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Abstract- This study aims to examine and explain the influence of electronic service quality, electronic satisfaction, and electronic
trust on electronic word of mouth (e-WOM) on the consumers of the marketplace in Surabaya. The quantitative (positivist) approach
was used in this study to examine and explain the influence of electronic service quality on e-WOM that was mediated by electronic
trust and electronic satisfaction. The questionnaire was the main instrument for collecting primary data. The variables were researched
quantitatively. The data analysis used was SEM analysis based on Partial Least Square (PLS). The population was the consumers who
had bought products online through the marketplace with a total of 200 respondents. The findings showed that there was a significant
positive influence of electronic service quality on electronic satisfaction and electronic trust. However, there was a significant negative
influence of electronic service quality on electronic word of mouth (e-WOM). There was also a significant negative influence of
electronic satisfaction on e-WOM. Besides, electronic satisfaction is not positively significant to mediate the relationship between
electronic service quality and electronic word of mouth. Electronic trust was positively significant to affect electronic e-WOM. The
last, electronic trust was positively significant to mediate the relationship between electronic service quality and electronic word of
mouth.

Index Terms- Electronic service quality, electronic satisfaction, electronic trust, electronic word of mouth

I. INTRODUCTION

rom a consumer perspective, online shopping has advantages and benefits compared to shopping offline (M. T. Liu et al., 2012)
First, shopping online allows the consumers to buy products and obtain the services whenever and wherever they are. Second,
shopping online allows the consumers to save more money, effort and time. Third, online shopping offers consumers the ability to
find and gather a lot of information and a high level of transparency and convenience.
From some of these findings, it is known that these benefits have a significant and positive influence on consumer attitudes towards
online shopping (Delafrooz et al., 2011) Although there are positives to buy online, the exact reason why consumers buy online
remains a big question for researchers (Darley et al., 2010). Therefore, studying the purchasing behavior of consumers is very useful
for formulating the appropriate marketing strategy.

With the fast developments in Web 2.0, internet technology which was originally used as a place to access various kinds of
information has turned into a place to trade online. In today's technological era, consumers are increasingly dependent on one another,
especially in terms of information. A consumer will sometimes read reviews from customers listed on a website before making a
purchase decision and it is estimated that 97 percent of consumers will be influenced to read and believe these reviews (Ahmad &
Laroche, 2017). Reviews listed in online media are also known as electronic word of mouth. In general, word of mouth that is
distributed offline is almost the same as electronic word of mouth that is distributed online, but the electronic word of mouth that is
distributed online has a greater influence, which is wider and faster than word of mouth via offline.

One of the causes of electronic word of mouth is due to electronic service quality (Japutra et al., 2019) which concludes that
electronic service quality has a positive and significant influence on electronic word of mouth. Referring to (Lovelock & Patterson,
2015), service quality is the main input of electronic customer satisfaction, if customers are satisfied, they are likely to return to the
same product and provide good references to others. However, the results found by Anwar et al.,( 2018) found the opposite, namely
electronic service quality had no influence on electronic word of mouth. The variation of the results of this study is a research gap to
be studied further by offering electronic satisfaction and trust variables as mediator variables.

Many studies show that trust is central to interpersonal relationships and business relationships. Trust variable is a variable that
has a major contribution to electronic commerce because trust can influence attitudes and willingness to be involved in online
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shopping activities, including recommending products or services to consumers (Y. Chen & Chou, 2012). In e-commerce, privacy
and security are major features that not only increase competitive advantage but also increase the level of trust. Trust plays an
important role in willingness to adopt e-sales and buyer participation. Trust plays an important role in a broad spectrum of human
interactions, including cooperation, network relations, and crisis management. Buyer trust in one component of an e-marketplace
merchant may not only affect their trust in a particular marketplace but also affect how buyers make online purchases. Based on these
facts, assessing the perceived risk in the e-marketplace is a prerequisite step that must be taken by vendors to minimize possible losses
between sellers and buyers on e-marketplaces.

