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Abstrak

The rapid evolution of e-commerce platforms has elevated the significance of electronic service quality (e-
service quality) in shaping customer satisfaction and trust. This study aims to examine how e-service quality
dimensions—such as reliability, responsiveness, assurance, and website usability—affect customer satisfaction
and trust across different cultural backgrounds. A cross-cultural quantitative research design was employed to
gather insights from 100 respondents representing diverse nationalities who actively engage in online shopping.
Data were collected through structured questionnaires and analyzed using SPSS software to determine the
relationships among variables. The findings reveal that e-service quality has a significant and positive impact on
both customer satisfaction and trust. Among the service dimensions, website usability and responsiveness emerged
as the most influential factors across cultures. Furthermore, the results highlight variations in customer perceptions
based on cultural context, suggesting that e-commerce platforms must tailor their service strategies to
accommodate cultural preferences. From a practical standpoint, these insights provide actionable implications for
e-commerce businesses seeking to enhance their competitive edge in a global market. By understanding the
cultural nuances that shape customer expectations, online platforms can develop more personalized and effective
service strategies to boost customer loyalty. The uniqueness of this study lies in its cross-cultural approach,
combining service quality analysis with cultural sensitivity to deliver more inclusive e-commerce insights. This
perspective addresses a critical gap in prior research, which often overlooks cultural influences in service quality
assessment.
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I . Introduction challenge for global platforms trying to implement a

uniform service strategy. There is a lack of empirical

In the digital era, the rise of e-commerce has evidence that clearly outlines how cultural context

reshaped how businesses interact with customers. moderates the relationship between e-service quality

Electronic service quality (e-service quality) has and customer loyalty. This gap necessitates a focused

become a critical determinant of online customer investigation into culturally responsive service
experience. High-quality e-services contribute design.

significantly to consumer satisfaction and trust, both of
which are essential for business sustainability. E-
commerce platforms that prioritize these aspects are
more likely to retain loyal customers. This study aims
to investigate the role of e-service quality in fostering
customer satisfaction and trust from a cross-cultural
perspective.

Despite its importance, many e-commerce
platforms struggle to deliver consistent service quality
across cultural boundaries. Customers from different
cultural  backgrounds may interpret service
elements—such as responsiveness or website
usability—differently. This divergence creates a
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Service
Strategy

Vig 1. Diagram Pie Electronic Service Quality
Importance In Global E-Commerce

The pie chart illustrates the relative importance of
various factors contributing to electronic service
quality in global e-commerce platforms. Customer
satisfaction dominates with 45%, indicating that the
ability of a platform to meet or exceed user
expectations is the most crucial driver of perceived
service quality. Trust follows at 25%, reflecting the
essential role of security, reliability, and credibility in
shaping online consumer behavior. Service strategy
accounts for 20%, emphasizing the need for well-
planned, user-centric service delivery models.
Cultural differences, though representing a smaller
portion at 15%, highlight the necessity for platforms
to adapt their services to diverse user backgrounds,
reinforcing the value of cultural sensitivity in a global
market.

Several recent studies have emphasized the
importance of e-service quality in e-commerce
success. For instance, Xu et al. (2021) found that
responsiveness and assurance were strongly linked to
consumer trust in Chinese and American online
shoppers. Similarly, a study by Aljumah et al. (2020)
in the Middle East confirmed that reliability and
system design were major predictors of satisfaction.
These findings highlight the global relevance of e-
service quality dimensions. However, few studies
explore the interplay between service quality and
cultural variations.

Contradictory results have also emerged from
recent literature. While some researchers argue that
website usability is the most critical factor (Khan et
al., 2021), others suggest that trust is built more on
social proof and reviews (Kassim & Asiah Abdullah,
2010). These inconsistencies point to the influence of
unmeasured factors such as culture, language, and
digital literacy. Additionally, most prior studies are
single-country analyses, limiting their
generalizability. This indicates the need for
comparative, cross-cultural research.

