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ABSTRACT 
Information technology is widely used by most entrepreneurs who see business 
opportunities, such as online business, from these technological developments. The 
development of information technology today is increasingly supported by supporting 
infrastructure built by the government and the private sector. This research is classified as 
associative quantitative research conducted in the province of Bali. Data consists of 183 
samples collected by distributing questionnaires using Google Forms. The criteria for 
respondents in this study were Tokopedia customers who were 18 years old and over, had a 
minimum education of high school (SMA)/equivalent, were domiciled in the province of Bali, 
and transacted at Tokopedia at least one time every six months. The analytical technique 
used is the Structural Equation Model (SEM) and uses the SmartPLS 3.0 analysis tool. The 
results showed that customer satisfaction, Trust, and digital loyalty programs positively and 
significantly impacted Tokopedia's customer loyalty in Bali. The following result is that 
customer satisfaction and Trust can mediate digital loyalty programs toward Tokopedia 
customer loyalty. This research is clarified to be empirical evidence for future research and 
enrich the development of marketing management science related to customer satisfaction, 
Trust, digital loyalty programs, and customer loyalty. Managerially, it is hoped that this 
research can provide input and information to Tokopedia management to overcome 
competition problems and take advantage of opportunities to increase repurchase intentions 
based on perceived profits, Trust, and customer loyalty. 
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The utilization of information technology in the digital era is growing and developing 
faster. The development of technology, marked from the industrial revolution 1.0 to the 
industrial revolution 4.0, is currently one of the factors that influence the behavior of people's 
lives (Prasetyo et al., 2019). Information technology is excessively used by most 
entrepreneurs who refer to business opportunities from these technological developments, 
such as online business. Information technology development today is increasingly 
supported by supporting infrastructure that the government and the private sector have 
fabricated. E-commerce or electronic commerce was developed to facilitate business 
transactions using internet technology, applications, and websites. Online shopping is an 
exciting topic to study and research as a phenomenon run down in various fields today and in 
the future. Many e-commerce companies are constantly circulating in various parts of the 
world. Tokopedia is one of the local e-commerce sites that is growing quite rapidly in 
Indonesia. Judging from visits through the website, Tokopedia has a total of 147.79 million 
visits to the website every month. Judging from the total number and number of visits through 
the application, Tokopedia is in second place after Shopee, which has the highest number of 
visits, namely 834.52 visits every month. Shopee is in first place in total application 
downloads and monthly active users, whereas other e-commerce is below. Tokopedia is the 
number two e-commerce site after Shopee with a total number of visitors of 392.13 million 
visits per month through websites and applications. Lazada had lower visits at 377.04 million, 
followed by Bukalapak with 79.18 million and Blibli with 28.77 million visits every month. 
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The e-commerce business competition in Indonesia encourages business people to 
continue providing the best facilities for their users. Each company strives to provide a variety 
of features and services that can attract users and increase the number of customers. 
Customer loyalty is very important in determining market competitiveness. Customer loyalty 
is considered the backbone of the company because it is a way to maintain and increase 
sales and plays an important role in increasing profits (Darmawan et al., 2017). The need to 
maintain customer loyalty is an essential concern because it has been recognized as a 
contributor to the company's profitability in the long-term business (Usman et al., 2019). 
Digital-based loyalty programs do not involve issuing a physical card because digital cards 
can be stored easily on the customer's mobile device. Digital loyalty programs are modern 
versions of traditional loyalty cards managed via the customer's mobile phone in the digital 
loyalty application. Digital loyalty programs have the traditional aspect of making customers 
feel valued by a brand and use innovative techniques to ensure each customer enjoys a 
comfortable and easy experience. With a digital loyalty card, companies get the customer's 
email address. You can provide crucial product-related information via email or notification to 
customers (Tada.com, 2021). Loyalty programs aim to maintain long-term and profitable 
customer relationships and value and maintain customer trust (Sultana et al., 2017). Trust is 
regarded as an essential tool needed for success in any industry and is developed based on 
interactions with other people in a practical form (Panigrahi et al., 2018; Sari and Yasa, 2019; 
Syaharani and Yasa, 2022). 

Trust is a rational process that is actively built, developed, maintained, and tested over 
time (Riasma et al., 2018; Muderawan et al., 2020; Primananda et al., 2022). Rimawan et al. 
(2017) find the impact of Trust on customer satisfaction in service delivery in Pakistan and 
that Trust significantly affects satisfaction. Variables that can mediate the influence of loyalty 
programs on customer loyalty are customer satisfaction and Trust (Stathopoulou et al., 
2016). 

