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ABSTRACT 

This study aims to: 1) To find out and analyze the effect of user interface quality on customer 

engagement on Tokopedia application users 2) To find out and analyze the effect of information 

quality on customer engagement on Tokopedia application users. 3) To find out and analyze 

the effect of customer engagement on customer loyalty on Tokopedia application users. 4) To 

find out and analyze the effect of user interface quality on customer loyalty on Tokopedia 

application users. 5) To find out and analyze the effect of information quality on customer 

loyalty on Tokopedia application users. 6) To find out and analyze the effect of user interface 

quality on customer loyalty mediated by customer engagement on Tokopedia application users. 

7) To find out and analyze the effect of information quality on customer loyalty mediated by 

customer engagement on Tokopedia application users. Data collection method using Google 

Form. The samples taken were 232 respondents. The subjects of this study were users of the 

Tokopedia application. Methods of data analysis using descriptive analysis, validity, 

reliability, suitability, hypothesis, and mediation tests. 
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BACKGROUND 

Today many companies are more oriented towards information and communication technology 

as a form of adaptation to technological developments. One of the characteristics of 

technological developments in the 4.0 era is that consumers are increasingly dependent on 

mobile telephones. The popularity of e-commerce in Indonesia is quite high compared to 

countries in the Southeast Asian region. According to the iPrice survey in the first quarter 

(2022), after Singapore and Vietnam, in third place, Indonesia has won a local e-commerce 

market share of 54%, beating Malaysia (25%), Thailand (15%) and the Philippines (1%). BPS 

data on the DataIndonesia.id portal (2022) shows that as of September 15, 34.10% of business 

actors carry out their activities through e-commerce. 
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This amount has increased compared to the percentage of e-commerce usage as of December 

31, 2021, which was 32.23%. This proportion was obtained from 2.87 million online businesses 

spread across all provinces in Indonesia. In general, e-commerce used by businesses and end 

consumers in Indonesia is Tokopedia, Shopee, Lazada, Blibli, Bukalapak, and others. Based 

on the iPrice report, Tokopedia became the e-commerce site with the largest visitors in the first 

quarter of 2022. Monthly visitors to the Tokopedia page reached 158.4, growing rapidly 

compared to visits in 2019 of 66 million with a growth of 140%. The second position is 

occupied by Shopee with an average monthly visitor reaching 131.3 million and growth 

compared to 2019 reaching 135%. Then followed by other e-commerce namely Orami, 

Ralali.com and Zalora. However, the intense competition caused Tokopedia to experience a 

decline in market share. The Databoks survey (2022) reports the 5 e-commerce sites with the 

most visitors in the fourth quarter of 2022. Even though Tokopedia once held the highest traffic 

share on an online shopping platform, problems regarding the online shopping process at 

Tokopedia often steal public attention, various problems and complaints from Communities 

have sprung up, ranging from difficulties in canceling transactions, complaints about goods 

that did not arrive, fraud about the number of goods sent, goods that arrived were not in 

accordance with the agreement with Tokopedia and complaints from other consumers (Johan, 

2020). 

According to Aziza & Hidayat (2019) Tokopedia has implemented a user interface design on 

its online platform. This is done to see whether Tokopedia's interactions with users are going 

well or not. The second factor is information quality, the problem regarding the quality of 

product information conducted by Tokopedia is that there are still many online shops at 

Tokopedia that have not explained the product in detail, so that consumers experience 

confusion in making product choices. Increasing customer loyalty indirectly can be done by 

increasing it through customer engagement. Consumer involvement in Tokopedia is certainly 

needed for Tokopedia's success in a sustainable manner. Based on the description above, it can 

be concluded that the use of the Tokopedia user interface still has shortcomings and even lags 

behind its competitors (Mundriyah et al., 2022). The quality of the information presented by 

Tokopedia has also drawn various complaints from users (Pulakiang et al., 2019). This problem 

will have a negative impact on user engagement and in turn will hinder the formation of 

customer loyalty. As found by Sanjaya's research (2022) that the user interface and quality 

information can form customer engagement, which will then have a positive impact on 

customer loyalty. 

Based on the phenomenon, presentation of relevant data and studies in the research above, the 

researcher is interested in conducting research on "The Influence of User Interface Quality and 

Information Quality on Customer Loyalty mediated by Customer Engagement on Tokopedia 

Application Users". 