The research adopts the SERVQUAL model as a
guiding theoretical framework, adapting it to digital
platforms. The SERVQUAL dimensions—tangibles,
reliability, responsiveness, assurance, and empathy—
have been modified for online contexts by various
scholars (Tannus & Andreani, 2020). These
adaptations include elements like website design,
security, and information quality. Cross-cultural
studies further suggest that the perception of these
elements differs among user groups (Ma Sabiote et al.,
2012). The current study integrates these insights to
form a multidimensional view of e-service quality.

Cultural factors influence how users evaluate
service quality, interpret communication, and form
trust. According to Hofstede’s cultural dimensions,
people from individualistic cultures may focus more
on website efficiency, while collectivist cultures may
value responsiveness and social cues (Hofstede
Insights, 2021). Cross-cultural studies like those by
(Rosillo-Diaz et al., 2020) suggest that understanding
these preferences is key to global e-commerce
success. Platforms that ignore cultural expectations
risk customer dissatisfaction and abandonment. This
study, therefore, adopts a cross-cultural lens to
address this concern.

To understand broad trends across cultures, a
quantitative  research  approach was deemed
appropriate. Quantitative analysis allows for statistical
testing of relationships between e-service quality,
satisfaction, and trust. Using SPSS, this study
examines data from 100 respondents of diverse
cultural backgrounds. The structured approach enables
objective insights into complex service dynamics.
Moreover, quantitative results offer generalizability
that qualitative case studies may not achieve (Kassim
& Asiah Abdullah, 2010).

Based on the above rationale, the research seeks to
answer the following questions:

1). How do the dimensions of electronic service
quality influence customer satisfaction on e-
commerce platforms?

2). To what extent does customer satisfaction mediate
the relationship between e-service quality and trust?

3). How do cultural differences moderate the effect of
e-service quality on customer trust and satisfaction?

This study offers a novel contribution by
integrating cross-cultural analysis with e-service
quality assessment. While many existing studies focus
on service quality within a single country or culture,
this research expands the lens to a diverse international
context. The combination of SERVQUAL dimensions
with cultural variables has rarely been explored in
quantitative frameworks. This approach allows for a
more nuanced understanding of how global customers
perceive service quality. The findings can guide
platforms in developing tailored strategies for various
cultural markets.
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The outcomes of this study hold practical value for
e-commerce businesses aiming for global expansion.
Insights from this research can inform the design of
localized interfaces and culturally adapted customer
support systems. Additionally, it can aid marketers in
building culturally resonant trust strategies. The study
also sets the foundation for future research exploring
other moderating variables such as age, gender, and
digital experience. Ultimately, the findings will
contribute to a more inclusive and effective digital
commerce environment (Kim & Yum, 2024).

Il . Literatur review

The concept of electronic service quality (e-
service quality) has become a core topic in the study
of online commerce due to its direct influence on
customer perceptions and behavior. Recent academic
discourse defines e-service quality as the overall
evaluation of service excellence delivered through
digital platforms. Scholars like Al-dweeri et al. (2019)
emphasized the relevance of website functionality,
security, and interactivity as primary drivers of
consumer satisfaction in e-retailing. Their research
confirms that technical and experiential dimensions
are equally critical in forming a high-quality e-service
environment.

Customer satisfaction has long been recognized as
a pivotal outcome of e-service quality. Empirical
studies, such as those by (Chotisarn & Phuthong,
2025), have shown that when users perceive efficient
and user-friendly interfaces, their satisfaction levels
increase significantly. The responsiveness and
customization features provided by platforms also
strengthen users' positive evaluations. Hence, e-
commerce platforms that emphasize service
responsiveness tend to outperform competitors in
retaining customers.

Trust is often considered a mediating variable
between e-service quality and loyalty. According to
research by (Han & Han, 2023), users develop trust
when platforms demonstrate credibility, security, and
ethical handling of data. This trust, once established,
not only encourages repeat purchases but also fosters
word-of-mouth ~ recommendations.  As  digital
interaction lacks face-to-face communication, the role
of trust becomes increasingly indispensable.