Based on the research gap and the gap phenomenon described in the background of 
the problems and previous pre-survey research, the purpose of this study is to explain the 
role of customer satisfaction and Trust in mediating digital loyalty programs on customer 
loyalty at Tokopedia. The Expectancy Disconfirmation Theory (EDT) is an expectation 
disconfirmation theory developed to explain customer decision-making. The theory has been 
implemented and confirmed in public management. EDT is based on three core 
relationships, the center of the first relationship is the direct effect of perceived performance 
on consumer satisfaction (Oliver et al., 1988; Carolina and Yasa, 2019; Dewi et al., 2020). 
The second effect predicts consumer expectations and satisfaction. Expectations can 
positively affect satisfaction because people can use their expectations as a basis for forming 
judgments about service to customers. Expectancy can be an independent assessment of 
satisfaction but evidence of a direct relationship between expectation and satisfaction. Based 
on the phenomena and previous research, the formulation of the hypothesis and the 
conceptual framework formed are as follows: 
 

 
 

Figure 1 – Research Concept Framework 
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The hypotheses in this study are as follows, based on the background and prior 
research: 

 H1: Digital loyalty program positively and significantly affects customer loyalty; 

 H2: Digital loyalty program positively and significantly affects customer satisfaction; 

 H3: Digital loyalty program positively and significantly affects customer trust; 

 H4: Customer satisfaction has a positive and significant effect on customer loyalty; 

 H5: Customer trust has a positive and significant effect on customer loyalty; 

 H6: Customer satisfaction significantly mediates between digital loyalty programs and 
customer loyalty; 

 H7: Trust significantly mediates between digital loyalty programs and customer 
loyalty. 

 
METHODS OF RESEARCH 

 
Quantitative research has been used. This research was conducted to determine the 

characteristics of the research elements and produce quantifiable facts. This research design 
is used because this study seeks to explain the relationship between digital loyalty programs, 
customer satisfaction. 

The scope of this research is to examine the effect of digital loyalty programs on 
customer loyalty mediated by customer satisfaction and Trust where there is a research gap 
from previous research. Seeing the difference in the findings, it is necessary to re-test the 
relationship between the variables used. The sampling technique in this study is a purposive 
sampling; the data collection technique is in the form of distributing questionnaires to 
respondents who are Tokopedia customers in Bali Province. This study uses a questionnaire 
as an instrument to collect data from respondents. This study uses Partial Least Square 
(PLS) with the help of SmartPLS 3 software. The measurement scale for each indicator uses 
a 5-interval Likert scale, namely 1 (strongly disagree) to 5 (strongly agree). The results of the 
convergent validity test show that all outer loadings variable indicators have a value greater 
than 0.50 with a p-value of 0.000 less than 0.05, and 4 the Composite Reliability value and 
Cronbach's Alpha value for all constructs have a value of more than 0,6 so that all indicators 
have met the requirements of convergent validity and each research construct has good 
reliability. 
 

RESULTS AND DISCUSSION 
 

 The number of respondents used in this study was 183 respondents. All respondents 
were grouped using the characteristics of gender, age, minimum education level, marital 
status, domicile, frequency of using e-commerce in a month, and duration of being a 
Tokopedia customer. Based on gender, respondents in this study had a fairly small 
difference, with slightly more women, namely 98 women, compared to 85 men. Most 
respondents are 18 to 21 years old, with the last education being dominated by the 
undergraduate level. In terms of status or occupation, respondents in this study were 
dominated by respondents with student status, with the majority of respondents' durations of 
being a member of Tokopedia being under 1 year.  

The digital loyalty program variable is measured using three dimensions. Each 
dimension uses 4 statement items related to the benefits of Bali's digital loyalty program 
perceived by Tokopedia customers. The average score for the digital loyalty program 
variable is 4.20 and is classified as very good overall. The customer satisfaction variable is 
measured using 3 statement items related to customer satisfaction perceived by Tokopedia 
customers in Bali. The average score for the customer satisfaction variable is 4.22 and 
belongs to very high criteria. The trust variable is measured using 4 statement items related 
to the respondents' Trust in using Tokopedia as a place to transact. Consumer confidence as 
a whole belongs to a very high criterion, this can be seen from the overall average value of 
consumer confidence, which is 4.25. The customer loyalty variable was measured using 3 
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statement items related to the level of customer loyalty from respondents at Tokopedia in 
Bali. The average score for the customer loyalty variable is 4.18 and belongs to the high 
criteria. 
 

