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ABSTRACT
Keywords: Nowadays, electronic services are common in all industries,
E-Loyalty; E-Service including banking. Electronic services are one of the most essential
Quality; E-Trust; E- ways to build loyalty among bank customers. The goal of this study
Satisfaction; BSI is to look at how e-service quality influences e-loyalty in Bank

Syariah Indonesia clients who utilize BSI Maobile, with e-trust and e-
satisfaction serving as mediators. Using a purposive sampling
technique, the population of this study was made up of active BSI
Mobile users for at least six months. Three hundred people qualified
for the study’s sample. This study’s data was analyzed using SEM-
PLS. According to the findings, e-loyalty is positively and
significantly influenced by e-service quality. E-trust and e-
satisfaction have a significant impact on loyalty as well.
Furthermore, e-trust and e-satisfaction are strongly influenced by e-
service quality. E-trust and e-satisfaction serve as intermediaries
between e-service quality and e-loyalty. In the future, researchers
may do analogous studies by developing fresh viewpoints on the
quality of e-service, particularly those relating to Islamic services,
and by integrating interview techniques to probe deeper into the
information source data.
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INTRODUCTION

In the era of globalization and increasingly fierce business competition, companies in
various sectors, especially the service sector, such as banking and financial services, are
progressively mindful of the significance of retaining existing customers. Customer loyalty is one
of the key factors that can help companies achieve competitive advantage for long-term success
(Els & Bisschoff, 2023). The longer the company maintains loyal customers, the greater the profit.
Customer loyalty not only generates stable revenue but also has the potential to stimulate organic
growth through positive references from satisfied customers (Khan et al., 2023).

Indonesia, a developing country with a large population and significant economic growth,
has a dynamic and competitive banking sector. Along with economic development and
technological advancement, the competitive banking business in Indonesia has undergone
significant transformation in recent years. These changes affect not only the way banks operate
but also the way banks compete to gain market share and retain customers. Banks are competing
to gain and retain a larger market share by segmenting their customers more deeply. They develop
products and services that suit the needs of specific segments, ranging from large corporations to
micro businesses.

The Financial Services Authority (OJK) informs that Islamic banking continues to grow
every year. The market share of Islamic banking to national finance is reported to be 7.09% in
2022, up from 6,51% in 202 and 6,74% in 2021. BSI is recognized as Indonesia’s largest Islamic
commercial bank in terms of both assets and network. BSI is a market niche based on its market
share in the national banking sector. According to (Tjiptono, 2015) A market niche is a company
that specializes in serving a part of the market that large companies ignore. BSI has a special
niche market with a loyal customer character based on spirituality. BSI, Indonesia’s largest
Islamic Bank, recorded positive growth in two years since its inception.

The development of information and communication technology has had a significant
impact on the banking sector, including Islamic banks. In an effort to improve their services,
Islamic banks have also adopted electronic platforms by providing ease of access through online
platforms, speed in transaction processing, availability of accurate information, and quality of
interaction with electronic customer service. E-service quality can be described as an assessment
of the virtual quality provided through the digital world of business (Raza et al., 2020). In
addition, customer trust in electronic media is also an important concern regarding customer
confidence in banks in maintaining the confidentiality of personal information and the security of
transactions through electronic platforms (Su et al., 2021).

In early May 2023, BSI experienced server downtime and service disruptions. This
condition caused some customers to move their funds to other banks, decreasing customer trust.
This is in accordance with the preliminary survey, which shows that 50% of respondents
experienced a decrease in the level of trust in BSI due to the server down case and BSI services
disrupted in early May 2023. The long service disruption experienced by BSI made some
customers think that BSI's service quality was disappointing.

