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ABSTRACT

In an all-digital era, driven by the rapid development of technology, changing people's lifestyles and
behavior in activities. One of them is the activity of buying and selling transactions. Nowadays, people
tend to use a digital media platform called e-commerce to do transactions. However, even though the
adaptation of e-commerce usage continues to increase, the effect after the Covid-19 experienced by
business actors is continuing, causing a relatively high decline in profits. This study aims to find ways
for businesses to increase their profits through a marketing approach that is oriented towards consumer
trust. This research uses a quantitative descriptive method that adopts the Partial Least Square Structural
Equation Model (PLS-SEM) with SmartPLS 4.0 software. The data in this study were obtained through
an online questionnaire of 186 e-commerce users who have purchased clothing products, live in the
Jakarta and Bogor areas, and are between 17-30 years old. This research period was conducted from
January 2024 to March 2024. The findings of this research are that E-Service Quality and Customer
Engagement has a direct and indirect effect on Customer Trust. The mediator variable used in this study
is Guanxi which is a novelty in this study.
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1. Introduction

Several industries have profited from the digital revolution. The internet can facilitate or
increase the efficiency of human and industrial work on a small, medium, and large scale. One
example is the supply chain. With the internet, tasks that used to demand a lot of work have
become simpler and more succinct. The supply chain is a sequence of collaborations or
integrations between multiple firms that deliver a product to customers. The supply chain also
facilitates the movement of goods, information, and money (Nofrialdi et al., 2023). E-
commerce is one example of supply chain integration that has been accepted and felt by many
people using technology. E-commerce combines or exchanges information, goods, and money
to reach consumers or end users.

E-commerce is described as a purchasing and selling medium in which sellers and buyers
can interact to complete transactions. However, unlike traditional trading principles, e-
commerce facilitates transactions between sellers and buyers by eliminating the need for them
to meet physically, hence eliminating time and geographic barriers (Givan Bryan et al., 2021).
According to (Jain et al., 2021), e-commerce is electronic commerce in which vendors or sellers
sell goods or services directly to consumers through a platform. E-commerce encompasses a
wide range of businesses and marketplaces, including fashion, electronics, beauty, and baby
equipment.

With several advantages that the internet provides, it has resulted in a significant increase
in various levels of society in terms of strengthening social and commercial interactions. The
internet also allows easy access to a wide range of academic and informal learning options.

Aside from that, the internet allows for more access to educational opportunities, employment,
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professional life, and social standing (Dominiguez M M and Rivera J] M, 2020). Long-term,
the internet's creativity and efficiency have the potential to boost a country's economic
capability. However, it should be noted that economic growth because of the internet's effect
is more prevalent in industrialized countries. This is influenced by the availability of the
Internet in the related country. With the decent availability of the internet, the uses can be
maximized, and vice versa. (Kusumawardhani N et al. 2023).

According to data from the Internet World Stats website, the number of internet users in
Asia increased by 2,452% between 2000 and 2023, with a projected population of
4,352,169,960 and an internet user count of 2,916,890,209. This arguably big number
demonstrates the rapid growth of internet users due to the primary services it offers. Referring
to (Ariansyah K et al, 2021) Users can obtain information via the internet's characteristics and
availability since they are no longer confined by spatial and temporal boundaries. Using this
technology, people can access information or engage in internet-related activities at any time
and from any location. According to the Indonesian Internet Service Providers Association, or
APIJII, the penetration rate of internet users in Indonesia will increase by 77.02% in 2022, with
approximately 210,026,769 people registered or marked as internet users out of a total
population of around 272,682,600. Utilizing the available data, it is possible to assume that
most of the overall population has used the internet, as opposed to those who have not.

In 2019, Indonesia's digital economy surged fivefold since 2015 and is estimated to
continue to grow, with the electronic-based commerce (e-commerce) sector leading the way.
E-commerce allows shoppers to save time and money while making transactions. Previously,
buyers had to make the effort and devote time to visiting actual businesses and comparing
costs. However, with e-commerce, purchasers may now locate the lowest price for a product
because they have access to and information about the available items (Ariansyah K et al,
2021). Quoting data from Statista, the number of e-commerce consumers in Indonesia is
steadily increasing. It began in 2019 and is expected to continue increasing until 2028.
However, based on existing statistics, e-commerce growth from 2019 to 2022 continues to
accelerate, with e-commerce users expected to reach 74.6 million in 2022 and rising further in
2023. With continued expansion, this increase is affected by the level of adaptation to e-
commerce, which has become a purchasing lifestyle in the digital era.