Buyers worry about the loss of privacy, misuse of personal information, and product quality. With the existence of reviews on
marketplace sites, especially those reviews that come from people they know and trust, word of mouth has a very high influence on
consumer behavior (Kotler & Keller, 2011) Several studies related to the relationship between trust in electronic word of mouth were
conducted (S. Liu et al., 2015) who concluded that trust has a positive and significant influence on electronic word of mouth.
However, a different study was revealed by Yeo et al.,( 2020) who stated that trust had no direct influence on the variable electronic
word of mouth. Positive electronic customer satisfaction results in higher customer loyalty and a higher willingness to repurchase.
Higher electronic customer satisfaction brings higher profits and a wider market share for the company(Cheng, 2011). Electronic
satisfaction and trust in the website will contribute to the willingness to provide suggestions and recommendations through posting
reviews on the web (Loureiro et al., 2018). According to Zeithaml, (2000) intention to behave can be measured by word of mouth,
repurchase, complaining behavior, and price sensitivity. Therefore, if consumers feel satisfied, it tends to increase the intention to
behave in a positive way.

Several studies related to the relationship between electronic satisfaction and electronic word of mouth were conducted by
(Kassim & Abdullah, 2010) who concluded that electronic satisfaction has a positive and significant influence on electronic word of
mouth. Different results were found by Loureiro et al.,( 2018) which states that electronic satisfaction has no direct influence on
electronic word of mouth. Based on the explanation above, this study tries to build a model in which there are exogenous variables,
namely electronic service quality, electronic satisfaction, and electronic trust in relation to endogenous variables, namely electronic
word of mouth.

Il. THEORETICAL REVIEW

2.1 Electronic Service Quality

Electronic Service quality is the overall support provided by online service providers measured in terms of assurance, empathy, and
responsiveness (DeLone & McLean, 2003). Quality of service for web-based companies depends on the availability of various
communication mechanisms for receiving user complaints and on-time service. These activities can help users to be more influenceive
in terms of conveying suggestions for products and services and together with vendors/service providers to provide solutions to the
problems at hand (Ahn et al., 2007).

Therefore, online-based service providers must show a responsive attitude through a good service management system and pay
attention to customer needs quickly and be able to create a personalized information system, such as products/services to be ordered
and have been ordered, and facilitate two-way communication between the company and customer. This is an influenceive tactic for
service providers to use in terms of creating electronic customer satisfaction online, (Eleanor et al., 2000). Moreover, service quality
is closely related to company satisfaction and profitability. If the level of quality is higher, it will be higher the level of customer
satisfaction and it will support higher prices with lower costs (Kotler et al., 2019). Also according to (Lovelock & Patterson, 2015)
service quality is the first input of satisfaction. Satisfied consumers tend to be loyal and spread positive news from both the product
and company side.:

2.2 Electronic Satisfaction

Electronic customer satisfaction is very important to the success of online stores because electronic satisfaction is one of the main
booster of post-purchase phenomena, such as repurchase intentions and word of mouth. In the context of online shopping, the
existence of low prices is believed to be the main booster of the success of an online store. Now, however, the electronic satisfaction
factor is the most important thing to think about as an absolute thing, especially for marketplace managers to create customer loyalty
(Zeithaml et al., 1996).

In the context of online electronic satisfaction can be defined as the post-purchase comparison of customers between pre-purchase
expectations and actual performance (Kim & Lennon, 2017). Conversely, according to Anderson & Srinivasan,( 2003), describing
electronic satisfaction as customer electronic satisfaction with respect to consumer experience after purchasing on an electronic
commerce site. In line with this definition, electronic satisfaction is a result of consumer assessment regarding the comparison of how
companies handle consumers through online and offline media from the perspective of consumer experience(Szymanski & Henard,
2001).

2.3 Trust

Mowen & Minor, (2002) argue that trust is all knowledge possessed by consumers and all conclusions made by consumers about
objects, companies, and everything in which a person has beliefs and attitudes. In general, trust is an important factor in many social
interactions, which involve uncertainty and dependence. Online transactions are not only associated with uncertainty, but also by
anonymity, lack of control, and the potential for opportunism, which is fraught with risks (Grabner-Kréuter & Kaluscha, 2003).
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Lack of trust is one of the reasons most often expressed by consumers, why they are reluctant to buy from a product or service
provider via the internet (Grabner-Krauter and Kaluscha, 2003). Trust is a multidimensional social concept that depends on the context
that is relevant to the dimension and depends on the state of the interaction and contains two aspects, namely behavioral intentions and
cognitive elements (Fresneda & Gefen, 2019). The behavioral intentions aspect relates to behavior that increases a person's
vulnerability to trust in others under conditions of interdependence, whereas the cognitive aspect of trust relates to the belief that the
trusted party behaves ethically (McKnight et al., 2004). Many theories regarding belief state that trust can be used in all forms of
situations, such as uncertainty, and some level of convenience will be required in the existence of these beliefs (Bahmanziari et al.,
2003).