In this context, it is critical to perform in-depth research to determine how electronic service
quality enhances customer loyalty through satisfaction and trust, particularly with regard to
electronic channels. These factors are interrelated and form a complex network of influences in
producing customer loyalty behavior. According to recent research (Kaya et al., 2019; Marliyah
et al., 2021; Morsi, 2023) E-service quality has a considerable impact on e-loyalty. According to
different reports (Gotama & Indarwati, 2019; Lie et al., 2019) E-service quality has no significant
impact on e-loyalty.
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As a result, research on the impact of e-service quality on loyalty through customer
satisfaction and trust has significant value for understanding the dynamics of maintaining and
strengthening relationships between companies and customers. This study is expected to optimize
the connection between BSI and customers in a modern business full of challenges and
opportunities. Based on the description of the phenomenon and prior research, researchers wish
to look into the influence of e-service quality on e-loyalty using e-satisfaction and e-trust as
mediators among Bank Syariah Indonesia (BSI) mobile customers.

LITERATURE REVIEW

Consumer loyalty is the profound commitment of a consumer to repurchase a product or
service in the future, even while it is influenced by conditions that induce customers to switch
(Kotler & Armstrong, 2019). Consumers are considered loyal if they engage in frequent purchase
activity or if there is a condition requiring them to buy at least twice in a certain period (Griffin,
2003). Customer loyalty indicates loyalty to certain items, such as brands, products, services or
stores (Lie et al., 2019). Customer loyalty is a very valuable asset for every company since being
a loyal customer means having a commitment to them, which will bring profit to the organization.
Long-term benefits: keeping existing customers is easier than finding and acquiring new
customers (Bae & Jeon, 2022). E-loyalty is a positive attitude towards electronic business that
leads to consumers making recurrent purchases (Anderson & Srinivasan, 2003).

According to Kotler & Keller (2020)Satisfaction is a feeling of pleasure or disappointment
caused by comparing the perceived performance of a product to their expectations. One of the
efforts to maintain the market is to create satisfaction with consumers. According to Oliver,
(Oliver, 1999) Customer satisfaction is an affective attitude that reflects whether customers are
pleased or disappointed after comparing their perceptions and expectations of the performance of
a product or service. E-satisfaction is defined as the overall online shopping experience
(Szymanski & Hise, 2000). In the use of electronic services, e-satisfaction is defined as customer
satisfaction with regard to previous purchasing experiences with a particular e-commerce
company (Anderson & Srinivasan, 2003).

According to (Rousseau et al., 1998)Trust is a psychological state that includes the
willingness to accept vulnerability due to positive expectations of others' intentions or behaviour.
According to (Gefen, 2000), trust in online providers is defined as the willingness to make oneself
vulnerable to the behavior of trusted parties due to confidence and security. In terms of the use
of electronic technology, e-trust is defined as the degree to which consumers trust online
commerce channels and assume that sellers will keep their promises (Ribbink et al., 2004). In
Islamic banking, trust in the application of Islamic principles is the backbone of banking activities
(Amin et al., 2013).

Parasuraman et al. (2005) Describe e-service quality as a website’s capacity to effectively
and efficiently support shopping, transactions, and delivery. This understanding defines e-service
quality from the buying process (easy of use, product information, ordering information, and
personal data protection) to the post-purchase procedure. According to Wolfinbarger & Gilly,
(2003), e-service quality encompasses the complete transaction process from start to finish,
including information search, website navigation, ordering, customer service interaction,
delivery, and satisfaction with the requested goods. Service quality has a great impact on customer
satisfaction and organizational performance (Li & Suomi, 2009)Digital technologies are
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constantly evolving, including service quality. The use of electronic devices as a means of service
has given rise to a new concept, namely e-service quality.

A Study by (Garepasha et al., 2020) Conducted on 651 online banking customers in Iran
showed that e-service quality has a positive and significant impact on e-loyalty. These results are
supported by the studies of (Morsi, 2023; Santi et al., 2020).