Table 1 – Test Results of Direct Effects Between Variables 
 

  Correlation coefficient T - Statistics P Values Information 

Digital Loyalty Programs (X) -> Customer Loyalty (Y) 0.169 2.927 0.004 Significant 

Digital Loyalty Programs (X) -> Customer Satisfaction (M1) 0.846 28.575 0.000 Significant 

Digital Loyalty Programs (X) -> Trust (M2) 0.921 51.328 0.000 Significant 

Customer Satisfaction (M1) -> Customer Loyalty (Y) 0.229 2.927 0.004 Significant 

Trust (M2) -> Customer Loyalty (Y) 0.578 8.085 0.000 Significant 
 

Source: Data processed, 2022. 

 
The results of hypothesis testing in table 1 show that all models between variables are 

positively related with t-statistics > 1.96 and P-value <0.05. This means that the digital loyalty 
programs, customer satisfaction, and trust variables have a positive and significant effect on 
customer loyalty. The direct effect of the digital loyalty program variable on customer loyalty 
has a correlation coefficient value of 0.169 and a T-statistic value of 2.297, so the hypothesis 
is accepted. This shows a positive influence between the values of digital loyalty programs 
on customer loyalty. The better Tokopedia's digital loyalty program value, the higher the 
customer loyalty. The direct influence of the digital loyalty program variable on customer 
satisfaction has a correlation coefficient value of 0.846 and a T-statistic value of 28,575, so 
the hypothesis is accepted. This shows a positive influence between the value of digital 
loyalty programs on customer satisfaction. The better the value of Tokopedia's customer 
satisfaction, the higher the customer satisfaction. 

The direct effect of the digital loyalty program variable on Trust has a correlation 
coefficient value of 0.921 and a T-statistic value of 51,328, so the hypothesis is accepted. 
This shows a positive influence between the value of digital loyalty programs on customer 
trust. The better Tokopedia's customer satisfaction value, the higher the consumer's Trust. 
The direct effect of the customer satisfaction variable on customer loyalty has a correlation 
coefficient value of 0.229 and a T-statistic value of 2.927, so the hypothesis is accepted. This 
shows a positive influence between customer satisfaction and customer loyalty. The better 
the value of Tokopedia's customer satisfaction, the higher the customer satisfaction. The 
direct effect of the digital loyalty program variable on Trust has a correlation coefficient value 
of 0.921 and a T-statistic value of 51,328, so the hypothesis is accepted. This shows a 
positive influence on the value of digital loyalty programs on customer trust. The better 
Tokopedia's customer satisfaction value, the higher the consumer's Trust.  

The direct effect of the customer satisfaction variable on customer loyalty has a 
correlation coefficient value of 0.229 and a T-statistic value of 2.927, so the hypothesis is 
accepted. This shows a positive influence between customer satisfaction and customer 
loyalty. The better the value of Tokopedia's customer satisfaction, the higher the customer 
satisfaction. The direct effect of the trust variable on customer loyalty has a correlation 
coefficient value of 0.578 and a T-statistic value of 8085, so the hypothesis is accepted. This 
shows a positive influence between the value of Trust and customer loyalty. The better the 
customer trust, the higher the loyalty of Tokopedia customers.  
 

Table 2 – Mediation Variable Test 
 

 Indirect Effect 

Variable Correlation coefficient T – Statistics 

Digital Loyalty Programs (X) -> Customer Satisfaction (M1) -> Customer Loyalty (Y) 0.193 2.835 

Digital Loyalty Programs (X) -> Trust (M2) -> Customer Loyalty (Y) 0.532 8.399 
 

Description: significance (Sig.) = t-statistic > 1.96 at a= 5%. 
(A): the indirect effect of the independent variable on the dependent variable; 
(B): the direct effect of the independent variable on the dependent variable; 
(C): the direct effect of the independent variable on the mediating variable; 
(D): the direct effect of the mediating variable on the dependent variable. 
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Table 3 – Indirect Effect, Total Effect, and VAF Calculation 
 

 Indirect Effect 

Variable 
Correlation 
coefficient 

T – Statistics 

Digital Loyalty Programs (X) -> Customer Satisfaction (M1) -> Customer 
Loyalty (Y) 