Cultural context significantly shapes how users
perceive and evaluate service quality. (HOANG et al.,
2024) conducted a comparative study between users
from South Korea and the United States, finding
distinct differences in the emphasis on empathy versus
efficiency. In collectivist cultures, emotional support
and responsiveness were more Vvalued, while
individualist cultures prioritized speed and reliability.
These findings underscore the importance of culturally
adaptive service strategies in global e-commerce.

Website usability remains a critical factor within e-
service quality frameworks. Khan and Alshurideh
(2021) argued that clear navigation, responsive design,
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and minimal loading time greatly influence users'
experiences. Users tend to associate technical
smoothness with organizational professionalism and
reliability. This reinforces the notion that design is not
merely aesthetic, but a functional contributor to
perceived quality.

Personalization has emerged as a strategic tool to
enhance e-service effectiveness. (Almira et al., 2025),
platforms that use algorithms to recommend products
or customize content improve user engagement and
satisfaction. However, the same study cautions against
over-reliance on automation, as it may reduce
perceived human warmth and empathy. Therefore,
service strategies must balance automation with
personalized human interaction to optimize outcomes.

The integration of artificial intelligence in e-
service  delivery is  transforming  customer
expectations. (Firmansyah & Ali, 2019) suggested that
Al-driven chatbots and recommendation systems
enhance service efficiency, but may not fully substitute
human trust elements. The challenge lies in
maintaining a balance between technology and
empathy in service interactions. Platforms that
successfully integrate both dimensions can achieve
higher levels of trust and satisfaction.

Despite extensive research on e-service quality,
few studies explore how cultural variations moderate
its impact on customer trust and satisfaction. Most
existing literature remains confined to single-country
analyses, limiting the global applicability of findings.
Researchers such as Ahmed et al. (2022) call for more
cross-cultural, comparative research to fill this
theoretical and practical gap. This study responds to
that call by examining how service quality
perceptions vary across different cultural user groups.

E-Service
Quality

Cultural

Customer

Safisfaction Factors

Trust

Vig 2. (Theoretical Framework: Electronic Service
Quality in E-Commerce)

111 . Research Metode

This study employs a quantitative research method
to examine the relationship between electronic service
quality, customer satisfaction, trust, and cultural
factors in the context of global e-commerce platforms.
The quantitative approach is appropriate for measuring
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the strength and direction of associations among
variables using statistical tools. By adopting a
structured questionnaire format, the study ensures
consistency and objectivity in data collection. This
design enables the researcher to test theoretical models
and validate proposed hypotheses. The data collection
process was cross-sectional, capturing responses at a
single point in time (Zimu, 2023).

The target population for this research comprises
individuals who have made at least one purchase
through an e-commerce platform in the past six
months. A sample size of 100 respondents was
selected using purposive sampling, focusing on
international diversity to capture cross-cultural
dimensions. Respondents were from varied national
backgrounds, ensuring representativeness in assessing
cultural influences. The sample includes both male and
female users aged between 18 and 45 years old. This
sampling strategy supports the research’s objective of
exploring how service quality perceptions vary across
cultural contexts.

Data were collected wusing a structured
questionnaire divided into five sections: demographic
information, electronic service quality, customer
satisfaction, trust, and cultural orientation. The service
quality dimension was adapted from prior
SERVQUAL-based instruments, adjusted for online
contexts (e.g.,, website usability, assurance,
responsiveness). All items were measured using a five-
point Likert scale ranging from “strongly disagree” to
“strongly agree.” The questionnaire was distributed
online through email and social media platforms. A
pilot test with 10 respondents was conducted to
validate the clarity and reliability of the instrument
(Lee et al., 2022).

