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Abstract

The number of customers constantly changes for each marketplace in Indonesia, including
Tokopedia. Customers’ loyalty toward each marketplace determines this. This study aims to identify
the relationship between love and trust in customer loyalty towards Tokopedia. A purposive
sampling technique was applied, and samples of 274 participants were retrieved. The study’s data was
analyzed using multiple linear regression, which showed that love (decision/commitment (B = .736, p
< .05) and intimacy (B = .182, p < .05)) had a positive relationship with customer loyalty. In contrast,
the trust had no significant association with customer loyalty (B = -.066, p > .05). This indicates that
customer loyalty can be established through interpersonal relationships between sellers and buyers
in 2 marketplace. A trust may not necessarily have a direct role in shaping customer loyalty without
social attachment and interactive communication between sellers and buyers.
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Introduction

A We Are Social survey in April 2021 found that 88,1% of internet users in Indonesia have used e-
commerce platforms to purchase goods. Based on this data, Indonesia is ranked first in using e-

commerce platforms on a global scale (CNN, 2021).

Since 2020 businessmen have switched their business from offline to online; this may be because 50%

of business owners enhance their sales through digital media, such as e-commerce platforms or social
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media (Widyastuti, 2020). Based on the iPrice survey explained every year and every quartal, e-
commerce platforms in Indonesia have different ranks. For example, in 2019, Tokopedia was the
most popular e-commerce platform with 65.9 million visitors, which Shopee in the second rank of a
popular e-commerce platform (55.9 million visitors). Besides that, in 2020, when Covid-19 arose,

Shopee took first place with 129.3 million visitors, whereas Tokopedia took second place with

| 14.67 million visitors (Sirclo, 2020).

Nevertheless, the condition changed again, Tokopedia took first place with 149.6 million visitors, and
Shopee took second place (with 131.89 million visitors) (Dihni, 2022). The change of Tokopedia’s
customers to other shopping platforms and returning to Tokopedia is inevitable, and this may be
influenced by their lack of or existing customer loyalty. The loyalty program in Tokopedia will impact
customer loyalty; when the program of Tokopedia is no longer attractive, then the “loyalty” of
customers should fade (Evanschitzky et al., 2011). Moreover, Rizan et al. (2020) found that
Tokopedia may gain customers’ loyalty when customers’ expectations are met, in addition to the

quality of service that shapes customer loyalty towards a product or company.

Customer loyalty is a consumer’s attitude or behavior toward specific products or services, even when a
competitor’s business offers more beneficial options (Chen & Quester, 2015). Dick & Basu (1994)
described customer loyalty in their study as a relationship between relative attitudes and repeated
purchasing behavior. Relative attitudes are a customer’s views or evaluations toward certain
brands/stores/vendors/services. Loyalty is established when a customer possesses high relative
attitudes and often repurchases. Relative attitude has two dimensions, the extent of attitude strength
(extremity) and the extent of attitude difference. The consumer will have high relative attitudes when
they have solid attitudes and can differentiate each targeted brand/store/vendor/service from others.
Martinez & Rodriguez del Bosque (2013) also asserted that attitudes become an important issue in
determining the establishment of customer loyalty. Customer loyalty does not have an explicit
conceptual definition, but some researchers will combine the instruments developed Sirdeshmukh et al.

(2002); Zeithaml et al. (1996) to define and measure customer loyalty.
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Each consumer’s experience results from temporary emotions and will impact the development and
reinforcement of relationships until loyalty is established (Berscheid, 2010; Chen & Quester, 2015).
Chen & Quester (2015) found that between love and trust, a customer’s experience of love generates
a more substantial impact compared to trust. The concept of love in service or commercial contexts
significantly contributes to understanding business relations, particularly in the marketing field (Beetles
& Harris, 2010; Chen & Quester, 2015). Consumer behavior toward brands/stores/vendors/services in
itself is insufficient in establishing satisfaction and loyalty for them to not purchase from other
brands/stores/vendors/services, but evidently, love plays a substantial role in consumers’ loyalty
(Carroll & Ahuvia, 2006; Sarkar, 201 |; Sarkar et al.,, 2012). The love that emerges is caused by the
consumer’s experience of gaining respect toward certain brands/stores/vendors/services (Sarkar,

2011).