H1: E-service quality has a positive and significant impact on e-loyalty

A study conducted by (Su et al., 2021) On 353 bank customers using mobile payments, it
was found that E-trust had a positive and significant impact on e-loyalty. Other studies have also
shown similar results (Aslam et al., 2020; Gotama & Indarwati, 2019; Pham et al., 2020; Shankar
& Jebarajakirthy, 2019).

H2: E-trust has a positive and significant influence on e-loyalty

Research conducted by (Raza et al., 2020) Involving 500 bank consumers in Pakistan
utilizing Internet banking services indicates that e-satisfaction has a significant impact on e-
loyalty. This is corroborated by a study conducted by Kaya et al. (2019) and Magdalena & Jaolis,
2018).

H3: E-satisfaction has a positive and significant influence on e-loyalty

Research by Bhat & Darzi (2020) Involving 660 online consumers demonstrates that e-
service quality significantly influences e-trust. Studies corroborate this finding (Lionello et al.,
2020) (Choi & Mai, 2018).

H4: E-service quality has a positive and significant impact on e-trust

A study by (Zouari & Abdelhedi, 2021) including 145 clients of Sharia banks in Tunisia,
demonstrates that e-service quality significantly influences e-satisfaction. This research is
corroborated by the findings of Dehghanpouri et al. (2020), Marliyah et al. (2021), and Zuliestiana
& Setiawan (2022).

H5: E-service quality has a positive and significant influence on e-satisfaction.

This study posits that clients' confidence mediates the relationship between e-service
quality and customer loyalty. This is corroborated by studies conducted by Amiruddin et al.
(2023), Choi & Mai (2018), and Mittal & Kaur (2023).

H6: E-trust mediates the influence of e-service quality on e-loyalty.

This study posits that e-satisfaction mediates the relationship between e-service quality and
e-loyalty. This is corroborated by studies conducted by Amiruddin et al. (2023); Ginting et al.
(2023), and Lieetal. (2019).

H7: E-satisfaction mediates the influence of e-service quality on e-loyalty.

Based on the previously described theory, phenomena, and past study, the researcher
suggests a framework for thinking about the relationship between service quality, trust, customer
satisfaction, and loyalty, as depicted in Figure 1.

RESEARCH METHOD

The study was conducted using quantitative research methods. The research was carried
out in Malang with the Google Form distribution region extending throughout Indonesia. The
research was carried out during October 2023. The participants in this study were BSI bank
clients. The sample is a subset of the population whose characteristics are to be investigated and
is thought to represent the whole population. This study used a non-probability sampling
technique, which is a form of purposive sampling. Purposive sampling according to (Sugiyono,
2021) is a sample approach that is employed intentionally with certain concerns. The data used
in this study is primary. According to (Schindler, 2019), primary data is the original information

pg. 96



(October 2024 Vol. 03 No. 02)

Business Innovation Management and Entrepreneurship (Bimantara)

gathered by researchers to analyze specific situations. Primary data for this study were collected
by distributing Google Forms to respondents, specifically BSI clients in Indonesia. Respondents
in this survey had the following characteristics: 1) above the age of 17, 2) have a BSI e-banking
application, 3) became a customer before May 2023, and 4) had at least three active transactions
in the last six months.

The data-gathering strategy utilized in this study was a survey with questionnaires
distributed using Google Forms. The questionnaire was distributed to candidate respondents of
BSI mobile banking users from various communities and members of institutions that are
cooperation partners with BSI, namely the Islamic school network, zakat and waqf social
institutions and other Islamic institutions. In addition, the questionnaire was personally handed to
300 possible respondents who knew the researcher and were involved in numerous cross-regional
social organizations and commercial partners. The personal distribution of the questionnaire took
into account concerns regarding the misuse of data or links spread through cyberspace.