0.193 2.835 

Digital Loyalty Programs (X) -> Trust (M2) -> Customer Loyalty (Y) 0.532 8.399 

 Total Effect 

Variable 
Correlation 
coefficient 

T – Statistics 

Digital Loyalty Programs (X) -> Customer Loyalty (Y) 0.169 2.927 

Digital Loyalty Programs (X) -> Customer Satisfaction (M1) 0.846 28.575 

Digital Loyalty Programs (X) -> Trust (M2) 0.921 51.328 

Customer Satisfaction (M1) -> Customer Loyalty (Y) 0.229 2.927 

Trust (M2) -> Customer Loyalty (Y) 0.578 8.085 

VAF->Indirect Effect/  
Total Effect (0,193/0,229) 0.842 

VAF->Indirect Effect/ 
Total Effect (0,532/0,578) 0.920 
 

Source: Primary data, be treated (2022). 

 
It can be seen that customer satisfaction mediates the effect of digital loyalty programs 

on customer loyalty with a t-statistic value of 0.193 and a p-value of 0.005. The t-statistic 
value is greater than the t-table, 2.835, and the p-value is smaller than 0.05. Based on this 
data, it can be said that there is an indirect effect between digital loyalty programs and 
customer loyalty through customer satisfaction. Customer satisfaction mediates the 
relationship between digital loyalty programs and customer loyalty. Trust mediates the effect 
of digital loyalty programs on customer loyalty with a t-statistic value of 8,399 and a p-value 
of 0.000. The t-statistic value is greater than the t-table, 1.645, and the p-value is smaller 
than 0.05. Based on this data, it can be said that there is an indirect effect between digital 
loyalty programs and customer loyalty through Trust. Trust mediates the relationship 
between digital loyalty programs and customer loyalty.  
 

CONCLUSION 
 

The findings of this study contribute to the existing literature related explicitly to The 
Expectancy Disconfirmation Theory (EDT), which includes the perceived benefits of digital 
loyalty programs in terms of utilitarian, hedonic, and social benefits, satisfaction, Trust and 
loyalty of Tokopedia customers in Bali. This study empirically examines the direct relationship 
and the mediating effect between the selected variables. The results of this study are 
expected to be empirical evidence in the future and able to enrich the development of 
marketing management science related to the perceived benefits of digital loyalty programs 
in terms of utilitarian, hedonic, and social benefits, satisfaction, Trust, and customer loyalty. 
This research is also expected to be a reference for further research. The online sales 
industry has experienced increased business activities and profits during the Covid-19 
pandemic, making it an opportunity for e-commerce platforms, especially Tokopedia. The 
managerial implication of this research is that this research is expected to provide a decision 
to take advantage of the current opportunities to increase the number of e-commerce users. 
This study discusses the perceived benefits of digital loyalty programs in terms of practical 
benefits, hedonic benefits and social benefits, satisfaction, Trust, and loyalty of Tokopedia 
customers in Bali. Managerially, the management can consider strategic approaches and 
marketing communications that can increase user loyalty or ease the benefits of digital 
loyalty programs to retain loyal customers. This study found that Tokopedia's digital loyalty 
programs provide benefits in the form of saving money and time for its customers, making it 
easy to find what they want and acknowledging that their customers have followed the 
current online shopping trend. 

This research's scope is limited to the province of Bali, so this research cannot be 
generalized to other regions. This research was conducted only in a certain period, while the 
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development of technology and the current social environment are growing and developing 
dynamically so that it is hoped that this research can be carried out again in the future. This 
research has limitations, such as the fact that the scope of this research is only limited to the 
city of Denpasar, thus the results of this study cannot be generalized to other regions. This 
research was only conducted at a specific time or in a cross-sectional manner. Because the 
social environment is dynamic, it is hoped that this research can be repeated in the future. 
This study is also limited to only investigating the Technology Acceptance Model hypothesis. 
Therefore, it cannot investigate in-depth elements other than these variables, such as 
external consumer influences. Further research can examine the external factor influencing 
the intention to subscribe. 
 