The collected data were processed and analyzed
using SPSS (Statistical Package for the Social
Sciences). Descriptive statistics were used to
summarize respondent characteristics and item
responses. Inferential techniques such as correlation
analysis and multiple regression analysis were applied
to test the relationships among variables. Furthermore,
a moderation analysis was performed to examine the
role of cultural differences in influencing the trust-
building process. Reliability testing was conducted
using Cronbach’s Alpha to ensure internal consistency
of the constructs (Indrawati et al., 2024).

Based on the literature review and theoretical
framework, the following hypotheses were
formulated to guide the empirical investigation. These
hypotheses will be tested using the regression and
moderation analysis functions in SPSS to determine
their statistical significance.

Research Hypotheses:
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e H1: Electronic service quality has a positive
effect on customer satisfaction.

e H2: Electronic service quality has a positive
effect on trust.

e H3: Customer satisfaction has a positive
effect on trust.

e H4: Customer satisfaction mediates the
relationship between e-service quality and
trust.

e H5: Cultural factors moderate the
relationship between e-service quality and
trust.

RESEARCH MODEL

ELECTRONIC | i
SERVICE QUALITY

H2| H2__| CUSTOMER | H4 | CULTURAL
SATISFACTION FACTORS

-ﬁ/ H5
TRUST | Ha >

|

RESEARCH MODEL

IV . Research and disscusion

Rata-

Skor Skor Std.
Konstruk . . rata L
Minimum Maksimum Deviasi
(Mean)
ESQ
(Service 11 35 28.00 6.509
Quality)
CS
(Customer 12 35 29.44 5,743
Satisfaction)
TRST
(Trust) 12 35 28.76  6.183
CF (Cultural =, 4 35 2866 6.190
Factors)
Total 57 140 114.86 22.469

Keseluruhan

Konstruk ESQ CS Trust Cultural
ESQ 1.000 .694 754 774
CS .694 1.000 732 .837
Trust 754 732 1.000 .869
Cultural 174 .837 .869  1.000

The descriptive statistics table presents the
summary of responses collected from 50 participants
across four main constructs: Electronic Service
Quality (ESQ), Customer Satisfaction (CS), Trust
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(TRST), and Cultural Factors (CF). Each construct
consists of five individual items (e.g., ESQ1-ESQ5),
and their respective total scores (e.g., total, total2, etc.)
are also included. The data reveal that the means for all
ESQ indicators range from 5.40 to 5.98, with ESQ2
showing the highest average score (M = 5.98) and
ESQ1 the lowest (M = 5.40), suggesting respondents
generally perceive the platform’s service quality as
positive. The relatively large standard deviations (e.g.,
ESQ1 = 1.927) indicate variability in user experiences
regarding service quality.

Customer Satisfaction (CS) scores also reflect
favorable perceptions, with mean values ranging from
5.76 (CS6) to 6.02 (CS9), all approaching the upper
end of the 7-point scale. This suggests that most
respondents are relatively satisfied with the e-
commerce platform. The total score for CS (total2)
averages at 29.44, which is slightly higher than ESQ’s
total mean of 28.00, indicating that while service
quality is rated well, satisfaction levels might be even
stronger. Standard deviations for CS items are slightly
smaller than those for ESQ, suggesting more
consistent agreement among respondents about their
satisfaction.

The Trust construct also shows strong and stable
responses, with average item scores ranging from 5.58
(TRST13) to 5.94 (TRST15). The total trust score
(total3) has a mean of 28.76, reflecting a high level of
trust toward the platform. These findings are notable
because trust often functions as a mediating variable in
customer behavior models, linking service quality and
satisfaction to loyalty and long-term engagement. The
standard deviations remain moderate across the trust
items, indicating that while trust levels are high, there's
still some variation in responses.

Cultural Factors (CF) indicators also exhibit
favorable perceptions, with mean scores between 5.64
(CF18) and 5.80 (CF16). The total CF score (total4)
stands at 28.66, comparable to the totals for trust and
satisfaction, indicating that cultural relevance and
sensitivity are also appreciated by users of the
platform. The consistency of these mean scores across
CF items points to a balanced perception of how well
the platform aligns with users’ cultural expectations
and norms. While CF20 has a slightly higher standard
deviation (1.560), the overall variation remains
acceptable.