E-service

quality E-Loyalty

E-Satisfaction

Figure 1. Conseptual Framework

The Likert Scale was employed to measure the data in this investigation. To acquire high-
quality research results, the research instruments employed must be legitimate and dependable.
As a result, before beginning the analysis, validity and reliability tests must be performed.
Indicators are considered legitimate if the outer loading factor value is more than 0.7. Variable
constructs are considered legitimate if the Average Variance Extracted (AVE) value exceeds 0.50
(Chin & Newsted, 1999). The Partial Least Square Structural Equation Model (PLS-SEM)
method is used in this study’s data analysis, hamely for evaluation of the Measurement Model
(Outer Model), Evaluation of the Structural Model (Inner Model) and hypothesis testing. The T-
table value and the T-statistic calculate the hypothesis significance measure; if the T-statistic is
greater than the T-table, the hypothesis built can be accepted (Chin, 1998). A bootstrapping
distribution is used in the mediation test.

Based on data from 300 respondents, the following respondent profiles were obtained:

Table 1. Respondent’s Profile

No Characteristic Demographic Frequency Percentage
1 Gender

Male 91 30,33%

Female 209 69,67%
2 Age

17-30 years old 31 10,33%
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No Characteristic Demographic Frequency Percentage
31-45 years old 230 76,67%
46-60 years old 39 13%
Above 60 years 0 0%

3 Education
SMP 2 0,67%
SMA/SMK 21 7%
Diploma 22 7,33%
S1/S2/S3 255 85%
4 Domicile
Jawa 255 85%
Sumatera 14 4,67%
Kalimantan 16 5,33%
Sulawesi 3 1%
Lainnya 12 4%

Source: Primary Data Processed, 2023

RESULT AND DISCUSSION

Indicators are regarded legitimate if their correlation value is greater than 0.7, but loading
factors ranging from 0.5 to 0.6 are still acceptable during the research stage of measuring scale
creation (Chin & Newsted, 1999; Ghozali & Latan, 2015). In this study, reflective indicators can
be declared valid except for RES3, WU4, WUS5, and SAT1 indicators. The researcher issued the
four indicators because the outer loading was below 0.7. After issuing the reflecting indicators
RES3, WU4, WUS5, and SAT1, the reflective indicators indicate a loading factor above 0.7, with
the exception of ASS1, ASS2, ASS3, REL3, and WU, which have a loading factor below 0.7, but
above 0.65, thus is maintained because AVE shows a > value of 0.5. E-service quality, e-trust, e
-satisfaction, and e-loyalty all have an AVE greater than 0.5. Based on these values, all of the
study’s construction variables are legitimated. The table below shows the outcomes of the loading
factor and AVE:

Table 2. Loading factor and AVE Result

Variable Reflective Indicators Loading Factor AVE Information
WuU1 0,702 Valid
wu2 0,721 Valid
WuU3 0,665 Valid
wu4 0,654 Tidak Valid
wWuU5 0,612 Tidak Valid
REL1 0,744 Valid
REL2 0,725 Valid
REL3 0,670 Valid

E-Service Quality REL4 0,734 0,504 Valid
RES1 0,733 Valid
RES2 0,714 Valid
RES3 0,617 Tidak Valid
RES4 0,735 Valid
ASS1 0,663 Valid
ASS2 0,663 Valid
ASS3 0,669 Valid
ASS4 0,731 Valid
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Variable Reflective Indicators Loading Factor AVE Information
TR1 0,842 0,649 Valid
ET TR2 0,863 Valid
Trust TR3 0,807 Valid
TR4 0,702 Valid

SAT1 0,639 0,712 Tidak Valid
isfacti SAT?2 0,777 Valid
E-Satisfaction SAT3 0,806 Valid
SAT4 0,885 Valid
LOY1 0,792 Valid
LOY2 0,875 Valid
E-Loyalty LOY3 0,853 0.718 Valid
LOY4 0,867 Valid

Source: Primary Data Processed, 2023
Reliability tests are performed to ensure that the instrument is accurate, consistent, and
precise while measuring the construct. The analysis results in this study demonstrated Cronbach's
Alpha and Composite Reliability values of more than 0.7, indicating that all latent variables are
reliable.
Table 3. Internal Consistency Reliability