REFERENCES 
 
1. Abadi, R., Nursyamsi, I. and Munizu, M. Effect of Customer Value and Experiential 

Marketing to Customer Loyalty with Customer Satisfaction as Intervening Variable: Case 
Study on Go-Jek Makassar Consumers. DOI: 10.5220/0009505107670774 In 
Proceedings of the 1st Unimed International Conference on Economics Education and 
Social Science (UNICEES 2018), pages 767-774 ISBN: 978-989-758-432-9  

2. Agnihotri, R., Dingus, R., Hu, M. Y., &Krush, M. T. (2016). Social media: Influencing 
customer satisfaction in B2B sales. Industrial Marketing Management, 53(2), 172-180. 
Retrieved from: 
<https://www.sciencedirect.com/science/article/abs/pii/S0019850115002631 

3. Aîda Mimouni-Chaabane and Pierre Volle, (2011), Perceived benefits of loyalty 
programs: Scale development and implications for relational strategies, Journal of 
Business Research, 63, (1), 32-37 

4. Ajzen, Icek. 1991. The theory of planned behavior: Organizational behavior and human 
decision processes. Academic Press Inc. Vol. 50, No.2. 

5. Andriyani, N. And Hidayat, Z. (2021) “The Influence Factors on Customer Satisfaction 
and Loyalty in Distribution: An Empirical Study on Sushi Tei Restaurant, Jakarta,” Journal 
of Distribution Science. Korea Distribution Science Association, 19(6), pp. 51–64. doi: 
10.15722/JDS.19.6.202106.51. 

6. Arora, N., & Aggarwal, A. 2018. The role of perceived benefits in formation of online 
shopping attitude among women shoppers in India. South Asian Journal of Business. 

7. Babin, Barry. J. William R. Darden, Mitch Griffin. 1994. Work and or Fun; Measuring 
Hedonic and Utilitarian Shopping Value. Journal of Consumer Research 644-654. 

8. Baloglu, S., Zhong, Y. Y. (Susan) and Tanford, S. (2017) „Casino Loyalty: The Influence 
of Loyalty Program, Switching Costs, and Trust‟, Journal of Hospitality & Tourism 
Research, 41(7), pp. 846–868. DOI: 10.1177/1096348014550922. 

9. Carolina, D and Yasa, N.N.K., (2019), The Effect of Customer Relationship Management 
on the Satisfaction to Build Customers‟ Loyalty (Study Case of Go-Jek‟s Transportation 
Service Users), Journal of Business Management and Economic Research, 3 (5), 9-20 

10. C. De Silva and E. AbuKhousa, "Smart Platform for Fuel Loyalty Programs: Potential 
Opportunities and Digital Road Ahead," 2019 International Conference on Digitization 
(ICD), 2019, pp. 104-114, DOI: 10.1109/ICD47981.2019.9105859. 

11. Chen, James. (2017). Loyalty Program. Retrieved from 
https://www.investopedia.com/terms/l/loyaltyprogram.asp Dowling, G.R. & Uncles, M. 
(1997). Do customer loyalty programs really work? Sloan Management Review Vol.38, 
No. 4, pp.71–82 

12. Devi Tri Asmarasari., & Riska Dewi Muftian & Teguh Diyanto & Wisnu Sakti Dewobroto. 
2020. Pengaruh Digital Loyalty Program Terhadap Kepuasan Dan Loyalitas Pelanggan 
Studi Kasus Tokopedia. Open jurnal Unpam, 4: 1: 13-32. 

13. Dewi, CRA, Yasa, N.N.K., IGAK Giantari, TGR Sukawati, PY Setiawan Setini, (2020), 
The Effect of Security, Trust and Ease of Use Towards Repurchase Intentions Mediated 
by E-Satisfaction on Online Travel Agent, Journal of Advanced Research in Dynamical 
and Control Systems, 12 (8), 340-354 



Eurasia: Economics & Business, 9(63), September 2022 

39 

14. E-satisfaction. 8 Types of customer loyalty program. Retrieved from https://www.e 
satisfaction.com/8-types-of-customer-loyalty-programs/. 

15. Ebrahimi, L., Mirabi, V.R., Ranjbar, M.H. and Pour, E.H., 2019. A customer loyalty model 
for e-commerce recommendation systems. Journal of Information & Knowledge 
Management, 18(03), p.1950036. 

16. Fauzi, A.A. and Suryani, T. (2019), "Measuring the effects of service quality by using 
CARTER model towards customer satisfaction, trust and loyalty in Indonesian Islamic 
banking", Journal of Islamic Marketing, Vol. 10 No. 1, pp. 269-289. 
https://doi.org/10.1108/JIMA-04-2017-0048 

17. Fathy, E., Zidan, H. (2017). 'Do Loyalty Program in the Airline and Hotel Industries Affect 
Customer Satisfaction and Loyalty?', International Journal of Heritage, Tourism and 
Hospitality, 11(Issue 3 (Special Issue)), pp. 246-266. DOI: 10.21608/ijhth.2017.30233 
Fathy, E., Zidan, H. (2017).  