The love theory used in this study is based on Sternberg's (1986) theory that explains interpersonal
relations from a psychological perspective and is categorized into three aspects, being intimacy,
passion, and decision/commitment. Intimacy is a feeling of closeness, connection, and bond that
emerges from an individual's emotional investment in a relationship. Passion is the analysis and
response toward the needs of others and the actions done to meet such needs. Passion may emerge
due to an individual's motivation to be in a relationship through psychological and physical stimulation
to be with another person. At the same time, decision/commitment is the short-term decision to
love and be committed to maintaining loving feelings for longer terms. Commitment cannot be
established in itself, but it requires effort and other related issues, especially in marketing (Chen &
Quester, 2015). In this study, love is described as a customer's experience of love when feeling
connected to Tokopedia to the extent that it generates customer loyalty. Prior studies rarely utilize
all three aspects of Sternberg's (1986) love theory that illustrates customers' interpersonal relations

with brands/stores/vendors/services (Aboulnasr & Tran, 2020; Sarkar, 201 |; Song et al., 2019).
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According to several researchers, aside from love, it was also found that trust plays a critical role in
establishing customer loyalty to develop long-term business relations (Bove & Johnson, 2006;
Castaldo, 2007; Doney & Cannon, 1997). Doney & Cannon (1997) defined trust as the credibility
(expectations of written or verbal agreements provided by brands/stores/vendors/services that can
be relied upon) and existence of benevolence (brands/stores/vendors consider the comfort of other
brands/stores/vendors/services rather than their personal interests) experienced by the trustee.
Trust can be built when customers and sellers have intensive interactions. Various studies have
explained that trust is directly related to customer loyalty (Macintosh & Lockshin, 1997), while
others state that the relationship is indirect (Doney & Cannon, 1997; Sirdeshmukh et al.,, 2002), or

may have no relationship at all (Foster & Cadogan, 2000; Kaur & Soch, 2018; Tabrani et al., 2018).

Based on the evidence above, studies on love and trust and customer loyalty that is concurrently
examined is still limited, as most research focus on brand trust and brand love (Irwinsyah &
Nurlatifah, 2020; Riorini, 2017; Sidabutar & Dharmayanti, 2015). This study tests the relative
contribution of love and trusts toward Tokopedia's customer loyalty. Loyalty will touch customers'
emotions and impact the quality of the relationship between customer and company to bring up

future sales. Hence, the study hypothesizes that:

There is an association between love and trust with Tokopedia's customer loyalty.

Method
Participants

A total of 274 participants (187 females and 87 males) were obtained, and purposive sampling was
used to determine the study’s samples. Purposive sampling is a nonrandomized sampling technique
that is used to obtain participants according to predetermined criteria (Neuman, 2014). Participant
criteria in this study were: Tokopedia users aged [8-25 years in 2021, with at least two transactions

in the past 6 months on Tokopedia, have used the chat feature to interact with sellers, and reside in
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various cities across Indonesia. Data was collected online from September to October 2021.

Measurements
This study used three instruments to examine customer loyalty, love, and trust. The instrument used
for customer loyalty was a scale developed by Martinez & Rodriguez del Bosque (2013). This

instrument consists of 4 favorable items, answered on a 7-point Likert scale ranging from for
highly disagree to "7" for highly agree. An item example is "I use Tokopedia as my first choice,
compared to other shopping platforms"”. The Cronbach's alpha for this instrument is 0,776; the

average variance extracted (AVE) = 0.63.

he instrument of love will use the adaptations of Chen & Quester's (2015) scale comprising 17
favorable statements. This scale is answered on a 5-point Likert scale ranging from "I" for highly
disagree to "5" for highly agree. An item example is, "l receive a lot of assistance and support from
Tokopedia sellers to find the items | need". The Cronbach's alpha for this instrument is 0,896; the

average variance extracted (AVE) = 0.56.

The final measurement is trust, using adaptations of Chen & Quester's (2015) scale consisting of 3

favorable items. This scale is answered on a 5-point Likert scale ranging from for highly disagree
to "7" for highly agree. An item example is "Sellers at Tokopedia cannot be trusted". The Cronbach's

alpha for this instrument is 0,750; the average variance extracted (AVE) = 0.56.

