerings to maintain customer satisfaction. 

Product effect towards toward Consumer Satisfaction  

Product significantly influences customer satisfaction because it serves as the 

fundamental element in the value exchange process between firms and consumers. Customer 

satisfaction theoretically arises when the actual performance of a product meets or exceeds 

the expectations formed by consumers, encompassing aspects such as quality, functional 

features, aesthetic design, durability, and ease of use. Furthermore, products that are 

designed with a balance of functional and emotional considerations provide additional 

psychological value to consumers. Such products not only address practical needs but also 

deliver enjoyable and emotionally satisfying consumption experiences. These results 

supporting the theoretical framework established by (Schiffman, L & Wisenblit, 2013). 

Consumer Attitude Effect toward Consumer Satisfaction 

Consumer attitude strongly affects satisfaction because it reflects how consumers 

evaluate a product or service before and during use. When consumers already have a positive 

attitude, they tend to accept the experience more easily and are less bothered by minor 

flaws. This makes them more likely to feel satisfied. Such attitudes help shape how 

consumers view and process their experience, in line with attitude-behavior theory. 

A positive attitude also strengthens emotional connection and trust toward the 

product or service. For example, if consumers believe a product is reliable, they are more 

likely to enjoy using it. On the other hand, a negative attitude can lead to disappointment 

even if the product is objectively good. Therefore, attitude plays an important role in how 

experiences are perceived and evaluated, which directly influences satisfaction. This direct 

positive association suggests that improvements in e-service attributes correspond to 

measurable improvements in user perceptions. These findings align with previous research 

by (Carlson & Cass, 2010). 

E-Service Quality Effect toward Consumer Satisfaction with Consumer Attitude as 



Mediation Variable 

 E-service quality significantly affects consumer satisfaction because it shapes how 

smooth and comfortable the online experience is. When the service is fast, easy to use, 

secure, and responsive, consumers are more likely to feel satisfied. This satisfaction happens 

when the service meets or exceeds their expectations. Consumer attitude acts as a mediator 

in this relationship. When consumers have a positive attitude toward the digital service—due 

to trust or a pleasant experience—they tend to feel more satisfied. A positive attitude helps 

strengthen the impact of e-service quality on overall satisfaction. 

This positive pathway indicates that enhanced e-service quality improves consumer 

satisfaction through increased attitudes levels. These results suggest that Tokopedia's 

effective e-service delivery fosters positive consumer evaluations, ultimately leading to 

greater satisfaction. The current findings corroborate earlier studies by (Alsono-Dos-Santos et 

al., 2017). 

Product Effect toward Consumer Satisfaction with Consumer Attitude as 

Mediation Variable 

Product has a significant effect on consumer satisfaction because attributes like 

brand, packaging, quality, and augmented help meet consumer expectations. When 

consumers feel the product offers good value for the price, they tend to be satisfied. 

Satisfaction comes not only from how the product works but also from a positive experience 

when using it. 

Consumer attitude acts as a mediator because it can strengthen the effect of product 

on satisfaction. When consumers have a positive attitude—due to good experiences or strong 

brand image—they are more likely to feel satisfied. Even if a product is high quality, negative 

attitudes can reduce satisfaction. Therefore, attitude helps explain how product perception 

leads to satisfaction. 

Practical Implications 

The results of this study provide several practical strategies that can be implemented 

by e-commerce practitioners, particularly Tokopedia. First, improving the quality of e-services 

can be achieved by accelerating customer service responses, enhancing digital transaction 

security, and refining the application interface to make it more user-friendly. Second, product 

quality needs to be maintained by strengthening seller verification mechanisms, 

implementing transparent rating and review systems, and continuously monitoring product 

quality. Third, to foster positive consumer attitudes, companies can strengthen their brand 

image through trust campaigns, developing customer loyalty programs, and optimizing 

consistent communication strategies through various digital channels. Implementing these 

strategies will not only contribute to increased customer satisfaction but also strengthen 

Tokopedia's competitive position in the increasingly dynamic e-commerce industry. 

Conclusion 

The study reveals that e-service quality, product, and consumer attitude on Tokopedia 

significantly enhances consumer satisfaction. Additionally, e-service quality directly improves 

consumer satisfaction, while also exerting an indirect effect through the mediating role of 

consumer attitude. These findings demonstrate that higher e-service quality boosts 

satisfaction, thereby fostering more favorable consumer attitudes. Consequently, consumer 

attitude serves as a key mediator, bridging the relationship between e-service quality and 

product on the platform. 
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