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Abstract

Intensifying competition among e-commerce platforms requires firms to strengthen customer retention through effective
marketing strategies and trust building mechanisms. In Indonesia, Shopee recorded the highest number of website visits in 2023,
driven by aggressive promotions such as vouchers, cash on delivery, and flash sale discounts. Beyond promotional appeal,
consumer trust is essential in reducing perceived risk and sustaining long term relationships. This study examines the effects of
promotion and consumer trust on customer satisfaction and their subsequent impact on customer loyalty toward Shopee among
undergraduate students at Universitas Terbuka Purwodadi. A quantitative approach was employed using path analysis with
multiple linear regression. Data were collected from primary and secondary sources, with 100 respondents. The results indicate
that promotion and consumer trust simultaneously and partially explain 69.9% of the variance in customer satisfaction, with
consumer trust exerting the strongest influence on customer satisfactio, followed by promotion. Furthermore, promotion,
consumer trust, and customer satisfaction together account for 77.3% of the variance in customer loyalty. These findings
demonstrate that effective promotional strategies and strong consumer trust significantly enhance customer satisfaction, which
in turn strengthens customer loyalty. The study underscores the importance for e-commerce platforms of integrating competitive
promotions with trust-building practices to improve customer experience and sustain loyalty in highly competitive digital
markets.
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1. Introduction

The rapid advancement of digital technology has
transformed  consumer  purchasing behavior from

among platforms, requiring firms to enhance their ability to
satisfy customer needs and maintain long term loyalty [2]. In

conventional transactions to online shopping through e-
commerce platforms [1]. This shift has accelerated the growth
of e-commerce in Indonesia and intensified competition

this context, customer retention has become a strategic
priority for digital marketplace providers [3, 4].
Based on SimilarWeb data, Shopee recorded the highest
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number of visits in Indonesia in 2023, reaching approximately
2.3 billion visits and surpassing major competitors. This
performance is largely attributed to aggressive promotional
strategies [5] such as discount vouchers, cash on delivery

(COD), flash sales, free shipping, and live shopping incentives.

From the perspective of Expectation Confirmation Theory
(ECT), promotions shape consumers’ [6] expectations prior to
purchase, which, when confirmed by actual experience, lead
to customer satisfaction and subsequent repurchase intentions.
However, in online environments characterized by
information asymmetry and perceived risk, promotional
appeal alone is insufficient to sustain customer relationships
[7, 8].

Trust therefore becomes a critical determinant in online
transactions. Consumer trust [9], defined as beliefs regarding
product reliability, attributes, and expected benefits, is central
to Trust Commitment Theory, which posits that trust fosters
commitment and ultimately drives customer loyalty. Within
the Relationship Marketing framework, customer satisfaction
acts as a mediating construct linking marketing activities such
as promotion [10] and trust building to relational outcomes,
including loyalty. Prior studies confirm that promotion and
trust influence loyalty [11] through satisfaction. Nevertheless,
empirical research focusing on specific demographic
segments, particularly undergraduate students with high price
sensitivity and risk awareness, remains limited in the
Indonesian e-commerce context [12].

This study addresses this research gap by examining the
integrated effects of promotion and consumer trust on
customer loyalty [13], with customer satisfaction as a
mediating variable, in the context of Shopee among
undergraduate students at Universitas Terbuka (UT)
Purwodadi. The novelty of this research lies in its application
of ECT, Relationship Marketing, and Trust Commitment
Theory to a specific academic consumer segment within a
highly competitive digital marketplace [14]. Accordingly, this
study aims to analyze the effect of promotion on customer
satisfaction and loyalty; the effect of consumer trust on
customer satisfaction and loyalty; and the mediating role of
customer satisfaction in the relationship between promotion,
trust, and customer loyalty. Practically, the findings are
expected to provide managerial insights for e-commerce
platforms in designing effective promotional strategies and
trust-building mechanisms that enhance customer [15]
experience and foster sustainable loyalty, particularly within
the student market segment.