Lastly, the combined total score (total5), which
likely aggregates all four constructs, has a mean of
114.86 with a standard deviation of 22.469. This total
suggests a generally high overall perception of service
quality, satisfaction, trust, and cultural fit. The
minimum (57) and maximum (140) values for this
total reflect a broad range of perceptions among users,
which could be further explored to identify user
segments or demographic influences. These
descriptive results collectively provide a strong
foundation for inferential analyses, such as correlation
or regression, to test hypotheses and examine
relationships between the constructs in this study.
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Correlations

The correlation matrix presented in the table
displays the relationships among several latent
variables: Electronic Service Quality (ESQ),
Customer Satisfaction (CS), Trust (TRST), and
Cultural Factors (CF), along with their respective
indicators. It also includes composite scores (total,
total2, total3, etc.) and unstandardized residuals for
model fit testing. Most correlations are statistically
significant at the 0.01 level, suggesting strong linear
associations among the constructs being measured.

The ESQ indicators (ESQ1-ESQ5) all show
strong, positive, and significant inter-correlations,
particularly ESQ3 and ESQ4, which are highly
correlated with each other (r = .611, p <.01) and with
the ESQ total score (r > .8). These results confirm
internal consistency within the ESQ construct. ESQ
also correlates strongly with other major constructs
like Customer Satisfaction total (r = .694), Trust total
(r = .754), and Cultural Factors total (r = .774),
implying that better service quality may lead to higher
satisfaction, trust, and alignment with user culture.

Customer Satisfaction indicators (CS6-CS10)
also exhibit high internal correlation, especially CS9
and CS10 (r = .768, p < .01). They correlate strongly
with Trust (e.g., total3: r =.732) and Cultural Factors
(e.g., totald: r = .837), suggesting that customer
satisfaction plays a pivotal mediating role between
service quality and other behavioral constructs.
Moreover, CS total (total2) shows robust relationships
with both ESQ total (r =.694) and Trust total (r = .732),
affirming its centrality in the conceptual model.

The Trust indicators (TRST11-TRST15) also
exhibit strong correlations among themselves,
especially TRST13 and TRST14 (r = .819), and very
high correlation with the Trust total (e.g., TRST14 and
total3: r = .863, p < .01). Trust also maintains strong
correlations with ESQ (r = .754), CS (r = .732), and
Cultural Factors (r = .869), reinforcing its key role as
an outcome variable influenced by perceived service
quality and satisfaction.

Similarly, Cultural Factor indicators (CF16—
CF20) demonstrate substantial internal consistency
and significant relationships with Trust (e.g., total4
and total3: r =.869, p <.01) and ESQ (e.g., total4 and
total: r = .774, p < .01). These strong correlations
suggest that cultural alignment or sensitivity is deeply
linked to how users perceive service quality and
trustworthiness of the platform.

Finally, the Unstandardized Residual column
indicates no significant correlation with the main
constructs, supporting a good model fit as residuals are
ideally uncorrelated with predictors and outcomes.
This suggests that the model’s specified relationships
sufficiently explain the observed covariation among
constructs, validating the structural integrity of the
hypothesized framework in this e-commerce context.

Disscusion
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The descriptive statistics indicate that Electronic
Service Quality (ESQ) scores range from moderately
high to high, with ESQ2 (mean = 5.98) showing the
highest perceived quality among the indicators. This
suggests that users are particularly satisfied with this
aspect of service delivery, which may involve
responsiveness or reliability. However, the high
standard deviation for ESQ1 (SD = 1.927) indicates
variability in user perceptions. The variance might be
due to differences in expectations or previous digital
service experience. According to Zeithaml et al.
(2002), service quality in e-commerce must be
continuously optimized to ensure consistent customer
satisfaction.