Data analysis
This study applies a quantitative design through a survey method with multiple linear regression as an

analytical technique.
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Result

This study’s demographic data can be seen in Table I, consisting of age, status, monthly income,
monthly expenses, average monthly expenditure on Tokopedia, frequency of purchasing goods on
online shops, types of goods purchased, most favorite online shop, the reason for choosing their
preferred online shopping platform, and reason for trusting their preferred online shopping platform.
Most participants were aged 25 years, 74 persons (27%), and were currently university students
(59,1%). Participants’ average monthly income was > | million Rupiah among |16 people (42,3%),
with an average monthly expenditure of > | million Rupiah among 124 people (45,3%). In contrast,
the average monthly expenditure on Tokopedia was less than 500 thousand Rupiah among 203
people (74.1%). The average frequency of purchasing goods via online shops is |-2 times per month

(39,4%).

The type of goods purchased by the participants is mostly beauty products (120 people) and
electronics (100 people). On average, participants (36.9%) mainly preferred Shopee as their online
shopping platform and used Shopee more often (58%). The majority of participants also stated their
reasons for always preferring their leading online shopping platform were pricing (177 people) and
promotion (164 people). The reason why participants trust their preferred online shopping platform
is due to store and or product reviews (25,3%), having the experience purchased from the same

place (22,7%), and security and warranty reasons (21,7%).
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Demographic data (N=274)
Demography Group Frequency Percentage (%)
18 24 8.8
19 36 13.1
20 33 12
21 66 24.1
Aee 2 17 622
23 10 3.6
24 14 5.1
25 74 27
University student 162 59.1
Employed 94 347
Student 5 1.82
Housewife 7 2.6
Status . .
University student and | 0.4
employed
Seeking employment I 0.4
No answer 4 I.1
< | million 116 423
I-3 million 55 20.1
Monthly income 4-6 million 55 20.1
7-9 million 24 8.8
> 10 million 24 8.8
< | million 124 453
[-3 million 102 37.2
Monthly expense 4-6 million 35 12.8
7-9 million 7 2.6
> 10 million 6 2.2
< 500 thousand 203 74.1
Average monthly 500 thousand — | million 51 18.6
. | million — 3 million 17 6.2
expenditure on 3 million — 5
Tokopedia . 2 0.7
million
> 5 million I 0.4
< | times 40 14.6
Frequency of purchasing [-2 times 108 394
goods from online shops 3-4 times 70 255
> 4 times 56 204
Types of goods purchased Fashion 151 23.7
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Demography Group Frequency Percentage (%)
(allowed to select more Beauty products 120 18.8
than ) Electronics 100 15.7
Food and beverages 96 15.0
Household products 76 1.9
Health products 63 9.9
Hobby I5 24
Books 10 1.6
Stationary 5 0.8
Office supplies 2 0.3
Tokopedia 83 30.3
Preferred online Shopee 10l 369
shopping platform Bukalapak 4 5.
Lazada 9 33
Others 67 245
Tokopedia 113 41.2
Most frequently used Shopee 159 58.0
online shopping platform Instagram I 0.4
Lazada I 0.4
Harga 177 22.1
Promotions 164 204
Item variety 139 17.3
Services 117 14.6
Security and warranty 103 12.8
Reason for choosing the Availability of preferred 82 10.2
. . store
preferred online shopping Good and user-friendly
platform 13 1.6
ul
Familiar with the platform 4 0.5
Available payment ) 02
methods
Other people’s | ol
recommendation
Store or product reviews 171 253
Have purchased from the 154 297
Reason for trusting the same place
preferred online shopping Security and warranty 147 21.7
platform Trusted store/seller 138 20.4
Recommendation from 67 9.9

family or close friends
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This study applies multiple linear regression to test the hypothesis, being love and trust with

customer loyalty.

Table 2
Results of regression analysis between love, trust, and customer loyalty

Customer loyalty

Variable B SEB B
Love .282 .0l6 729%*
Trust -.132 .083 -.066
R2 .533
F 154.84**
**p<.001
Table 3

Regression analysis for love dan customer loyalty

Customer loyalty

Variable
B SEB B

Love
Intimacy 233 .092 .182*
Passion -.109 .067 -1
Decision 715 .055 736%%*
R2 .635
F 156.808**

*p<.001, *p<.05

Table 2 shows that love has a positive correlation with customer loyalty (B = .729; p < 0.01), but no
correlation was found between trust and customer loyalty (B = -.066; p > 0,05). The data above also
indicated the role of love and trust that contributed to customer loyalty at up to 53,3%. Table 3

presents the role of each aspect of love, and the results show that decision/commitment has the
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strongest correlation compared to the remaining aspects (B = .736; p < .001). Intimacy also showed a
correlation with customer loyalty (B = .182; p < .05), whereas passion showed no correlation with
customer loyalty (B = -.111; p > .05). All three aspects of love contributed to customer loyalty at up to
63,5%. This study applies multiple linear regression to test the hypothesis, being love and trust with

customer loyalty.