However, the growth in user numbers does not appear to have had a significant influence
on e-commerce firm owners. This is proven by BPS data, which show a 29.36% loss in
operational profit versus a 24.26% increase in profit. This reduction can be attributed to the
impact of the Covid-19 epidemic, which altered people's purchasing interests and decisions,
especially their lifestyle. So, despite a rise in e-commerce consumers, sellers' revenues are
declining because of more selective customer shopping behavior (Shengyu Gu et al. 2021).

With an increasing number of existing e-commerce users, it appears that human
processes or activities are beginning to evolve in a more modern manner through the
implementation of technology. According to data acquired by the Badan Pusat Statistik, or
BPS, around 43.02% of e-commerce users offer things like food, drinks, and so on. In second
place, 15.04% of users sell fashion-related goods. Finally, sellers or the cosmetics business

occupy the fifth position. According to the available data, the fashion industry does not
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currently hold the top spot in e-commerce. Thus, study into the fashion sector is interesting to
carry out because of the domination in the Indonesian online market.

The fashion sector is rapidly developing. Fashion is also an important tool that is
inextricably linked to everyone's life, such as clothing. In fact, with such rapid advances, the
fashion industry has piqued the interest of both the local community and the rest of the world
in terms of current trends or tendencies. As time passes, dynamic and unexpected changes in
the fashion sector influence how every business actor competes. Given the current situation,
corporate players must be able to devise an effective strategy, ranging from product quality to
marketing approach (Patrizia Gazzola et al. 2020).

In addition, with the vast opportunities offered by the e-commerce market, it provides
a great opportunity for many people to compete. A broad example that can be seen is the e-
commerce companies themselves which provide a place to sell. Some of those that exist include
Shopee, Tokopedia, Lazada, Blibli, and many more. Of the several e-commerce sites or media
in Indonesia, Shopee is one of the most popular with the public. The proof is, from data on
average e-commerce visits in Indonesia by databoks, Shopee occupies the top position from
quarter to quarter, always experiencing an increase. It was recorded that Shopee received
around 216 million visits per month during the third quarter of 2023, which was an increase of
30% from the previous quarter. Also from the existing graph, Shopee tends to experience an
increase compared to other platforms such as Tokopedia, Lazada, and Blibli. In the next
position, followed by the Tokopedia and Lazada platforms, where the average number of
visitors tends to decrease. Therefore, apart from looking for ways for businesspeople, this
research also wants to find out how many users there are of e-commerce platforms other than
Shopee.

2. Literature Review
2.1. E-Service Quality

Quoted from Avania, I. K. & Widodo, A. (2022), E-service quality is a way to assess
internet-based customer satisfaction which includes the process of shopping and distributing
goods or services. Then, according to Zeithaml dalam Juwaini et al. (2021), E-Service quality
or service quality in e-commerce is defined as the extent to which a site can facilitate effective
and efficient shopping, purchasing and delivery. To measure the quality of e-service quality, it
is based on how consumers receive service and compares it with what consumers expect to
receive. Zeithaml in Avania (2022), The dimensions used to measure are, efficiency,
fulfillment, system availability, privacy, responsiveness, compensation, and contact.

2.2. Customer Engagement

Customer engagement is one of the keys to the success of a business which is part of the
concept of relationship marketing. Customer engagement is a relationship and communication
interaction that arises between producers and consumers through several channels. Moreover,
relationships based on customer engagement can create loyalty to continue to choose a
company's products or services on a regular basis (Zaid Sudirman. Patrwayati. 2021). Citing

(Hidayat, V, R. & Nuzil, N. R. 2023), Customer engagement is a behavior that influences
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consumer behavior to make voluntary contributions to brands or companies, where these
contributions are more than just purchase transactions. These contributions include feedback,
suggestions or ideas, word of mouth, and so on to improve the quality and income of related
companies. To measure customer engagement, you can go through 5 dimensions such as
identification, enthusiasm, attention, absorption, and interaction. Also, in assessing customer
engagement, there are two points of view involved, namely the rational perspective and the
emotional perspective (So, King, & Sparks. in Zaid 2021).