2. Materials and Methods

Promotion is conceptualized as a marketing stimulus
designed to enhance consumers’ [16] perceived value through
price incentives, discounts, vouchers, and free shipping.
According to marketing communication theory and
Expectation Confirmation Theory, promotional activities
shape consumers’ expectations prior to purchase; when these

expectations are confirmed through actual experience,
customer [17] satisfaction is likely to increase. Empirical
studies report a positive association between promotion and
satisfaction as well as between promotion and loyalty.
Therefore, promotion is expected to directly influence both
satisfaction and loyalty [18].

Consumer trust reflects beliefs regarding transaction
security, product reliability, and service responsiveness [19].
Based on Trust Commitment Theory, trust fosters
commitment and strengthens relational continuity, thereby
enhancing customer satisfaction and loyalty [20]. Prior
evidence indicates that higher trust leads to greater customer
satisfaction and subsequently increases loyalty in e-commerce
contexts. Accordingly, trust is posited to exert both direct and
indirect effects on loyalty [21, 22].

Customer satisfaction [23] represents a post purchase
evaluative judgment of whether a product or service meets or
exceeds expectations. Consumer behavior theory posits that
satisfied customers are more likely to repurchase and maintain
long term relationships. Previous studies demonstrate that
satisfaction is a strong predictor of loyalty [24] and frequently
acts as a mediating variable between marketing stimuli and
behavioral outcomes. Thus, satisfaction is expected to directly
influence loyalty and to mediate the effects of promotion and
trust on loyalty [25].

This research is of a quantitative type, which means the data
is obtained in numerical form. Primary data sources were
obtained from survey results distributed directly from October
19-26, 2024. The research was conducted at Salut UT
Purwodadi, specifically on JI. P. Diponegoro Gg Lukitosari Il
Purwodadi. The survey results were measured using a Likert
scale and tested with path analysis using SPSS version 23.
Secondary data were obtained from journals, books, and the
internet.

The population of this study is all active students of UT
Purwodadi with the criteria: (1) active students of the 2024
academic year. 2; (2) made purchases on Shopee at least 2
times in the last month. The number of research samples was
selected using the Lameshow formula with a confidence level
of 95% (p=0.5, z=1.96, d=10%) with the formula: n= (Z"2
P(1-P))/d"2 = ((1,96)"2 (0,5)(1-0,5))/ [((0,1) ) ~2 =96.04. The
researcher added the sample to 100 respondents to make the
research results more accurate. The lameshow formula is a
formula that calculates the total sample with the entire
population that cannot be precisely determined.

HI1. Promotion — Customer Satisfaction theoretical basis:
Expectation Confirmation Theory (ECT). According to the
Expectation Confirmation Theory (Oliver, 1980), customer
satisfaction arises when the experience received meets or
exceeds the customer's initial expectations. In the context of
e-commerce, promotions such as discounts, free shipping,
cashback, or vouchers can enhance perceived value, thereby
fulfilling consumer expectations of the service. When the
benefits of the promotion meet customer expectations, the
level of satisfaction will increase. Therefore, the more
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effective the promotional strategy implemented by Shopee,
the higher the customer satisfaction experienced.

H2. Consumer Trust — Customer Satisfaction theoretical
basis: Trust Commitment Theory. The Trust-Commitment
Theory proposed by Morgan and Hunt (1994) explains that
trust is the main foundation in building long-term
relationships between companies and customers. In e-
commerce transactions, trust in payment security, product
quality, personal data protection, and seller credibility will
reduce the perception of transaction risk, thereby increasing
customer safety. When customers feel confident in the Shopee
platform, they will be more satisfied with the shopping
experience they receive.

H3. Promotion — Customer Loyalty theoretical basis:
Relationship Marketing Theory. Relationship Marketing
Theory explaining that the company needs to build long-term
relationships with customers by providing value (customer
value). One form of value creation is thru attractive and sus-
tainable promotional programs. Promotions that meet cus-
tomer needs can increase the frequency of repeat purchases
and strengthen the relationship between customers and the
company. Therefore, an effective promotional strategy is ex-
pected to increase customer loyalty toward the Shopee plat-
form.