Discussion

This study was conducted to provide an account of customers' reasons for remaining loyal toward certain
brands/stores/vendors/services as observed through interpersonal relations through love and trust. Based
on the hypothesis testing, love is positively associated with customer loyalty. However, trust showed no
association with customer loyalty, so it is conclusive that the study's hypothesis is rejected. Customer
loyalty will not be recognized by relative attitude and repeated purchases, whereas the outcome bypasses a
consumer's psychological commitment to the brands/stores/vendors/services. Besides that, customer
loyalty is also the cognitive level considering satisfaction, trust, and perception of
brands/stores/vendors/services offered (Nguyen et al., 2013). Chen & Quester (2015) asserted that the
repeated experience of love through interpersonal relations between customers and sellers might
reinforce the establishment of customer loyalty. In other words, when love is present in a relationship,
individuals will possess a strong motivation to maintain such long-term relationships as a form of

commitment and loyalty.

Based on the results, it was also found that love and trust effectively contributed to customer loyalty at
up to 53,3%, but only love played a substantial role. Relative attitudes and repeated purchasing
behavior as a form of customer loyalty (Dick & Basu, 1994) may emerge due to the experience of love
(Chen & Quester, 2015). The customers’ experience can be understood from the three aspects of
Sternberg (1986): intimacy, passion, and decision/commitment. Intimacy refers to the feeling of
connection, closeness, and bond. Passion refers to the analysis and response to the needs of another

person and the actions taken to fulfill those needs. Decision/commitment refers to the short-term

10



Journal of Educational, Health and Community Angelie,
Psychology Vol 12, No |, 2023 E-ISSN 2460-8467 Elgeka,

Tjahjoanggoro.

decision to love and the commitment to maintain that love long-term through actions. In this study,
two aspects played a role in shaping customer loyalty: decision/commitment (8 = .736) and intimacy (f

=.182), while passion showed no contribution at all.

Chen & Quester's (2015) study showed that decision/commitment had the strongest relationship in
accounting for customers' experience of love with sellers of brands/stores/services, which leads to
customer loyalty. Decision/commitment can be shaped when individuals make short-term decisions
to love certain brands/stores/vendors/services to establish long-term commitment (Sternberg, 1986).
Marketing is the primary key for customers to continuously be committed and loyal towards a
certain brand/store/vendor/service (Chen & Quester, 2015). According to demographic data, 20,4%
of consumers use certain online shops as their preferred shop due to promotional offers. However,
based on this data, most participants were Shopee users rather than Tokopedia users. This study's
findings explain how customer loyalty (to the extent of repurchasing behavior) is not only sometimes
even by satisfaction. However, it may be caused by the lack of alternatives, comfort, or habitual
reasons (Martinez & Rodriguez del Bosque, 2013). Customer loyalty may be established when
consumers have high relative attitudes and strong attitudes while also being able to distinguish each

targeted brand/store/vendor/service from others (top of mind) (Dick & Basu, 1994).

Intimacy can be shaped when feelings of closeness, connection, and bonding result from an individual’s
emotions while in a relationship (Sternberg, 1986). Additionally, intimacy will result in customers’
word-of-mouth and elicit the desire to repurchase, thus establishing loyalty (Brock & Zhou, 2012).
The demographic data also shows reasons for customers’ trust toward their preferred online shop,
which were store or product reviews at 25,3%, aside from previously purchased from the same store
at 22,7%. Word of mouth will occur when customers have intimacy with a
brand/store/vendor/service they have previously used, whereby such customers will advocate for

such brands/stores/vendors/services (Fullerton, 201 |; Hennig-Thurau et al., 2002).

This study's passion findings do not align with Chen & Quester's (2015) study, which found a

11
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correlation between passion and customer loyalty. However, in this study, passion had no significant
positive correlation with customer loyalty. Passion results from an individual's analysis and response
toward certain needs that elicit their behavior to meet such needs (Sternberg, 1986). Passion is also an
individual's internal motivation to unite with other parties through psychological and physiological
stimuli. Passionate customers will rarely appear in certain brands/stores/vendors/services because,
generally, they will question whether the frequently visited brands/stores/vendors/services are
irreplaceable or suites their needs (Fleming et al., 2005). When such customers are found, it surely
makes them lifelong or loyal, and they will be of high value to a brand/store/vendor/service. Because of
the demographic data, it was identified that the most frequently used online shopping platform was

Shopee (58%), and the most preferred platform was Shopee (36,9%).