2.3. Guanxi

Guanxi is explained as an informal relationship between buyers and sellers that can be
formed in a digital-based market environment, consisting of mutual understanding, reciprocity,
and harmonious relationships (Nugrogo et al. in Hansopaheluwakan. S, et al., 2022). In a
business context, guanxi can be interpreted as a network of business relationships built by a
person to gain an advantage in business. Citing (Wu, W, W. 2021), The unique features of
guanxi are rooted in traditional Chinese society, which is largely family-based and ruled by
Confucianism. These cultural beliefs emphasize the interdependence of social relationships and
mutual obligations, rather than strong, codified laws. To identify Guanxi, it can be done by
evaluating three identical facets, namely ganging, renqging, and mianzi (Hwang, K. in Wu, W,
K., 2021).

2.4. Customer Trust

Customer trust is described as a customer's confident belief in the seller's dependability
and honesty (Morgan and Hunt in Liu Min et al., 2023). Customer trust, a basic idea of
relationship marketing (Fu et al., 2022), is critical for businesses to establish and maintain long-
term relationships with customers (Hwang et al., 2015). Trust is the foundation of a
relationship, where trust will be built when there is a trusting relationship between two or more
parties. Proof of trust does not occur directly but must be built from scratch and can be proven.
Therefore, trust will arise through the experiences that two or more parties undergo with the
commitment that is formed. To measure trust, it can use three elements according to (Mayer at
al. in Juwaini, A et al. 2021), as Ability, Kindness, and Integrity.

3. Research Method
3.1. Type of Research

The method used in this research is descriptive and causal research with a quantitative
approach. Cite from (Sugiyono in Avania, 2022), Descriptive research is research conducted
to determine the existence of independent variables, either only on one or more variables
without making comparisons or connecting with other variables. As for causal research, it
refers to research related to causal relationships and consists of two variables, namely
independent variables and dependent variables. According to (Sugioyono in Avania, 2022),
quantitative methods are research methods based on the philosophy of positivism, used to
research certain populations or samples, data collection using research instruments. The
selection of quantitative data analysis aims to test a predetermined hypothesis.
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3.2. Hypothesis Development
3.2.1. Relationship between E-Service Quality and Guanxi
Taken from the former research, there is a relationship between E-Service Quality,
specifically information quality and interaction quality towards guanxi. Therefore, E-Service
Quality can enhance someone's beliefs in products or business in terms of trust (Zhang Min et
al., 2021).
HI : E-Service Quality has a significant effect on Guanxi

3.2.2. Relationship between Customer Engagement and Guanxi
In the development of increasingly advanced technology, including its implementation
in business practices, research conducted by (Guo Lingyun et al. 2021) explains the relationship
and influence between guanxi mediation on trust and customer engagement.
H2 : Customer Engagement has a significant effect on Guanxi

3.2.3. Relationship between Guanxi and Customer Trust
Cite from research (Li Lan et al. 2019), suggesting that relationships based on Guanxi
deserve or worth more trust. This relationship can even refer to a more personalized mutual
relationship outside of business or work issues.
H3 : Guanxi has a significant effect on Customer Trust

3.2.4. Relationship between E-Service Quality and Customer Trust
In every business model, there are several things that are similar. From the research of
(Shaikh Ateeque et al. 2023), on retail bank customers. Found that e-service quality, especially
on design efficiency, security/privacy, and system availability can influence someone’s trust.
H4 : E-Service Quality has a significant effect on Customer Trust

3.2.5. Relationship between Customer Engagement and Customer Trust
In research conducted by (Guo Lingyun et al. 2021), explaining the relationship and
influence between trust mediated by guanxi on customer engagement and consumer trust. In
this study, one of the tests to be sought is the relationship and influence provided by customer
engagement on consumer trust. Therefore, the following hypothesis.
H5 : Customer Engagement has a significant effect on Customer Trust