Variable Cronbach's Alpha Composite Reliability Information
E-service quality 0,924 0,934 Reliable
E-trust 0,818 0,880 Reliable
E-satisfaction 0,796 0,881 Reliable
E-loyalty 0,869 0,911 Reliable

Source: Primary Data Processed, 2023

The R-square values of each latent variable can be seen to predict the strength of the
structural model. Based on the R-square values of 0.75, 0.5, and 0.25, the model is strong,
moderate, and weak. In this study, the R-square values are between 0.5 and 0.7, so it may be
concluded that the structural model has a moderate strength.

Table 3. R-Square Result

Variable R Square R Square Adjusted
E-loyalty 0,678 0,675
E-satisfaction 0,662 0,661
E-trust 0,542 0,541

Source: Primary Data Processed, 2023
Hypothesis testing is used to determine the influence and relationship between
constructions. The T-table and T-statistics results can be used to determine the hypothesis’s
relevance (Chin & Newsted, 1999). The standard coefficient values for each relationship in the
structural and measurement model range from -1 to +1. A path coefficient around +1 implies a
strong positive association and vice versa for a negative value (Hair et al., 2019). The test result
is judged significant when the statistical T value exceeds the T-table value (Ghozali, 2021).
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Table 4. Direct Effect Hypothesis Result

] Path A
Hypothesis Path Coefficient ' SISt PValues - Result
H1 E-service quality -> +0,163 2,266 0,024 accepted
E-loyalty
H2 E-trust -> E-loyalty +0,287 4,922 0,000 accepted
43 E-satisfaction ->  E- +0,451 6,990 0,000 accepted
loyalty
Ha E-service quality -> +0.736 27.335 0,000 accepted
E-trust
HE E-service quality -> +0.813 37,486 0,000 accepted

E-satisfaction
Source: Primary Data Processed, 2023
The mediation effect refers to the link between exogenous and endogenous constructs via
a connector variable or between them. The SEM-PLS mediation test uses bootstrapping to
examine the indirect relationship (Ghozali, 2021). Table 5 displays the findings of the mediation
test analysis for this.

Table 5. Mediation Test Result

Path

Hypothesis Path Coefficient T Statistic P Values Result

He ~ C-service guality > e- +0,211 4,893 0.000  sccepted
trust -> e-loyalty

H7 E-service quality -> e- +0,367 7,004 0,000 accepted

satisfaction -> e-loyalty
Source: Primary Data Processed, 2023
Based on scale range evaluation, the findings of this survey show that respondents provided
a high rating to e-loyalty, e-satisfaction, e-trust, and e-service quality at BSI Mobile. All indicators
are within the good assessment range. In terms of service, the BSI Mobile application is thought
to be effective at providing clients services. Furthermore, clients are delighted with and trust the
BSI Mobile application. The influence of good service, the emergence of satisfaction, and the
trust felt by users encourage customers to continue using the BS1 Mobile application to meet their
diverse financial transaction demands.

The findings indicated that e-service quality has a positive and significant effect on e-
loyalty. This is consistent with prior research (Marliyah et al., 2021) on customers who utilize
Bank Syariah Mandiri mobile banking, as well as research by (Budiman et al., 2020) on Mandiri
Online users customers. These results support the findings (Aslam et al., 2020; Pham et al., 2020)
that e-service quality affects e-loyalty. Reliability and privacy/security in the e-bank service
quality dimension are very important to increase customer loyalty. Banks should focus
on these aspects to attract and retain customers effectively (Shankar & Jebarajakirthy,
2019). To increase customer e-loyalty, banks or businesses must focus on improving the
quality of their e-services (Kaya et al., 2019). According to the observed phenomena, the
quality of electronic services is one of the elements that influence clients to continue using these
bank services. This study examines the quality of electronic services across four dimensions:
website usability, reliability, responsiveness, and assurance. In the website usability dimension,
the indicator related to BSI Mobile's innovation in offering Islamic services such as qurban, zakat

pg. 100



(October 2024 Vol. 03 No. 02)