THEORETICAL FRAMEWORK 

User Interface Quality 

The User Interface (UI) is the way programs and users interact. The User Interface (UI) is part 

of an information system that requires user interaction to create input and output (Satzinger et 

al., 2016). A good user interface must unite user interaction with the presentation of 

information (Harjoko, et al. 2018). The User Interface itself has been growing with a larger 

portion or part of the software in a computer system because people are using computers more 
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rapidly (Ralston et al., 2000). According to Umar and Ganggi, (2019) stated that the User 

Interface (UI) quality indicators are as follows Connectivity, Simplicity, Directional, 

Informative, User Friendliness, Personalization, Continuity.  

 

Information quality 

McLean (2017) states that the quality of information measures the output quality of the 

information system, namely the quality produced by the information system, especially in the 

form of reports (reports). In line with this opinion, Maria et al., (2021) explained information 

quality as the level of user satisfaction with the completeness of the content presented as the 

most up-to-date, accurate, useful information provider compared to other products. Information 

quality is a characteristic of the output presented in an information system, which includes 

management of reports and web pages (Peter et al., 2018). Information quality is the output of 

the use of information systems by users (users). This variable describes the quality of 

information perceived by users as measured by information accuracy (accuracy), relevance 

(relevance), completeness of information (completeness), timeliness (timeliness), and 

presentation of information (format). 

 

Customer Loyalty 

Gramer & Brown (2016) provides a definition of loyalty (service loyalty), which is the degree 

to which a consumer shows repeated purchasing behavior from a service provider, has a 

disposition or tendency towards a service provider, and only considers using this service 

provider on when the need arises to use this service. Based on some of the definitions of 

consumer loyalty above, it can be explained as consumer loyalty which is presented in 

consistent purchases of products or services over time and there is a good attitude to 

recommend other people to buy the product. The study conducted by Sulistyo (2020) adopted 

the measurement of customer loyalty from Lee et al.'s research, (2011) with the following 

indicators: a. Re-purchase willing, namely the willingness of consumers to re-purchase 

products or services in the future b. Recommendation willing, namely the willingness of 

consumers to recommend products or services that have been used to other potential customers. 

c. Tolerance to price adjustment, namely a form of consumer loyalty to continue using the 

product even though the price has increased. d. Consumption frequency, is a condition where 

consumers are willing to use a product more than once or even many times. 

 

Customer engagement 

Willems (2011) states that customer engagement is a process for involving customers by 

interacting with them in a dialogue and experience to optimally support customers who 

influence their decisions in making purchases. Customer engagement is also defined as a long-

term relationship that can enhance a brand's ability to interact interactively with potential 

customers (Sari & Primasari, 2023). Customer engagement is a behavior that allows consumers 

to make voluntary contributions to a company's brand, where the contribution is not only 

limited to the transaction (purchasing) process (Alexander & Jaakkola, 2015). The study of So 

et al., (2014) in Santoso (2020) and Utami & Saputri (2020) divides customer engagement into 

five dimensions as follows: a. Identification, this process occurs when consumers see their self-

image in accordance with the company's image. b. Enthusiasm describes the feeling of 

enthusiasm when customers engage with a brand. c. Attention, refers to the customer's attention 
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to a brand either consciously or not. d. Absorption, characterized by a high level of 

concentration until customers forget the time when interacting with a brand. e. Interaction, 

interaction is customer participation with brands or other customers outside of purchasing 

activities. 

 

Figure. Theoretical Framework 

METHOD 

The research method used in this study is the causal method. This method aims to identify 

causal relationships between variables and independent variables and dependent variables 

(Sekaran and Bougie, 2016). Then the type of research used is quantitative. This research was 

carried out by analyzing the data by describing the data numerically or through numbers. This 

research will be carried out in May 2023 - June 2023 with the data collection method through 

a questionnaire with the Google Form online media. This research will be carried out in Greater 

Jakarta with the target of community respondents who have made purchases on the Tokopedia 

application. The sampling technique with non-probability sampling technique is a sampling 

technique that does not provide equal opportunities or opportunities for each element or 

member of the population to be selected as a sample. While the method used in sampling is 

purposive sampling. Purposive sampling is a sampling technique with certain considerations. 