3.2.6. Relationship between E-Service Quality, Customer Trust, and Guanxi
The development of business models towards digital encourages activities and
approaches that involve more technology. Research conducted by (Qin Fang et al. 2024) in
examining service quality on trust mediated by guanxi on the live streaming platform shows a
positive relationship and influence in building trust.
H6 : E-Service Quality through Guanxi has a significant effect on Customer Trust.
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3.2.7. Relationship between Customer Engagement, Customer Trust, and Guanxi
Cite from (Liu Min et al. 2023) research on online restaurant community in covid-19
pandemic about connection and influences of customer trust and guanxi on customer
engagement has shown that both customer trust and guanxi can boost customer engagement.
Contrary, this research aims to reverse these three variables where we want to see if there is
any influence of customer engagement mediated by guanxi on customers' trust.
H7 : E-Service Quality through Guanxi has a significant effect on Customer Trust.

3.3. Population

According to (Sugiyono in Avania. 2022), Population is a generalization area consisting
of objects or subjects that have certain qualities and characteristics that have been determined
by researchers to be testing or learning materials to draw conclusions. The population chosen
as the object of this research are Indonesians who live in Jakarta and Bogor, aged 17-30 years,
and have purchased clothing products on e-commerce platforms.

3.4. Sample

According to (Sugiyono in Avania. 2022), the sample is part of the number and
characteristics possessed by the population. This is needed if the research has limitations in the
aspects of time, funds, and energy to study all subjects in a population, therefore sampling is a
small part of a population that can represent a population. For this study, the sampling
technique used is non-probability sampling which does not provide equal opportunities or
chances for each element or member of the population to become a sample. For the approach,
this study adopted a purposive sampling approach where the sample was determined based on
certain considerations or criteria.

According to (Hair et al., 2017), the minimum number of samples that should be used is
10 times the number of indicators. In general, a sample size of 100 is better as a sample size.
However, sizes smaller than 100 are still acceptable if they are in accordance with the research
background. Therefore, to calculate the number of samples for this study, it is calculated as
follows:

Sample = Total Indicator x (5 to 10)

Based on the existing formula, this study decided to use 10 times the number of indicators
used. Then the resulting number of samples in the study is as follows:

Sample = Total Indicators x 10
=18x 10
=180
From the results of the calculation of the formula for determining the number of samples,
the number of samples needed for this study is 180 samples.
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3.5. Measurement Items

Based on the literature review conducted, this study adopts scales from previous studies
to measure the variables namely 1.) customer engagement (CE), 2.) e-service quality (E-SC),
3.) guanxi (G), and 4.) customer trust (CT). The use of variables was modified to match the
research context. Each item is evaluated using a 5-point Likert scale with responses from 1
(strongly disagree) to 5 (strongly agree). Below is the structure model used in this research.
The hypothesis is denoted by the arrow between constructs.

Customer
Engagement (X2)

Fig 3.5.1: Structure Model

3.6. Data Analysis

The data analysis method used in this study is the Partial Least Square (PLS) method and
assisted by the SmartPLS 4.0 software. PLS is a component-based structural equation modeling
technique for assessing measurement and structural models. PLS is a technique that does not
impose normal distribution assumptions (Chin in Shi Si et al. 2018). PLS tends to be used more
often to detect differences between groups when data is not normally distributed. According to
(Hair et al., 2021), PLS is an alternative method of Structural Equation Method (SEM) that
available to solve problems of relationship of complex variables but does not require large
sample size (30-100), and has non-parametric assumptions, meaning that the data does not rely
on either specific distribution.

4. Result and Discussion

This part will examine and describe the results of the research and data analysis that has
been collected through online questionnaires with a total of 210 samples and 24 rejected
samples. Therefore, the sample used in this study is 186 with a minimum sample of 180. Taken
from the data processing process, the result will show whether the hypothesis will be accepted
or rejected.
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Fig 4.1: Research Result Before Trim

After calculating the data using SmartPLS 4.0 software, the results of the outer loadings
are obtained as above, by looking at the existing numbers, the researchers decided to eliminate
4 indicators, namely, 1.) CE 3, 2.) CE 6, 3.) CE 7, and 4.) E-SQ 2 because it produces an outer
loadings factor value <0.7. However, the CE 4 indicator is retained to try the next test because
it is close to the value of 0.7. After eliminating the indicators, the results of the outer loading
factors that fulfill the validity test are as follows:
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>
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.
0878y
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Fig 4.2: Research Result After Trim
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4.1. Outer Model Testing