The total score for ESQ (mean = 28.00) further
supports the finding that service quality is positively
evaluated by users, though not uniformly. Since the
maximum possible score is 35, this total suggests that
while most respondents are satisfied, there's room for
enhancement. Online platforms must address these
service quality gaps to maintain competitive
advantage. Parasuraman, Zeithaml, and Malhotra
(2005) emphasized that dimensions such as efficiency,
fulfillment, and privacy significantly influence
perceived e-service quality. This aligns with the slight
variability observed across ESQ items.

Customer Satisfaction (CS) scores are generally
higher than those for ESQ, with CS9 achieving the
highest mean (6.02). This reflects an overall positive
experience with the platform’'s performance and user
expectations. Satisfaction is essential in driving repeat
usage and platform loyalty. As suggested by Anderson
and Srinivasan (2003), satisfied customers in digital
environments are more likely to demonstrate
behavioral loyalty. The consistency in scores suggests
a well-maintained user experience.

The total satisfaction score (mean = 29.44)
outpaces that of service quality, indicating that
satisfaction may also derive from factors beyond ESQ),
such as ease of navigation or personal relevance. This
implies that other constructs, such as trust and cultural
fit, might mediate the satisfaction outcome. This
supports the model proposed by Oliver (1999), where
satisfaction is influenced by cumulative interactions,
not merely isolated service encounters. Hence,
platforms must adopt a multidimensional approach to
foster loyalty.

The Trust construct reveals solid scores across all
five items, with TRST15 recording the highest mean
(5.94). Trust is foundational in digital commerce as it
directly influences users’ willingness to share
information and make transactions. The relatively low
standard deviation for these items implies that trust
levels are stable across the sample. Gefen, Karahanna,
and Straub (2003) emphasized that trust significantly
affects user behavior and platform continuance
intention. Therefore, building and maintaining trust
should be a continuous strategic priority.
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The total trust score (mean = 28.76) is marginally
lower than the satisfaction score but still high,
signifying that most users have confidence in the
platform’s integrity and competence. Trust correlates
strongly with both ESQ and CS, confirming its
mediating role in the conceptual model. According to
Pavlou (2003), perceived trust and security are central
in online purchase decisions. This relationship also
aligns with the findings of the correlation matrix,
where trust shares significant positive associations
with other key variables. The findings reinforce trust’s
position as both an outcome and influencer.

Cultural Factors (CF) items also exhibit strong
scores, indicating that respondents perceive the
platform as culturally relevant and sensitive. The mean
values for CF items range between 5.64 and 5.80,
showing relatively consistent perceptions. This
cultural alignment is important, especially in
international or cross-cultural e-commerce contexts.
Luna, Peracchio, and De Juan (2002) emphasized that
cultural congruence in digital interfaces enhances user
comfort and engagement. These results suggest that
the platform has considered localization and culturally
sensitive content delivery.

The total CF score (mean = 28.66) closely mirrors
that of ESQ and trust, suggesting a balanced
perception of the platform’s cultural appropriateness.
This score reflects users’ recognition of culturally
embedded values such as communication style,
language, and service etiquette. The relevance of
culture in shaping trust and satisfaction has been
affirmed by Yoon (2009), who found that culture plays
a moderating role in service evaluations. In
multicultural or global platforms, these aspects cannot
be overlooked. The consistency of CF scores further
indicates that the platform is meeting the cultural
expectations of its users.

The overall combined score (total5) has a mean of
114.86 out of a possible 140, which reflects generally
high evaluations across all constructs. However, the
relatively high standard deviation (22.469) suggests
that perceptions differ significantly among users. This
variation could stem from demographic differences,
prior experiences, or contextual influences like device
usage. According to Kim, Ferrin, and Rao (2008), user
trust and satisfaction are shaped by both technical and
relational aspects of service delivery. Future
segmentation analysis could help identify user groups
with divergent needs (Pambudi et al., 2025).