18. Firmansyah., M., A. 2018. Perilaku Konsumen (Sikap dan Pemasaran). Penerbit 
Deepublish (Grup Penerbitan CV Budi Utama). Yogyakarta. 

19. Francis Buttle, Stan Maklan - Customer Relationship Management_ Concepts and 
Technologies-Routledge (2019) 

20. Helena, Nobre. (2018). Loyalty programs in the pharmaceutical retail: The impact of a 
network loyalty program on the pharmacy loyalty. International Journal of Business 
Excellence Vol.14, No.4, 2018. https://doi.org/10.1504/ijbex.2018.090312 

21. Hirschman, Elizabeth C dan Morris E. Holbrook. 1982 Hedonic Constamption Emergging 
Conceptts, methods, and Prospositions. Journal of Marketing (Vol.46) 92-101 

22. Hofman-Kohlmeyer1, M. (2016). Customer Loyalty Program As A Tool Of Customer 
Retention: Literature Review. Cbu International Conference On Innovations In Science 
And Education  

23. https://lifestyle.kontan.co.id/news/10-e-commerce-dengan-pengunjung-terbanyak-di-
indonesia-tokopedia-kembali-ke 

24. https://www.tokopedia.com/about/news/#press-release 
25. https://www.cnnindonesia.com/ekonomi/20220530133716-92-802688/tokopedia-jadi-

jawara-e-commerce-ri-kuartal-i-2022 
26. https://bisnika.hops.id/startup/pr-3072146435/strategi-marketing-tokopedia-menjadi-

ecommerce-no1-di-indonesia 
27. https://blog.usetada.com/id/digital-loyalty-card-bagaimana-implementasinya-di-bisnis-

anda 
28. Khairawati, S., 2020. Effect of customer loyalty program on customer satisfaction and its 

impact on customer loyalty. International Journal of Research in Business and Social 
Science (2147-4478), 9(1), pp.15-23. 

29. Karen Xie, L. and Chen, C.-C. (2014), "Hotel loyalty programs: how valuable is valuable 
enough?", International Journal of Contemporary Hospitality Management, Vol. 26 No. 1, 
pp. 107-129. https://doi.org/10.1108/IJCHM-08-2012-0145 

30. Kotler, P., & Keller, K., L. 2016. Marketing Management. Edisi 15, Global Edition. United 
Kingdom: Pearson Education 

31. Kotler, P., & Armstrong G. 2018. Principles of Marketing, 17th edition. New Jersey: 
Pearson Education. 

32. Koo, B., Yu, J. and Han, H., 2020. The role of loyalty programs in boosting hotel guest 
loyalty: Impact of switching barriers. International Journal of Hospitality Management, 84, 
p.102328.  

33. Komalasari, F.P. and Budiman, S.F., 2018. Customer retention strategy through 
customer satisfaction and customer loyalty: The study on Traveloka loyalty program. TRJ 
Tourism Research Journal, 2(1), pp.69-75. 

34. Kyguoliene, A., Zikiene, K. and Grigaliunaite, V., 2017. The influence of perceived 
benefits on the satisfaction with the loyalty program. Engineering Economics, 28(1), 
pp.101-109. 



Eurasia: Economics & Business, 9(63), September 2022 

40 

35. Lesmana, R. (2019). Pengaruh Kualitas Produk Dan Kualitas Pelayanan Terhadap 
Kepuasan Konsumen Pt. Radekatama Piranti Nusa. Jurnal Pemasaran Kompetitif, 2(2), 
115-129. 

36. Lo, A.S., Im, H.H., Chen, Y. and Qu, H. (2017), “Building brand relationship quality 
among hotel loyalty program members”, International Journal of Contemporary 
Hospitality Management, Vol. 29 No. 1, pp. 458-488. 

37. Mothersbaugh, D., L. & Hawkins, D., I. 2016. Consumer Behaviour “Building Marketing 
Strategy”. McGraw-Hill Education. United States. 