Table 4.1.1: Cronbach's Alpha, Composite Reliability, and Average Variance Extracted (AVE)

Cronbach's Composite | Composite
reliability reliability AVE Evaluation of
alpha
(rho_a) (rho_c¢)
Customer 0.758 0.765 0.846 0.580 Valid
Engagement
Customer trust 0.788 0.792 0.876 0.702 Valid
E-Service Quality 0.779 0.790 0.858 0.602 Valid
Guanxi 0.789 0.790 0.877 0.703 Valid
4.2. Validity Test

Based on the table above, all variables have an AVE > 0.5 which can be concluded to
have convergent validity.

4.3. Reliability Test

The table above showed that the result of the reliability test in this study obtained reliable
results because the value of Conbranch’s alpha and composite reliability (rho c¢) > 0.7
therefore it can be used as a measure of the variables in this study.

4.4. R-Square Value
Based on the R-sqare results, the following table are obtained:

Table 4.4.1: R-Square

R-square R-square adjusted
Customer Trust 0.539 0.532
Guanxi 0.538 0.533

As can be seen from the table above, the result of the R value of the variable Customer
Trust is 0.539, meaning that the Customer Engagement, E-Service Quality, and Guanxi
variable can affect the Customer Trust Variable by 53,9%, leaving 46,1% result which are
influenced by other variables. Even more, the R value of the variable Guanxi is 0.538, meaning
that the variable Customer Engagement and E-Service Quality can influence Guanxi as much
as 53,8% leaving 46,2% result will be influenced by other variables.
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4.5. Hypothesis Testing

Table 4.5.1: Mean, STDEV, T values, p values

Standard
Original | Sample dei?at?(:n T statistics P values
sample (O) [mean (M) (STDEV)(|O/STDEV|)

Customer Engagement ->
Customer Trust

Customer Engagement -> Guanxi -0.198 -0.185 0.064 3.070 0.002

0.397 0.374 0.120 3.312 0.001

- i ity ->
E-Service Quality -> Customer 0324 0333 0.088 3.680 0.000

Trust
E-Service Quality -> Guanxi 0.802 0.797 0.055 14.532 0.000
Guanxi -> Customer Trust 0.201 0.206 0.078 2.583 0.010

Customer Engagement -> Guanxi
-> Customer Trust

E-Service Quality -> Guanxi ->
Customer Trust

-0.040 -0.038 | 0.020 1.964 0.050

0.161 0.164 0.063 2.569 0.010

4.5.1. The Effect of E-Service Quality on Guanxi

Based on the table result shown the significant value with the T-value statistic of the
variable E-Service Quality on Guanxi 14.532 which are bigger than the t table 1.97 (14.532 >
1.97) and the P value of 0.000 is lower than 0.05 (0.000 <0,05). Meaning, the E-Service Quality
has a significant effect on Guanxi and the H1 is accepted.

4.5.2. The Effect of Customer Engagement on Guanxi

Based on the table result shown the significant value with the T-value statistic of the
variable Customer Engagement on Guanxi 3.070 which are bigger than the t table 1.97 (3.070
> 1.97) and the P value of 0.002 is lower than 0.05 (0.002 < 0,05). Meaning, Customer
Engagement has a significant effect on Guanxi and the H2 is accepted.

4.5.3. The Effect of Guanxi on Customer Trust

Based on the table result shown the significant value with the T-value statistic of the
variable Guanxi on Customer Trust 2.583 which are bigger than the t table 1.97 (2.583 > 1.97)
and the P value of 0.010 is lower than 0.05 (0.010 < 0,05). Meaning, the Guanxi has a
significant effect on Customer Trust and the H3 is accepted.

4.5.4. The Effect of E-Service Quality on Customer Trust
Based on the table result shown the significant value with the T-value statistic of the
variable E-Service Quality on Customer Trust 3.680 which are bigger than the t table 1.97
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(3.680 > 1.97) and the P value of 0.000 is lower than 0.05 (0.000 < 0,05). Meaning, the E-
Service Quality has a significant effect on Customer Trust and the H4 is accepted.