H4. Consumer Trust — Customer Loyalty theoretical basis:
Trust Commitment Theory. Trust Commitment Theory states
that customer loyalty develops when the relationship between
customers and the company is built on trust. Customers with
a high level of trust tend to make repeat purchases, recom-
mend the company to others, and maintain a long-term rela-
tionship with the company. Therefore, the higher the level of
consumer trust in Shopee, the greater the customer loyalty will
be.

H5. Customer Satisfaction — Customer Loyalty theoretical
basis: Expectation Confirmation Theory and Relationship
Marketing Theory. Expectation Confirmation Theory explain-
ing that customer satisfaction is the result of the confirmation
between expectations and perceived performance. Customers
who feel satisfied tend to make repeat purchases because a

Promotion-(X1) N—— — —

positive shopping experience has met their expectations. Re-
lationship Marketing Theory also explains that satisfaction is
one of the main factors in building long-term relationships be-
tween the company and customers, thereby increasing cus-
tomer loyalty.

H6. Promotion and Consumer Trust — Customer Satisfac-
tion theoretical basis: Expectation Confirmation Theory. Ex-
pectation Confirmation Theory explains that customer satis-
faction is influenced by various factors that shape customers'
perceptions of service value. In this study, promotions en-
hance the perception of benefits, while trust reduces the per-
ception of transaction risk. The combination of these two fac-
tors is expected to simultaneously enhance customer satisfac-
tion.

H7. Promotion, Consumer Trust, and Customer Satisfaction
— Customer Loyalty theoretical basis: Relationship Market-
ing Theory. Relationship Marketing Theory explaining that
customer loyalty is the result of a long-term relationship built
thru the creation of value, trust, and customer satisfaction.
Promotion serves as a strategy to enhance the perceived value
for customers, trust strengthens the relationship between cus-
tomers and the company, while satisfaction is a positive eval-
uation of the shopping experience. These three factors to-
gether will form customer loyalty toward the e-commerce
platform.

Based on the theoretical framework and prior empirical
findings, the following hypotheses are proposed:

H1: Promotion has a positive effect on customer
satisfaction.

H2: Promotion has a positive effect on customer loyalty.

H3: Consumer trust has a positive effect on customer.

satisfaction.

H4: Consumer trust has a positive effect on customer
loyalty.

H5: Customer satisfaction has a positive effect on customer
loyalty.

H6: Promotion and consumer trust simultaneously have a
positive effect on customer satisfaction.

H7: Customer satisfaction mediates the effect of promotion
and consumer trust on customer loyalty.

H6 >

Customer-Satisfaction-(Y)

Consumer-Trust-(X2) I/

Figure 1. Conceptual Framework.
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3. Results

L. Table 2. Age Characteristics.
3.1. Respondent Characteristics

<20 18 18%
21-25 65 65%
Table 1. Characteristics of Gender.
26-30 12 12%
0,
Man 27 27% ~31 5 50
0
Woman 73 73% Total 100 100%
Total 100 100%

Based on Table 2, respondents aged < 20 years are 18
Based on Table 1 above, the respondents of male gender  students, aged 21-25 years are 65 students, aged 26-30 years
amounted to 27 students, while the female gender amounted  are 12 students, and those over 31 years old are 5 students.
to 73 students.

Table 3. Validity Test Results.

Variable Indicator r table r calculation Validity
1 0,195 0,73 v
Promotion (X1) 2 0,195 0,72 S
3 0,195 0,79 v
1 0,195 0,85 y
Consumer Trust (X2) 2 0,195 0,89 S
3 0,195 0,76 y
1 0,195 0,84 y
Customer Satisfaction (Y) 2 0,195 0,87 v
3 0,195 0,78 y
1 0,195 0,81 V
2 0,195 0,89 y
Customer Loyalty (Z)
3 0,195 0,79 V
4 0,195 0,89 y

All variables have r count > r table with df = 98 and 0.05, which means these variables are valid.