 

RESULT 
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Hypothesis Test 

 

Based on table 4.12 it can be seen that H1 is acceptable because it has a path efficiency result 

of 0.15 with a t-value of 2.54. Whereas in these results H1 has a path coefficient above 0 and 

a t-value above 1.97 which makes the user interface quality have a significant and positive 

influence on customer engagement. Then H2 is acceptable because it has a path coefficient of 

0.81 and a t-value of 8.62. Whereas in these results H2 has a path coefficient above 0 and a t-

value above 1.97 which makes information quality have a significant and positive influence on 

customer engagement. Next H3 is acceptable because it has a path coefficient result of 3.37 

with a t-value 2.86. Whereas in these results H3 has a path coefficient value above 0 and a t-

value above 1.97 which makes customer engagement have a significant and positive influence 

on customer loyalty. Next, H4 is unacceptable because it has a path coefficient of -0.13 with a 

t-value of 0.79. Whereas in these results H4 has a path coefficient value below 0 and a t-value 

below 1.97 which makes the user interface quality have no effect on customer loyalty. Next, 

H5 is unacceptable because it has a path coefficient of -0.12 with a t-value of -1.71. That the 

results of H5 have a path coefficient value below 0 and a t-value below 1.97 which makes 

information quality have no effect on customer loyalty. Next, H6 is acceptable because it has 

a path coefficient of 0.36 with a t-value of 1.99. Whereas in these results H6 has a path 

coefficient value above 0 and a t-value above 1.97. So it can be concluded that user interface 

quality has a positive and significant influence on customer loyalty indirectly through customer 

engagement. And customer engagement plays a full mediated role in user interface quality and 

customer loyalty. Next, H7 is acceptable because it has a path coefficient of 1.91 and a T-value 

of 2.84. Whereas in these results H7 has a path coefficient value above 0 and a t-value above 

1.97. So it can be concluded that information quality has a positive and significant influence 

on customer loyalty indirectly through customer engagement. And customer engagement plays 

a full mediated role in information quality and customer loyalty. 
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DISCUSSION  

User Interface Quality on Customer Engagement 

Based on the results obtained from this study, it shows that user interface quality has a 

significant and positive influence on customer engagement. This is indicated by the results of 

a path coefficient of 0.15 which is a positive number and has a t-value of 2.54 or more than 

1.96, so that the proposed hypothesis can be accepted. The accepted hypothesis is in accordance 

with research conducted by Nuralifa et al. (2014) which shows that user interface quality has a 

significant and positive effect on customer engagement. With this it can be concluded that 

Tokopedia has a quality user interface that makes it easy to make decisions which then makes 

this convenience an attachment for someone to buy a product or transact using the Tokopedia 

application. 

 

Information Quality on Customer engagement 

Based on the data that has been processed in this study, it shows that information quality has a 

significant and positive influence on customer engagement. This is indicated by the results of 

a path coefficient of 0.81 which is a positive number and has a t-value of 8.62 or more than 

1.96 so that the proposed hypothesis can be accepted. The accepted hypothesis is in accordance 

with research conducted by Wijayanti (2018) which shows that information quality has a 

significant and positive effect on customer engagement. With this it can be concluded that 

customer engagement with the Tokopedia application can increase with the influence of good 

and clear information quality on the Tokopedia application. With this, Tokopedia must 

maintain or improve good and clear information quality in the application so that more users 

are enthusiastic in searching, evaluating alternatives, and making decisions to choose and buy 

products or transact on the Tokopedia application. 

 

Customer Engagement on Customer Loyalty 

Based on the data obtained from this study, it shows that customer engagement has a significant 

and positive influence on customer loyalty. This is indicated by the results of the path 

coefficient of 3.37 which is a positive number and has a t-value of 2.86 or more than 1.96 so 

that the hypothesis can be accepted. The accepted hypothesis is in accordance with research 

conducted by Xi & Hamari (2020) and research conducted by Strauss & Frost (2014) which 

shows 

that customer engagement has a significant and positive effect on customer loyalty. With this, 

it can be concluded that if the level of search, alternative evaluation, and decision-making 

increases to choose and buy products or transact on Tokopedia, it will create a close relationship 

between users and Tokopedia so that this closeness will create a sense of loyalty in the hearts 

of users. With this, Tokopedia must maintain or increase customer engagement by maintaining 

and improving service quality on the Tokopedia application so that users remain loyal to using 

the Tokopedia application when they want to buy products or make other transactions through 

e-commerce applications. 