4.5.5. The Effect of Customer Engagement on Customer Trust

Based on the table result shown the significant value with the T-value statistic of the
variable Customer Engagement on Customer Trust 3.312 which are bigger than the t table 1.97
(3.312 > 1.97) and the P value of 0.001 is lower than 0.05 (0.001 < 0,05). Meaning, Customer
Engagement has a significant effect on Guanxi and the HS is accepted.

4.5.6. The Effect of E-Service Quality and Guanxi on Customer Trust

Based on the table result shown the significant value with the T-value statistic of the
variable E-Service Quality on Customer Trust mediated by Guanxi 2.569 which are bigger than
the t table 1.97 (2.569 > 1.97) and the P value of 0.010 is lower than 0.05 (0.010 < 0,05).
Meaning, Customer Engagement has a significant effect on Customer Trust mediated by
Guanxi and the H6 is accepted.

4.5.7. The Effect of Customer Engagement and Guanxi on Customer Trust

Based on the table result shown the significant value with the T-value statistic of the
variable Customer Engagement on Customer Trust mediated by Guanxi 1.864 which are bigger
than the t table 1.97 (1.964 > 1.97) and the P value of 0.050 is equal to 0.05 (0.050 = 0,05).
Meaning, Customer Engagement has a significant effect on Guanxi and the H7 is accepted.

5. Conclusions

After the calculation and testing on each of the hypotheses, there are some priorities to
be considered by business actors in the e-commerce fashion industry, namely E-Service
Quality, which can help and significantly influence Customer Trust by Guanxi as a mediator.
In other words, service quality such as Efficiency, Fulfillment, Privacy, and Responsiveness,
can help to enhance personal belief in their credibility to provide good products and/or services.
Furthermore, other variables such as Customer Engagement also have an influence on
Customer Trust either with or without the Guanxi as a mediating variable. Guanxi in this
research is used as a mediating variable whereas it can bridge buyers and sellers to build
interpersonal relationships or deeper reciprocal relationships outside of electronic-based
business affairs. This is because Guanxi itself is generally found in conventional business
activities that involve direct physical contact. Therefore, this research uses Guanxi to test its
function in more modern business models.

This study analyzes the influence given by two independent variables, E-Service Quality
and Customer Engagement, both of which can influence the mediation variable by 53.8%. Then
the three variables have a percentage value of 53.9% to influence the dependent variable.
Where the rest can be influenced by other variables.
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For the object of this research, focusing on consumers or e-commerce users who have
used the platform to buy clothing products, domiciled in Bogor and Jakarta because they are
areas with a relatively high percentage of the population with e-commerce users, and aged 17-
30 years because they are considered to have purchasing power and have trust-awareness of
the store or business that is chosen to make transactions.

APPENDIX
No Statement Indicator
Variable Independent E-Service Quality
1[It was easy for me to find the clothing store I was looking for Efficiency
2 |1 got the product at the store I visited Fulfillment
. . System
3 |I didn't encounter any problems during the search and purchase process Availability
4 |1 feel safe with the information provided to the store Privacy
I get a fast response if there is a problem with the order, along with an .
5 . . Responsiveness
effective solution
I receive compensation from the relevant shop if a problem occurs with .
6 Compensation
my order.
7 |1 can find store contacts easily Contact
Variable Independent Customer Engagement
I feel enthusiastic and interested to see the newest products launched by .
3 Enthusiasm
the store
9 I am willing to take the time to see information or variations (size, color Attention
and model) of products from a clothing store
10 I feel happy and enjoy cashing in when I visit clothing stores in e- Absorption
commerce
1" I feelh the need t.o share experiences or reviews about my shopping Interaction
experiences online or offline
1 I feel proud when I use a shop's products so I want to recommend that Identification
shop
Mediating Variable Guanxi
13 | T have a desire to help the clothing stores I love to become better known Ganqlr}g /
Affection
) ) Renqing /
14
I have a desire to promote a shop that I like Empathy
15 I haYe a desire to keep the reputation of a well-liked clothing store Mianzi / Face
rowing
Variable Dependent Customer Trust
16 | I am satisfied with the quality of the products and services I received Ability
17 | T have a sense of empathy for the stores I like to be more successful Kindness
18 | I feel satisfied with the claims (integrity) given by the shop Integrity
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