2.4 Electronic Word of Mouth

Positive or negative statements made by customers, both from customers who have purchased the product or actual customers, these
statements contain comments about a product, service, service, or company, and are disseminated via the Internet (Henning-Thurau,
2004) This definition is a description commonly used to describe the electronic word of mouth. However, this definition does not
emphasize non-commercial sources of communication, whereas the honesty aspect is typical of e-WOM definitions. This aspect needs
to be emphasized because it is alleged that there are reviewers who are paid to share their thoughts in order to be impartial about a
product, service, brand, or company.

That is e-WOM, which is a dynamic and continuous process of exchanging information between potential, actual, or former
consumers regarding products, services, brands, or companies, which are available to many people and institutions via the Internet
(Ismagilova et al., 2019). This new definition emphasizes that e-WOM communication is not a static process, but a dynamic and
ongoing exchange of information because messages can spread online and spontaneously. In addition, this definition specifies the
content and source of these recommendations and the fact that this process occurs online.

I1l. RESEARCH METHOD

The research design is based on literature review information to emphasize the characteristics and quality of the methods used (Leo,
2013) The research is based on numbers to explain, predict, and or control the phenomena of interest (Gay et al., 2011) so that the
researcher uses a quantitative (positivist) approach. In this study, the aim of this research is to examine and explain the relationship
between electronic service quality and electronic word of mouth which is mediated by electronic satisfaction and trust. The
questionnaire was the main instrument for collecting primary data. The variables were researched quantitatively. The analytical tools
used in analyzing the data used SEM analysis based on Partial Least Square (PLS).

The population in this study were adolescents who had bought products or services sold online through 10 marketplaces in Indonesia,
namely (bibli, lazada, tokopedia, elevania, Jd.id, shopee, Bukalapak, zalora, q0010, blanja.com). The sampling method in this study
uses a side non-probability technique and the determination of who will be the respondents using an accidental sampling technique.
Determination of the number of samples to be used refers to(Ferdinand, 2014) who states that in the Chi square testing model the SEM
model which is sensitive to the number of samples requires a good sample of 100-200 samples for the maximum likelihood estimation
technique based on these reasons 200 samples were taken.

The data analysis technique used in this study consisted of descriptive analysis and inferential analysis. Where descriptive statistical
analysis is used to explain the demographics of respondents in the form of tables and frequency distributions, as well as the responses
of respondents regarding the indicators of each research variable which are presented in the form of frequency tables and the mean
(mean), both the average of each indicator and the average of the research variables . In contrast, to test hypotheses or determine the
influence of electronic service quality on electronic word of mouth mediated by electronic satisfaction and trust, it is explained in
inferential statistical analysis using structural equation modeling (SEM) analysis tools with the aid of the SmartPLS 3.0 program.

IV. RESEARCH RESULTS

4.1 Validity Test

One of the construct validity tests is convergent validity. Convergent validity is the amount of loading factor for each construct.
Convergent validity requires that an indicator accurately measure the construct in question. Convergent validity test of the outer model
is by looking at the loading factor value of each indicator. An indicator is stated convergent validity if the outer loading value is more
than 0.7. In this study, the overall outerloding value of electronic satisfaction, electronic word of mouth, trust and electronic service
quality variables have value more than 0.7 so it can be said that all indicators used are valid.