Table 4. Reliability Test Results.

Variable Cronbach's alpha value Alpha Reabilitas
Promotion (X1) 0,70 0,81682 v
Consumer Trust (X2) 0,70 0,784257 S
Customer Satisfaction (Y) 0,70 0,771104 S
Customer Loyalty (Z) 0,70 0,862336 S
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Each variable has an alpha value greater than the Cronbach alpha value, which means these variables are reliable.

3.2. Path Analysis Test

Path analysis was conducted using linear regression tests, divided into two models:

3.2.1. Analysis of the Relationship Between Promotion and Consumer Trust on Customer Satisfaction

Table 5. Path Coefficient Analysis Model I (Coefficient).

Unstandardized Coefficients

Model

(] Std. Error
1. (Constant) 1.085 .858
Promotion (X1) 178 .073
Consumer Trust (X2) 132 .066

1. Dependent Variable: Customer Satisfaction (Y)

Based on Table 5, the equation Y= 1.085 + 0.178 X1 +
0.732 X2 is obtained. The promotion coefficient is 0.178 and
consumer trust is 0.732, which means that if Promotion
increases by 1, Customer Satisfaction increases by 0.178. If
Consumer Trust increases by 1, Customer Satisfaction
increases by 0.732, provided that other independent variables
are considered constant.

In addition, the t value for Promotion is 2.432 > t table (df

Standardized Coefficients

t Sig
Beta

1.266 .209
.161 2.432 .017
737 11.103 .000

= 98) which is 1.987, while the significance value is 0.017 <
a = 0.05, so Promotion has a partial and significant effect on
Shopee Customer Satisfaction among UT Purwodadi students.
The t value for Consumer Trust is 11.103 > the table t value
of 1.987 (df = 98) and the significance value is 0.000 < o =
0.05, so Consumer Trust has a partial and significant effect on
Shopee Customer Satisfaction among UT Purwodadi students.

Table 6. Analisis Uji F Model I (ANOVA).

Model Sum of Squares df

1. Regression 140.048 140.048
Residual 60.392 60.392
Total 200.440 200.440

1. Dependent Variable: Customer Satisfaction (Y)
2. Predictors: (Constant), Consumer Trust (X2), Promotion (X1)

Mean Square F Sig
140.048 140.048 140.048
60.392 60.392 60.392
200.440 200.440 200.440

Based on Table 6, the F value of 112.470 > F Table 3.938 (df = 98) and the significance value of 0.000 < o = 0.05 indicate
that Promotion and Consumer Trust simultaneously affect Customer Satisfaction on Shopee among UT Purwodadi students.

Table 7. Analysis of the Determination Coefficient Model I (Model Summary).

Model R R Square
1 .836° .699 .692

1. Predictors: (Constant), Consumer Trust (X2), Promotion (X1)

Adjusted R Square

Std. Error of the Estimate

789
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Based on Table 7, the R Square value is 0.699, which means that Promotion and Consumer Trust influence Customer

Satisfaction by 69.9%.

3.2.2. Analysis of the Relationship Between Promotion, Consumer Trust, and Customer Satisfaction on

Table 8. Path Coefficient Analysis Model 1I (Coefficient).

Customer Loyalty

Unstandardized Coefficients
Model

(] Std. Error
1. (Constant) 816 958
Promotion (X1) 210 .084
Consumer Trust (X2) .633 110
Customer Satisfaction (Y) 404 112

1. Dependent Variable: Customer Loyalty (Z)

Based on Table 8, the equation Z= 0.816 + 0.210X1 +
0.633X2 + 0.404Y is obtained. The Promotion Coefficient in
model Il is positive 0.210, which means Customer Loyalty in-
creases by 0.210 if Promotion increases by 1. Meanwhile,
Consumer Trust has a coefficient value of positive 0.633,
which means Customer Loyalty increases by 0.633 if Con-
sumer Trust increases by 1. And Customer Satisfaction has a
coefficient value of positive 0.404, which can also be inter-
preted that Customer Loyalty will increase by 0.404 if Cus-
tomer Satisfaction increases by 1, provided that other inde-
pendent variables are considered constant.