The correlation matrix reinforces the strong
relationships among ESQ, CS, Trust, and CF. For
instance, trust and cultural factors are highly correlated
(r = .869), highlighting the importance of cultural
compatibility in building digital trust. These results
support the argument made by Cyr, Head, and Larios
(2010), who demonstrated that culturally adapted
websites positively influence trust and loyalty. It also
aligns with cross-cultural marketing theory, where
trust varies by cultural dimensions such as
individualism or uncertainty avoidance. This
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highlights the importance of tailoring services based
on user culture.

ESQ’s strong correlation with CS (r = .694) and
Trust (r = .754) underscores its critical role in shaping
positive customer outcomes. High-quality electronic
services enhance users’ emotional and cognitive
responses, leading to increased trust and satisfaction.
This finding mirrors the model by Aladwani and
Palvia (2002), which emphasizes content quality,
appearance, and ease of use as core dimensions of
website quality. Service quality thus serves as a central
predictor in digital relationship models. Improving
service attributes directly contributes to user loyalty.

Customer Satisfaction shows a similarly high
correlation with Trust (r = .732), reinforcing the idea
that satisfied users are more likely to trust a platform.
This pathway supports models such as the Expectancy
Disconfirmation Theory (EDT), where satisfaction
arises when expectations are met or exceeded, leading
to trust. Bhattacherjee (2001) also noted that
satisfaction is a strong antecedent of continuance
intention in IS usage. Thus, focusing on consistently
satisfying customer needs is essential for long-term
engagement. Trust becomes an outcome and a
reinforcing loop.

The strong inter-correlation among trust indicators
and total trust score demonstrates high internal
reliability and convergent validity. TRST14 and
TRST15, for instance, show excellent alignment with
the trust construct, indicating well-constructed items.
This provides empirical support for instrument
validity, a key requirement in quantitative studies.
Churchill (1979) emphasized the importance of
indicator reliability in construct development. These
internal consistencies give confidence in the accuracy
and robustness of the survey instrument.

The cultural factor scores’ high correlation with
satisfaction (r = .837) and trust (r = .869) suggests that
platforms cannot achieve user satisfaction or trust
without addressing cultural relevance. This is
particularly important for global platforms operating
across markets. Hofstede's cultural dimensions theory
(1984) suggests that user perceptions vary
significantly across cultures, particularly in terms of
uncertainty avoidance and collectivism. Platforms that
ignore these nuances risk alienating users. The
findings here encourage culturally intelligent design
practices.

In conclusion, the descriptive and correlational
analyses provide strong support for the research model
linking ESQ, CS, Trust, and Cultural Factors. Each
construct exhibits high mean scores, strong internal
consistency, and meaningful interrelations. These
results align with prior e-commerce and IS literature,
validating the theoretical framework. Practically, the
findings suggest that e-commerce platforms must
invest in service quality, trust-building strategies,
satisfaction management, and cultural localization.
These insights provide actionable direction for digital
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platforms seeking to enhance user retention and
loyalty in diverse markets.

Acknowledgment

With sincere gratitude, we would like to express
our deepest appreciation to Mr. Wahyu Nurjaya WK
and Mrs. Neng Susi Susilawati Sugiana for their
invaluable guidance, support, and encouragement
throughout the completion of this article. Their
insights and constructive feedback have greatly
contributed to the depth and quality of our work.

We would also like to extend our heartfelt thanks
to all group members—Mike Nuralisa, Marini
Ramadhona, and Adam Firdaus — for their dedication,
teamwork, and collaboration. This article would not
have been possible without everyone's contributions
and commitment.