4.2 Reliability Test

Composite reliability is used to measure the internal consistency of the indicators on a variable. A variable can be stated fulfill the
composite reliability if it has a composite reliability value greater than 0.7. The test results show that all variables have a composite
reliability value greater than 0.7, so the consistency of the indicators for each variable is fulfilled. It can be concluded that the four
variables used in the study were reliable.
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Table 1
Validity and Reliability

. Composite
Variables Reliability Cronbach Alpha
Electronic Service Quality (X1) 0.868 0.789
Electronic Satisfaction (Y1) 0.930 0.903
Trust (Y2) 0.878 0.840
Electronic Word Of Mouth (Y3) 0.862 0.781

V. HYPOTHESIS TESTING RESULTS

From the seven paths tested, the five paths had a direct influence between variables with trust level 95%. While the influence of
electronic satisfaction on electronic word of mouth is proven to have no influence, it can be seen from the p value above that is 0.05,
so that the electronic satisfaction variable is not able to mediate the relationship between electronic service quality and electronic word
of mouth, this can be seen from the p value of more than 0.005 which is 0.072.

Table 2
Hypothesis Testing Results

Variables Path Coefficients T-statistics P-value

electronic service quality - 0.000
electronic satisfaction 0.496* 10.332

electronic service quality - trust 0.587* 12.519 0.000
electroni service quality > 0.000
electronic word of mouth 0.308* 3.776

electronic satisfaction = electronic

word of mouth 0.123 1.831 0.068
trust = electronic word of mouth 0.332* 3.912 0.000

electronic service quality>
electronic satisfaction = electronic
word of mouth 0.061 1.801 0.072

electroni service qulity-> trust >
electronic word of mouth 0.195* 3.776 0.000

VI. DISCUSSION

6.1 The influence of Electronic Service Quality toward Electronic Satisfaction

Electronic service quality is proven to be able to influence the electronic satisfaction. It is proven that the higher the respondent's
perception of electronic service quality provided by service providers, the higher the respondent's perception of the overall feelings
experienced by users related to the purchase process made on the marketplace site. This is in accordance with the expert opinion who
stated that consumer electronic satisfaction can be achieved by providing superior customer service. This strategy is realized by
offering better service than competitors (Kotler et al., 2019), so that the hypothesis 1 can be accepted. The results of this study are in
line with research conducted by Zhou & Duan (2016) which states that there is a positive relationship between electronic service
quality, electronic satisfaction, and loyalty. In addition, in this study it was found that electronic service quality is a core predictor of
electronic satisfaction. Even though many researchers state that there is a positive and significant relationship between electronic
service quality and electronic satisfaction (Tjiptono, 2012). However, the results of this study are not in line with the results of
research found by (M.-F. Chen & Tung, 2014) which states that there is no relationship between electronic service quality and
electronic satisfaction. This occurs because consumers with limited experience or rarely interact with service providers, making
consumers feel unnecessary to evaluate service quality.
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6.2 The Influence of Electronic Service Quality Toward Trust

Electronic service quality is proven to be able to influence trust, the higher the respondent's perception of electronic service
quality, the higher the respondent's confidence that the promises from marketplace service providers are reliable. The results of this
study are in line with the statement that trust is all the conclusions made by consumers about objects, attributes and benefits, and these
can be measured through consistent with quality, understanding consumer desires, composition of information with product quality,
and reliable products (Mowen & Minor, 2002) so that hypothesis 2 can be accepted. This phenomenon strengthens the finding that
electronic service quality has significant effect on electronic word of mouth. The results of this study are in line with the results found
by several researchers, namely (Chang & Chen, 2009). However, these findings are not in line with the findings that have been
studied by (Haryono, 2015) which states that electronic service quality has no significant effect on electronic word of mouth. This
happens because negative word of mouth is more dominant than positive word of mouth, so consumers are reluctant to share their
experiences with friends and relatives. These results are reinforced by research by Udo et al., (2010) which states that the indirect
relationship between electronic service quality and electronic word of mouth is stronger when mediated by electronic satisfaction,
rather than a direct relationship.

6.3 The Influence of Electronic Service Quality Terhadap Electronic Word of Mouth

Electronic service quality is proven to be able to influence electronic word of mouth. If the higher the perception of electronic
service quality, it will result in more consumer ratings regarding reviews uploaded through online media containing positive and
negative reviews regarding the benefits of products, services, and services, provided by the company. These results are supported by a
theory stated Lovelock & Patterson,( 2015) word of mouth is a form of opinion and recommendations made by consumers regarding
the experience of service quality that has been felt, this positive influence appears in most statements of marketplace consumers in
Surabaya. Therefore, the third (3)hypothesis can be accepted. The results of this study are in line with research conducted by several
researchers, namely (Al-dweeri et al., 2019) which state that electronic service quality affects trust.