 

User Interface Quality on Customer Loyalty 

Based on the data obtained from this study, it shows that user interface quality has no effect on 

customer loyalty. This is indicated by the results of the path coefficient of -0.13 which is a 

negative number and has a t-value of 0.79 or less than 1.96 so that the hypothesis proposed 

cannot be accepted. The accepted hypothesis is not in accordance with research conducted by 

Rendiansyah (2017) which shows that user interface quality has a significant and positive effect 
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on customer loyalty. Rejection of this hypothesis is supported by research results from 

Uluvianti et al. (2022) which shows that the factors that directly influence e-commerce 

consumer loyalty are e-service quality, trust, and satisfaction. 

 

Information Quality terhadap Customer Loyalty  

Based on the data obtained from this study, it shows that information quality has a significant 

and positive effect on customer loyalty. This is indicated by the results of the path coefficient 

of -0.12 which is a negative number and has a t-value of 1.71 or less than 1.96 so that the 

proposed hypothesis can be accepted. This hypothesis is inconsistent with research conducted 

by Khristianto (2011) and DeLone & McLean (2017) which shows that information quality has 

a significant and positive effect on customer loyalty. However, the rejection of this hypothesis 

is in accordance with research from Sanjaya (2022) that information quality has no effect on 

customer loyalty. The rejection of this hypothesis is also supported by research by Uluvianti et 

al. (2022) which shows that the factors that directly influence e-commerce consumer loyalty 

are e-service quality, trust, and satisfaction. 

 

User Interface Quality on Customer Loyalty through Customer engagement 

Based on the data obtained from this study, it shows that User Interface Quality has a significant 

and positive influence on customer loyalty mediated by customer engagement. This is indicated 

by the path coefficient of 0.36 which is a positive number and has a T-Value of 1.99 or more 

than 1.96. So that the hypothesis proposed can be accepted. Because H4 user interface quality 

affects customer loyalty. With this the H6 variable, namely user interface quality to customer 

loyalty, is fully mediated by customer engagement. Because with the customer engagement 

variable, user interface quality can have an influence on customer loyalty. This has never been 

found by researchers in previous studies. This study shows that user interface quality has a 

significant and positive effect on customer loyalty mediated by customer engagement. 

 

Information Quality on Customer Loyalty through Customer Engagement 

Based on the data obtained from this study, it shows that information quality has a significant 

and positive influence on customer loyalty. This is indicated by the results of a path coefficient 

of 1.91 which is a positive number and has a t-value of 2.84 or more than 1.96 so that the 

hypothesis proposed can be accepted. Because H5 information quality does not affect Customer 

Loyalty. With this the H7 information quality variable is fully mediated by customer 

engagement. Because with the customer engagement variable, information quality can have an 

impact on customer loyalty. The accepted hypothesis has never been found in previous studies. 

This study shows that user interface quality has a significant and positive effect on customer 

loyalty mediated by customer engagement. 

 

CONCLUSION 

Based on the results of the tests that have been carried out in this study, researchers can draw 

conclusions about the seven hypotheses that have been studied. The first hypothesis, namely 

"user interface has a positive effect on Tokopedia's customer engagement" is accepted. The 

results of this study indicate that user interface quality can influence Tokopedia's customer 

engagement. That the better the quality or the higher the usability level of the Tokopedia user 

interface, the higher the level of user involvement or Tokopedia customer engagement, both 

for searching, evaluating alternatives, and shopping or transacting through the Tokopedia 

application. The second hypothesis, namely "information quality has a positive effect on 
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Tokopedia's customer engagement" is accepted. The results of this study indicate that 

information quality can affect Tokopedia's customer engagement. That the better the quality of 

the information presented in the Tokopedia application, the higher the level of user 

involvement or Tokopedia customer engagement, starting from searching, evaluating 

alternatives, and shopping or transacting through the Tokopedia application. The third 

hypothesis, namely "customer engagement has a positive and significant effect on Tokopedia 

customer loyalty" is accepted. From the results of this hypothesis research, it shows that 

customer engagement can influence Tokopedia's customer loyalty. That if the level of user 

engagement or Tokopedia customer engagement is high, a sense of loyalty will arise in the 

hearts of Tokopedia application users. The fourth hypothesis, namely "user interface quality 

has a positive and significant effect on Tokopedia customer loyalty" is rejected. From the 

results of this hypothesis research, it shows that user interface quality cannot influence 

Tokopedia's customer loyalty. That the better the quality or the higher the usability level of the 

Tokopedia user interface, does not create a feeling of loyalty in the hearts of Tokopedia 

application users, but there are other factors that influence the loyalty of Tokopedia application 

users. The fifth hypothesis, "information quality affects Tokopedia customer loyalty" is 

rejected. The results of this hypothesis research show that information quality influences 

Tokopedia's customer loyalty. That the better the quality of the information presented in the 

Tokopedia application, the more comfortable users will be when using the Tokopedia 

application so that a sense of loyalty arises in the hearts of Tokopedia users and they will return 

to using Tokopedia for their shopping needs. The sixth hypothesis, namely "user interface 

quality has a positive and significant indirect effect on customer loyalty through Tokopedia 

customer engagement" is accepted. From the results of this study, it shows that user interface 

quality can influence customer loyalty which is mediated by customer engagement.  