Business Innovation Management and Entrepreneurship (Bimantara)

and waqf receives the highest average assessment score. This demonstrates that the innovation
differs from that of other banks and is accepted by BSI customers. The customer agrees that
transactions completed through BSI Mobile are recorded accurately, in real-time, precisely,
according to their designation, and can be accessed at any time. Fast response, timely assessment,
and responsiveness when there are problems with transactions utilizing BSI Mobile are essential
indicators of electronic service quality. Furthermore, security guarantees during BSI Mobile
transactions are critical indications to consider to ensure that clients continue to utilize the bank's
services.

The finding indicated that e-trust has a positive and significant impact on e-loyalty. This is
consistent with previous research (Gotama & Indarwati, 2019) On 220 fintech respondents, they
found that e-trust had a positive and significant effect on e-loyalty. Other findings from (Kaya et
al., 2019; Magdalena & Jaolis, 2018; Raza et al., 2020) Found similar results that e-trus affects e-
loyalty. This is in accordance with the phenomena that occur, especially for BSI customers who
experience trust issues in electronic services due to service interruptions that have been felt
several times. Trust in electronic services is a very important factor in retaining customers who
will continue using BSI Mobile services. In other aspects, customers believe that BSI applies
sharia principles in its transactions. Customer trust related to Sharia compliance applied by BSI
plays an important role in maintaining customers to remain loyal customers. This is one of the
major reasons why clients remain loyal and do not want to migrate to other bank services,
particularly conventional banks. This is consistent with Islamic bank's majority market share,
which consists of consumers who recognize the importance of implementing Sharia principles in
financial transactions.

The finding indicates that e-satisfaction has a positive and significant impact on e-loyalty.
These findings confirm previous research (Kaya et al., 2019) Which found that e-satisfaction has
a positive and significant effect on e-loyalty. These findings confirm previous research (Choi &
Mai, 2018; Lionello et al., 2020) Which revealed similar results for e-satisfaction e-loyalty. This
is also consistent with the view that satisfaction leads to loyalty (Oliver, 1999). Customers who
are satisfied with BSI Mobile are more likely to continue using the service. Customer satisfaction
is influenced by the presence of options or menus throughout the BSI Mobile service so that
clients are satisfied and prefer to use the service again. Overall, BSI Mobile’s services satisfy its
clients. Customers who are satisfied with the BSI Mobile service will leave positive feedback and
promote it to others. Furthermore, clients who continue to be satisfied with BSI Mobile services
are more likely to continue to use them in the future. Higher customer satisfaction leads to higher
loyalty.

This study looks at the relationship between e-service quality and e-trust. According to
research findings, e-service quality has a positive and significant impact on e-trust. This is
inconsistent with the hypothesis given. These findings confirm the previous study (Dehghanpouri
et al., 2020; Goutam & Gopalakrishna, 2018; Zouari & Abdelhedi, 2021; Zuliestiana & Setiawan,
2022) Which found that e-service quality has a significant impact on e-trust. In this scenario,
boosting the quality of BSI Mobile’s electronic services leads to increased trust in these services.
The phenomenon happens when BSI Mobile users judge the quality of electronic services, which
influences their trust in these services. Users trust BSI Mobile because of the promise of client
privacy, transaction security, customer care responsiveness, and BSI's dedication to incorporating
Islamic principles in its services. The fast, easy transaction experience, comprehensive
functionality and guarantee of these services boost client confidence in utilizing BSI Mobile.
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The findings of this study suggest that e-service quality has a positive and significant
impact on e-satisfaction. This is consistent with another study (Amiruddin et al., 2023; Choi &
Mai, 2018; Mittal & Kaur, 2023; Shared, 2019), which found that e-service quality improves e-
satisfaction. In the study, the association between these two variables had the most influence on
the highest path coefficient value and t-statistics when compared to the relationship between other
constructs included in the research model. This demonstrates how the quality of electronic
services influences customer satisfaction. Better e-service quality contributes to increased e-
satisfaction with BSI Mobile users. Electronic service quality has a significant impact on customer
satisfaction. The convenience of transactions provided by the BSI Mobile services leaves users
delighted. The BSI Mobile service also provides many other benefits to customers, such as the
flexibility of transactions that can be completed at any time, as well as the availability of Islamic
services, which make it easier for users to transact for a variety of purposes. This improves the
satisfaction of BSI Mobile users.