6.4 The influence of Electronic Satisfaction toward Electronic Word of Mouth

Electronic satisfaction is proven to be unable to influence electronic word of mouth. The satisfaction level experienced by
consumers is still in the equitable performance stage or the minimum level of satisfaction occurs, because there is a match between the
performance that should be received by consumers for the costs and efforts that have been spent to get products and services. This is in
accordance with the opinion of Richard L. Oliver in Tjiptono, (2012)that non-satisfaction is a satisfaction level where customers do
not feel disappointed and do not complain. However, this situation can allow consumers to switch to look for better alternative
products or services, so that the fourth (4) hypothesis is rejected, and Electronic satisfaction is proven to be unable to mediate the
relationship between electronic service quality and electronic word of mouth. The effect of electronic service quality on electronic
word of mouth through electronic satisfaction has no positive and significant effect. The phenomenon in the field explains that there is
nothing that is the superior attraction of each marketplace seen from the electronic service quality provided by service providers.

In line with this research, according to (Loureiro et al., 2018) that electronic satisfaction has no effect on electronic word of mouth.
It happens because in the context of e-commerce sites, being satisfied with the information and convenience when browsing e-
commerce sites cannot motivate consumers to recommend these sites to other consumers. In relation to fashion,related e-commerce
sites, where the site prioritizes products with models and designs, consumers must be satisfied with the experience and trust of
information about fashion provided by vendors before they are motivated to recommend the site to other consumers.

6.5 The Influence of Trust Toward Electronic Word of Mouth

Trust is proven to be able to influence electronic word of mouth. The higher the buyer's trust, the more evaluation reviews are
uploaded by consumers through online media, both positive and negative reviews about the product benefits, and services provided by
the company. When these reviews or recommendations come from people they know and trust, word of mouth has a very high
influence on consumers (Kotler & Keller, 2011), it can be show that the five (5) hypothesis recommended the site to other consumer.
Trust is proven to be able to mediate the relationship between electronic service quality and electronic word of mouth. The
phenomenon in field illustrates that the trust generated by electronic service quality is the main reason buyers write reviews in
comments column and always buy products in the same marketplace. In terms of Benevolence or perception of marketplace consumer
assessments for the ability of e-retailers, to provide satisfying and mutually beneficial services and products between consumers and e-
retailers. The results of this study are in line with the results found by several researchers about the relationship between trust and
"electronic word of mouth™ (Alkhlaifat et al., 2017) Trust is a variable that influences the behavior of electronic word of mouth on
social media users. It is proven that trust is an antecedent of e-WOM and it is found that there is a significant positive effect of trust in
e-WOM.

VIl CONCLUSION

From the research results, several conclusions can be drawn, these are:

Electronic service quality is proven can influence the electronic satisfaction.

2. Electronic service quality is proven can influence trust, the higher the respondent's perception of electronic service quality, the
higher the respondent's confidence that promises from marketplace service providers are reliable

Lo
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Electronic service quality is proven can influence trust, the higher the respondent's perception of electronic service quality, the
higher the respondent's confidence that promises from marketplace service providers are reliable

Electronic satisfaction is proven to be unable to influence electronic word of mouth, the level of satisfaction experienced by
consumers is still in the equitable performance stage or a minimum level. It occurs because of a match between the performance
that should be received by consumers for the costs, and efforts that have been spent to get the product and services. Electronic
satisfaction is proven unable to mediate the relationship between electronic service quality and electronic word of mouth. The
influence of electronic service quality on electronic word of mouth through electronic satisfaction has no positive and significant
effect

Trust is proven can influence electronic word of mouth. The higher the buyer's trust, the more evaluation reviews are uploaded by
consumers through online media, both positive and negative reviews about the product benefits, and any services provided by the
company. Trust is proven to be able to mediate the relationship between electronic service quality and electronic word of mouth.
The phenomenon in the field illustrates that the trust generated by electronic service quality is the main reason buyers write
reviews in the comments column and always buy products in the same marketplace.
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