References

Almira, G., Widjajanta, B., & Omar, H. (2025).
Harnessing Service Quality and Satisfaction in
Enhancing Consumer Loyalty in Indonesi a s
Thriving E-commerce Market. 7(2), 147-167.
https://doi.org/10.35313/ijabr.v7i02.547

Chotisarn, N., & Phuthong, T. (2025). Logistics
service quality and customer behavior in cross-
border e-commerce: a thai consumer
perspective. Cogent Business and Management,
12(1).
https://doi.org/10.1080/23311975.2025.248658
1

Firmansyah, N., & Ali, H. (2019). Consumer Trust
Model: The Impact of Satisfaction and E-
Service Quality toward Repurchase Intention in
E-Commerce. Saudi Journal of Humanities and
Social Science, 4(8), 552-559.
https://doi.org/10.21276/sjhss.2019.4.8.4

L., & Han, X. (2023). Improving the service
quality of cross-border e-commerce: How to
understand online consumer reviews from a
cultural differences perspective. Frontiers in
Psychology, 14(July).
https://doi.org/10.3389/fpsyg.2023.1137318

HOANG, V. H,, NGO, Q. D., MAI, A. K., & LE, H.
M. (2024). The Digital Loyalty Equation in
Distribution ~ Science: A Multi-method
Exploration of E-commerce Success Factors.
Journal of Distribution Science, 22(9), 13-25.
https://doi.org/10.15722/jds.22.09.202409.13

Indrawati, E. P., Yulianto, E., & Abdillah, Y. (2024).
Analysis of the Effect of E-Recovery Service
Quality and E-Service Quality on E-Customer
Satisfaction and E-Customer Royalty. KnE
Social Sciences, 2024, 488-496.
https://doi.org/10.18502/kss.v9i11.15837

Kassim, N., & Asiah Abdullah, nor. (2010). The
effect of perceived service quality dimensions
on customer satisfaction, trust, and loyalty in e-

Han



Jurnal Teknologi Informasi P-ISSN 2303 - 1069
http://jurnal.lpkia.ac.id/index.php/jti/index E-ISSN 2808 - 7410

commerce settings: A cross cultural analysis.
Asia Pacific Journal of Marketing and
Logistics, 22(3), 351-371.
https://doi.org/10.1108/13555851011062269

Kim, J., & Yum, K. (2024). Enhancing Continuous
Usage Intention in E-Commerce Marketplace
Platforms: The Effects of Service Quality,
Customer Satisfaction, and Trust. Applied
Sciences (Switzerland), 14(17).
https://doi.org/10.3390/app14177617

Lee, V., Park, S., & Lee, D. (2022). The Effect of E-
commerce Servi ce Quali ty Factors on
Customer Sati sfacti on, Purchase Intention, and
Actual Purchase in Uzbekistan. Global
Business and Finance Review, 27(3), 56-74.
https://doi.org/10.17549/gbfr.2022.27.3.56

Ma Sabiote, C., Ma Frias, D., & Castafieda, J. A.
(2012). E-service quality as antecedent to e-
satisfaction: The moderating effect of culture.
Online Information Review, 36(2), 157-174.
https://doi.org/10.1108/14684521211229011

Pambudi, R., Manggabarani, A. S., Supriadi, Y.N., &
Setiadi, I. K. (2025). Boosting repurchase rates
in B2C e-commerce: the role of customer
satisfaction ~ and  relationship  factors.
Multidisciplinary ~ Science Journal, 7(3).
https://doi.org/10.31893/multiscience.2025096

Rosillo-Diaz, E., Blanco-Encomienda, F. J., &
Crespo-Almendros, E. (2020). A cross-cultural
analysis of perceived product quality, perceived
risk and purchase intention in e-commerce
platforms. Journal of Enterprise Information
Management, 33(2), 139-160.
https://doi.org/10.1108/JEIM-06-2019-0150

Tannus, J., & Andreani, F. (2020). Pengaruh E-
Service Quality Dan Customer Satisfaction
Terhadap Customer Loyalty Pada Toko Online
Bukalapak. Jurnal Manajemen Dan Sains,
10(2), 1-5.

Zimu, F. (2023). Exploring the Impact of Cultural
Factors on Consumer Behavior in E-
Commerce: A Cross-Cultural Analysis. Journal
of Digitainability, Realism & Mastery
(DREAM), 2(03), 31-36.
https://doi.org/10.56982/dream.v2i03.90

Jurnal Teknologi Informasi