The t-value for Promotion is 2.515 > t-Table 1.987 (df = 98)

Standardized Coefficients

t Sig
Beta
.150 .852 .396
.501 2.515 .014
318 5.749 .000
3.593 .001

and the significance value is 0.014 < o= 0.05, therefore
Promotion partially has a significant effect on Shopee
Customer Loyalty among UT Purwodadi students. Meanwhile,
he t value for Consumer Trust is 5.749 >t Table 1.987 (df =
98) and the significance value is 0.00 < o= 0.05, so Consumer
Trust partially has a significant effect on Shopee Customer
Loyalty among UT Purwodadi students. And the t value for
Customer Satisfaction is 3.593 >t Table 1.987 (df = 98) and
the significance value is 0.001 < a= 0.05, so partially,
Customer Satisfaction has a significant effect on Shopee
Customer Loyalty among UT Purwodadi students.

Table 9. Analisis Uji F Model 11 (ANOVA).

Model Sum of Squares df
Regression 250.350 3

Residual 73.360 96
Total 323.710 99

1. Dependent Variable: Customer Loyalty (Z)

Mean Square F Sig
83.450 109.204 .000®
764

2. Predictors: (Constant), Customer Satisfaction (Y), Promotion (X1), Consumer Trust (X2)

The calculated F in model 11 is 109.204 > the table F of 3.938 (df = 98) and the significance value is 0.000 < 0.05, which
means that simultaneously, Promotion, Consumer Trust, and Customer Satisfaction affect Shopee Customer Loyalty among

undergraduate students at UT Purwodadi.
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Table 10. Analysis of the Determination Coefficient Model I (Model Summary).

Model R R Square

1 .879* 173 766

Adjusted R Square

Std. Error of the Estimate

874

1. Predictors: (Constant), Customer Satisfaction (Y), Promotion (X1), Consumer Trust (X2)

Based on the analysis of the coefficient of determination,
the R Square value of model Il is 0.773, which means that
Promotion, Consumer Trust, and Customer Satisfaction have
an influence on Shopee Customer Loyalty among
undergraduate students at UT Purwodadi by 77.3%.

3.3. Classical Asummption Tests

3.3.1. Normality Test

The normality test was conducted using the Kolmogorov-
Smirnov (K-S) test on the standardized residuals. The results
show that the Asymp. Sig. (2-tailed) value is greater than 0.05,
indicating that the residuals are normally distributed. There-
fore, the normality assumption required for multiple linear re-
gression is met.

Table 11. Normality Test.

Uji Statistik Asymp. Sig. (2-tailed)
Kolmogorov-Smirnov

(Lilliefors) 0.176 0.001

Shapiro-Wilk 0.936 0.0001

3.3.2. Multicollinearity Test

Multicollinearity was examined using Tolerance and Vari-
ance Inflation Factor (VIF) values. All independent variables
had tolerance values greater than 0.10 and VIF values below
10, indicating that multicollinearity was not present.

Table 12. Multicollinearity Test.

Variabel Tolerance VIF

Promotion (X1) 0.664 1.505
Consumer Trust (X2) 0.310 3.222
Customer Satisfaction (Y) 0.301 3.319

3.3.3. Heteroscedasticity Test

The heteroscedasticity assumption was tested using the
Glejser test. The significance values for all independent vari-

ables were greater than 0.05, indicating the absence of heter-
oscedasticity.

Table 13. Heteroscedasticity Test.

Variabel t Sig.

(Constant) -1.354 0.179
Promotion (X1) -1.120 0.265
Consumer Trust (X2) 1.547 0.125
Customer Satisfaction (Y) 0.981 0.329

3.3.4. Linearity Test

The linearity between each independent variable and the de-
pendent variable was evaluated using the ANOVA Test of
Linearity. The significance value for Linearity was below 0.05,
while the significance value for Deviation from Linearity ex-
ceeded 0.05. These findings indicate that the relationships
among the variables are linear.