38. Manuel Utz, Simon Johanning, Tamara Roth, Thomas Bruckner, Jens Strüker, From 
ambivalence to trust: Using blockchain in customer loyalty programs, International 
Journal of Information Management, 2022, 102496, ISSN 0268-4012, 
https://doi.org/10.1016/j.ijinfomgt.2022.102496. 

39. Mohammed Ismail El-Adly, Modelling the relationship between hotel perceived value, 
customer satisfaction, and customer loyalty, Journal of Retailing and Consumer Services, 
Volume 50, 2019, Pages 322-332, ISSN 0969-6989, 
https://doi.org/10.1016/j.jretconser.2018.07.007. 

40. Ming-Way Li, Hsiu-Yu Teng, Chien-Yu Chen, Unlocking the customer engagement-brand 
loyalty relationship in tourism social media: The roles of brand attachment and customer 
trust, Journal of Hospitality and Tourism Management, Volume 44, 2020, Pages 184-192, 
ISSN 1447-6770, https://doi.org/10.1016/j.jhtm.2020.06.015.  

41. Michelle (Myongjee) Yoo, Orie Berezan & Anjala S. Krishen (2018) Do members want the 
bells and whistles? Understanding the effect of direct and partner benefits in hotel loyalty 
programs, Journal of Travel & Tourism Marketing, 35:8, 1058-1070, DOI: 
10.1080/10548408.2018.1473191. 

42. Muderawan, MANW, GB Rahanatha, Yasa, N.N.K. (2020), Building Customer Loyalty 
Through Customer Satisfaction that Influenced by Promotion, Trust and Perceived Ease 
of Use, American Journal of Humanities and Social Sciences Research, 4 (11), 102-112 

43. Omar, Nor Asiah & Mohd Ramly, Suhaily & Alam, Syed & Nazri, Muhamad Azrin. (2015). 
Assessing the Effect of Loyalty Program Benefi ts in SatisfactionLoyalty Relationship: 
Evidence from Malaysia. Jurnal Pengurusan. 43. 145-159. 10.17576/pengurusan-2015-
43-13. 

44. Oliver, R. L., and W. S. DeSarbo. 1980. “Response Determinants in Satisfaction 
Judgments.” Journal of Consumer Research 14: 495–507. doi:10.1086/jcr.1988.14.issue-
4. 

45. Pandey, Neeraj, Tripathi, Avinash, Jain, Devendra Roy, Saptrshi (2020), “Does price 
tolerance depend upon the type of product in e-retailing? Role of customer satisfaction, 
trust, loyalty, and perceived value” doi: 10.1080/0965254X.2019.1569109 “ Journal of 
Strategic Marketing https://doi.org/10.1080/0965254X.2019.1569109. 

46. Pandey, Neeraj; Tripathi, Avinash; Jain, Devendra; Roy, Saptrshi (2019). Does price 
tolerance depend upon the type of product in e-retailing? Role of customer satisfaction, 
Trust, loyalty, and perceived value. Journal of Strategic Marketing, (), 1–20. 
doi:10.1080/0965254X.2019.1569109  

47. S., S., Sarkar, A. and Pradhan, S. (2016), "Examining the roles played by a store 
satisfaction-love framework in shaping the influence of store loyalty programs", 
Management Research Review, Vol. 39 No. 8, pp. 879-898. https://doi.org/10.1108/MRR-
06-2014-0150 

48. Primananda, PGB, Yasa, N.N.K., Sukaatmadja, IPG, Setiawan, PY. (2022), Trust as a 
mediating effect of social media marketing, experience, destination image on revisit 
intention in the COVID-19 era, International Journal of Data and Network Science, 6 (2). 
 

49. Putri, KAMA and Yasa, N.N.K. (2022), The Role of Customer Satisfaction as mediating 
variable on The Effect of Brand Image towards Coffee Shop Customer‟s Repurchase 
Intention, European Journal of Business and Management Research, 7 (2), 149-154  



Eurasia: Economics & Business, 9(63), September 2022 

41 

50. Riasma, DKP, Rahyuda, K, and Yasa, N.N.K. (2018), The Role of Satisfaction and Trust 
in Mediating The Relationship of Brand Experience and Loyalty, International Journal of 
Economic, Commerce and Management, 1, 66-77 

51. Sari, AAA Ratih Permata and Yasa, N.N.K. (2019), The role of customer trust as a 
mediation on the effect of corporate images and price fairness to customer loyalty, 
Journal of Business Management and Economic Research, 3 (8), 1-17 