The results showed that e-trust can mediate the relationship between e-service quality and
e-loyalty. This is consistent with the findings of (Amiruddin et al., 2023) This shows that e-trust
can mediate the association between e-service quality and e-loyalty. With e-trust as a mediating
variable, the effect of e-service quality on e-loyalty becomes more pronounced. In this study, e-
trust functions are used as a partial mediation. Partial mediation arises because e-service quality
has a considerable influence on e-loyalty, both directly and indirectly through e-trust mediation.
This is in accordance with the phenomena that occur with BSI customers. Customers believe that
BSI Mobile provides a better electronic services promise because it protects customer
privacy/data and adheres to Sharia rules in its transactions. This has an indirect impact on
customer loyalty and their willingness to utilize BSI Mobile services again in the future. The
Sharia compliance factor, or the Sharia principles in transactions, is an indicator that can boost
customer loyalty, particularly among clients in a certain niche market, such as those who select
Islamic banks because they adhere to religious standards.

The mediation test of the effect of e-service quality on e-loyalty using e-satisfaction
mediation also shows positive and significant results. The study found that e-satisfaction can
influence the relationship between e-service quality and e-loyalty. This is congruent with the
findings of (Lie et al., 2019) Who discovered that e-satisfaction can mediate the relationship
between e-service quality and e-loyalty. With e-satisfaction as a mediating variable, the effect of
e-service quality on e-loyalty becomes stronger. The existence of high-quality e-service at BSI
Mobile can boost e-satisfaction and foster e-loyalty. E-satisfaction is an effective partial
mediation because e-service quality has a considerable influence on e-loyalty both directly and
through e-satisfaction. According to earlier research (Magdalena & Jaolis, 2018), good electronic
service quality combined with high consumer satisfaction might boost customer loyalty.

CONCLUSION

The findings indicated that e-service quality has a positive and significant impact on e-
loyalty. E-trust has a significant impact on e-loyalty. E-Satisfaction has a positive and significant
impact on e-loyalty. E-service quality has a big impact on e-trust. E-service quality has a positive
and significant impact on e-satisfaction. E-trust and e-satisfaction can mediate the impact of e-
service quality on e-loyalty. E-service quality has a direct and considerable positive impact on e-
trust and e-satisfaction when using BSI Mobile. Customers' confidence and contentment with BSI
mobile are influenced by the quality of electronic services provided. Overall, these findings
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underscore the importance of focusing on improving the quality of electronic services as a key
strategy to build user trust, satisfaction, and, ultimately, loyalty to BSI Mobile.

The company is expected to be able to develop a more advanced security system and make
it less vulnerable to hacking on BSI Mobile, resulting in a strong favorable image and clients who
are not concerned when transacting. It is also planned to enhance response time when BSI maobile
customers perceive a barrier by taking prompt follow-up action on complaints and developing a
mechanism that speeds up solution delivery. To improve e-trust, commit to improving service
quality, such as boosting cyber security and increasing bandwidth usage. Future studies could
explore similar areas by defining new ideas linked to e-service quality, particularly in the context
of Islamic services, and conducting interviews to acquire deeper insights from the data.
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