 

 

BIBLIOGRAPHY 

 

Abbas, A. K., Aster, J. C., & Kumar, V. (2015). Buku Ajar Patologi Robbins (9th ed.). Elsevier 

Saunders. 

Abriya, W., Simadibrata, M. &, & Soemantri, D. (2021). Adaptasi Kuesioner Satisfaction 

Scale for E-Learning Process Versi Indonesia: Evaluasi Kepuasan Mahasiswa terhadap 

Pembelajaran 4C/ID. EJournal Kedokteran Indonesia, 9 (30), 169. 

Ahmad, A. H., Fauzi, R. U. A., Ditta, A. S. A., Idris, I., & Yazid, M. F. M. (2020). The Role 

of Perceived Benefits and Perceived Risks Towards the Consumers’ Purchase Intention 

Via E-Commerce: An Evidence From Indonesia. Solid State Technology, 63(2s), 3257. 

 Brodie, R. J., Fehrer, Jaakkola, Hollebeek, & Conduit. (2016). From customer to actor 

engagement: Exploring a broadened conceptual domain. 45th European Marketing 

Academy Conference (EMAC), 24–27. 

DeLone, W. H., & E.R. McLean. (2017). The DeLone and McLean Model of Information 

System Success : A Ten Year Update. Journal of Information System. 

Evans, J. M., Anderson, J., & Gilliland, S. (2018). The effects of a manager’s unfair customer 

treatment on service employee performance and perceived managerial trustworthiness. 

Social Justice Research, 31 No. 3, 260–289. 

Firmansyah, F., & Haryanto, R. (2019). Manajemen Kualitas Jasa (Vol. 113). Duta Media 

Publishing. 

Lorena, S. (2018). Pengaruh E-service Quality terhadap E-satisfaction yang berdampak pada 

E-loyalty (Studi pada Situs Belanja Online Bukalapak. com). Universitas Lampung. 



 
 International Journal of Current Economics & Business Ventures, 1 (3) 2023, 436-445 

 International Journal of Current Economics & Business Ventures 
https://scholarsnetwork.org/journal/index.php/ijeb 

 

 

 

Myers, B. A., & Rosson, M. B. (2018). Survey on User Interface Programming. Proceedings 

of ACM CHI’92 Conference, 195–202. 

Nugroho, D. (2016). Pengaruh Kepuasan Pada Loyalitas Yang Dimoderasi oleh Keyakinan. 

Riset Manajemen & Akuntansi, 7 No.1. 

Peter, S., DeLone, W., & McLean, E. (2018). Measuring information systems success: models, 

dimensions, measures, and interrelationships. European Journal of Information Systems, 

17, 236–263. 

Prisanti, M., Suyadi, I., & Arifin, Z. (2017). Pengaruh E-Service Quality dan E-Trus Terhadap 

E-Customer Satisfaction Serta Implikasinya Terhadap Ecustomer Loyality. Journal Of 

Business Studies, 2 No.1. 

Sugiyono. (2019). Metode Penelitian Kuantitatif, Kualitatif R&D. Alfabeta. 

Strauss, J., & Frost, R. (2014). E-marketing. Pearson Prentice Hall. 

Xi, N., & Hamari, J. (2020). Does gamification affect brand engagement and equity? A study 

in online brand communities. Journal of Business Research, 109, 449–460. 

Yuliana, Y. (2017). Upaya Membangun Loyalitas Konsumen Melalui Pendekatan Kualitatif 

Pada Kualitas Produk Dan Kualitas Pelayanan Di Fakultas Ekonomi Umn Al Washliyah 

Medan T.A 2013/2014 . Jurnal Penelitian Pendidikan Sosial Humaniora, 2 No.2. 

Zeithaml, Valarie A, & Bitner. (2016). Service Marketing 2nd edition : Integrating Cstomer 

Focus. Mc Graw Hill Inc. 
 