Table 14. Linearity Test.

Hubungan F (Dev. from Linearity)  Sig. Kesimpulan
X1*Z 2.960 0.036 Tidak linear
X2*Z 2.249 0.056 Linear
Y*Z 2.107 0.071 Linear

4. Discussion

These findings indicate that promotional activities
positively contribute to customer satisfaction by increasing
customers' perceived value and confirming their expectations
on Shopee among UT Purwodadi students, with Consumer
Trust having a greater impact. The F-test results show that
both variables simultaneously have a significant impact on
Customer Satisfaction. The R Square value of 69.9% indicates
that this model is capable of explaining most of the variation
in Customer Satisfaction, but there are still other factors that
need to be considered. The implication for Shopee is the
importance of balancing promotional strategies with efforts to
build consumer trust in order to create sustainable customer
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satisfaction. By understanding the results of this research,
Shopee can design more precise strategies to enhance
customer satisfaction, strengthen user loyalty, and increase
competitiveness in the e-commerce market.

Promotion, Consumer Trust, and Customer Satisfaction
have a significant influence on Shopee Customer Loyalty
among UT Purwodadi students, with Consumer Trust having
the greatest impact. The F-test results show that the three
variables simultaneously have a significant impact on
Customer Loyalty. The R Square value of 77.3% indicates that
this model is able to explain most of the variation in Customer
Loyalty, but there are still other factors that need to be
considered. The implication for Shopee is the importance of
balancing promotional strategies, increasing customer trust,
and maintaining customer satisfaction to create sustainable
loyalty. By understanding the results of this research, Shopee
can design more effective strategies to maintain and enhance
customer loyalty in the future.

5. Conclusions

This study confirms that promotion and consumer trust are
key determinants of customer satisfaction and customer
loyalty toward Shopee among undergraduate students at
Universitas Terbuka (UT) Purwodadi. The findings
demonstrate that effective promotional strategies and strong
consumer trust not only enhance customer satisfaction but also
translate into sustained customer loyalty, with satisfaction
functioning as a crucial mediating mechanism. These results
support the theoretical perspective that marketing stimuli and
relational factors are converted into long-term behavioral
outcomes primarily through customers’ post purchase
evaluations. Overall, the study highlights the strategic
importance of integrating valueoriented promotions with trust
building practices to strengthen customer relationships in
highly competitive e-commerce environments.

Several limitations should be acknowledged in interpreting
the results of this study. First, the research scope was limited
to undergraduate students at a single study center (UT
Purwodadi), which restricts the generalizability of the findings
to other consumer segments, age groups, or geographic
contexts. Second, the model focused only on promotion and
consumer trust as antecedents of satisfaction and loyalty,
while other relevant factors such as service quality, user
experience, perceived price fairness, platform usability, and
brand image were not incorporated.

This limited set of variables may have constrained the
explanatory power of the model and influenced the
interpretation of the relationships among constructs. Third, the
cross sectional design captured respondents’ perceptions at
one point in time, which may not fully reflect changes in
attitudes or loyalty behavior over longer periods.

Based on the conclusions, several practical and academic
recommendations are proposed. For practitioners, e-commerce
platforms such as Shopee should continue to implement

promotional strategies that emphasize not only short term price
incentives but also consistent value delivery that aligns with
customer expectations. In parallel, strengthening consumer trust
through secure transaction systems, transparent product
information, reliable logistics, and responsive customer service
is essential to enhance satisfaction and foster long-term loyalty,
particularly among student consumers who are highly sensitive
to both value and perceived risk. For future research, scholars
are encouraged to expand the research model by including
additional variables such as service quality, user experience, and
perceived value, as well as by applying longitudinal designs to
capture changes in consumer behavior over time. Further
studies may also examine different demographic segments or
regional contexts to improve the generalizability and robustness
of findings related to customer satisfaction and loyalty in the
Indonesian e-commerce sector.
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