52. Sciffman, Leon G., Leslie Kanuk. (2010). Consumer Behaviour. Pearson Education. 
53. Simorangkir, Eduardo (2018). Peran e-commerce Dorong Percepatan 

PertumbuhanEkonomi Kreatif. Retrieved from https://finance.detik.com/berita-
ekonomibisnis/ d4294602/peran-e- commerce-dorong-percepatan-pertumbuhan-
ekonomi-kreatif 

54. Sungirirai, A., Chiguvi, D., & Sungirirai, L. (2017). The effect of customer loyalty programs 
on customer satisfaction in the mobile telecommunications sector in Botswana. 
International Journal of Science and Research, 6 (2), 1815-1824. HTTPS:// 
www.ijsr.net/search_index_results_paperid. PHP?id=ART20164139.  

55. Soderlund, M & Colliander, J. (2015). Loyalty program rewards and their impacts on 
perceived justice,customer satisfaction and repatronize intentions. Journal of Retailing 
and Consumer Services Vol.25 pp.47-57. 

56. Stathopoulou, A & Balabanis, G. (2016). The effect of loyalty programs on satisfaction, 
Trust, and loyalty toward high and low-end fashin retailer. Journal of Business Research 
Vol.69 Issue 12 pp.5801-5808. 

57. Supar, D.A.W.A. and Suasana, I.G., 2017. Peran kepuasan pelanggan dalam memediasi 
pengaruh customer relationship management terhadap loyalitas pelanggan. E-Jurnal 
Manajemen, 6(3), pp.1564-1591. 

58. Schiffman, Leon G._ Wisenblit, Joseph - Consumer Behavior-Pearson (2019). 
59. Salesforce. (2018). What is CRM? Retrieved 29 August 2019, from 

https://www.salesforce.com/eu/learning-centre/crm/what-is-crm/  
60. Syaharani, DP and Yasa, N.N.K. (2022), The Role of Trust as Mediation between 

Perceived Usefulness and Perceived Ease of Use on Repurchase Intention, European 
Journal of Development Studies, 2 (3), 36-40 

61. Tahal, R. (2014). Loyalty Programs in E-Commerce and Their Perception By The Young 
Adult Internet Population. Central European Business Review Vol.3 Issue 2 pp. 7-13. 
https://doi.org/10.18267/j.cebr.79. 

62. Trisnawati, N. and Setyawati, H. (2020) “Pengaruh Customer Loyalty Program serta 
Service Recovery Terhadap Customer Satisfaction dan Customer Retention”, Jurnal 
Ilmiah Mahasiswa Manajemen, Bisnis dan Akuntansi (JIMMBA), 2(3), pp. 491-503. doi: 
10.32639/jimmba.v2i3.493. 

63. Waari, D., Bonuke, R & Kosgei, G. (2018). Loyalty Programs Benefits and Customer 
Loyalty: The Mediating Role Of Customer Satisfaction. International Journal of 
Economics, Commerce and Management Vol. VI Issue 4. Zakaria, I., Rahman, B.Ab., 
Othman, A.K., Yunus, N.A.M., Dzulkipli, M.R., Osman, 

64. Vesel, P & Zabkar, V. (2009). Managing Customer Loyalty Through the Mediating Role of 
Satisfaction in the DIY Retail Loyalty Program. Journal of Retailing and Consumer 
Services Vol.16 Issue 5 pp. 396-406. https://doi.org/10.1016/j.jretconser.2009.05.002. 

65. M.A.F. (2015). The Relationship between Loyalty Program, Customer Satisfaction,and 
Customer Loyalty in Retail Industry: A Case Study. Procedia Social and Behavioral 
Sciences Vol. 129 pp. 23-30. 

66. Zakaria, I., Rahman, B.Ab., Othman, A.K., Yunus, N.A.M., Dzulkipli, M.R., Osman, M.A.F. 
(2015). The Relationship between Loyalty Program, Customer Satisfaction,and Customer 
Loyalty in Retail Industry: A Case Study. Procedia Social and Behavioral Sciences Vol. 
129 pp. 23-30. https://doi.org/10.1016/j.sbspro.2014.03.643. 

67. Zhou, Z., Ling Jin, X., Fang, Y., & Voge, D. 2015. Toward a theory of perceived benefits, 
affective commitment, and continuance intention in social virtual worlds: cultural values 
(indulgence and individualism) matter. European Journal of Information Systems 24. Vol. 
24, No.26. 