In comparison, the reason why participants preferred Shopee was its pricing (22,1%), promotion
(20,4%), item variety (17,3%), and service (14,6%). Noyan & Simsek (2014) explained that the
antecedents of customer loyalty are comparative price perceptions, discount perceptions, product
quality perceptions, service quality perceptions, value perceptions, and customer satisfaction. Based on
the data demographic above, the primary needs of Indonesia's online customers may have formed a

certain degree of passion which helped establish customer loyalty.

Prior research has found that trust may either have a direct correlation with customer loyalty
(Macintosh & Lockshin, 1997), an indirect correlation (Doney & Cannon, 1997; Sirdeshmukh et al.,
2002), or no correlation at all (Foster & Cadogan, 2000; Kaur & Soch, 2018; Tabrani et al., 2018). This
study revealed no correlation between trust and customer loyalty (8 = -.066). In some studies, trust
has been described as the antecedent of customer loyalty, but not quite its main antecedent, but other
mediators or moderators are required. Trust has no attachment or social relational role for it to
generate customer loyalty, whereby the role of social attachment and interactive communication
between a seller and buyer will bridge the establishment of customer loyalty (Doney & Cannon, 1997;

Kaur & Soch, 2018; Lin et al., 2018; Ponder et al., 2016; Sirdeshmukh et al., 2002; Tabrani et al.,, 2018;

12
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Veloutsou, 2015). Without intimacy between a seller and buyer, the development of trust will have

limited advantages and may not yield long-term relations (customer loyalty).

Conclusion

Customer loyalty is an important issue in Indonesian marketplaces, particularly Tokopedia, in which
having loyal customers is the ultimate goal of each marketplace. This study found that love, through
decision/commitment and intimacy, may result in the establishment of customer loyalty, particularly
when sellers and buyers have good interpersonal relations. A trust may not only directly contribute to
shaping customer loyalty without attachment or social relations and interactive communication
between sellers and buyers. Furthermore, fulfilling customers’ needs becomes the main issue that may
determine how customers will remain loyal and willing to continue using previous

brands/stores/vendors/services.

This study may be an overview of the meaning of customer loyalty from a psychological perspective,
particularly love (interpersonal relationship), which is rarely studied in Indonesia. It may also explain
the role of trust more clearly in the context of customer loyalty. Tokopedia, as the marketplace being
examined, may review its features or services provided on whether it can fulfill its customers’ needs,
particularly regarding building interpersonal relations between sellers and buyers. Additionally,
customer advocacy is the best way for Tokopedia to make its customers more loyal. For future
research, it is recommended to further investigate the antecedents of customer loyalty in addition to
love and trust, particularly when it may relate to the customs and belief systems of Indonesian

societies.

References

Aboulnasr, K., & Tran, G. A. (2020). Is love really blind? The effect of emotional brand attachment on
the perceived risk of really new products. Journal of Product and Brand Management, 29(1), 81-96.

13



Journal of Educational, Health and Community Angelie,
Psychology Vol 12, No |, 2023 E-ISSN 2460-8467 Elgeka,

Tjahjoanggoro.

https://doi.org/10.1108/JPBM-09-2018-2005

Beetles, A. C., & Harris, L. C. (2010). The role of intimacy in service relationships: An exploration.
Journal of Services Marketing, 24(5), 347—-358. https://doi.org/10.1108/0887604101 1060459

Berscheid, E. (2010). Love in the fourth dimension. Annual Review of Psychology, 61, 1-25.
https://doi.org/10.1 146/annurev.psych.093008.1003 18

Bove, L. L, & Johnson, L. W. (2006). Customer loyalty to one service worker: Should it be
discouraged? International  Journal  of  Research in  Marketing,  23(1), 79-9I.
https://doi.org/10.1016/j.ijresmar.2006.01.007

Brock, J. K. U., & Zhou, J. Y. (2012). Customer intimacy. Journal of Business and Industrial Marketing,
27(5), 370-383. https://doi.org/10.1108/08858621211236043

Carroll, B. A., & Ahuvia, A. C. (2006). Some antecedents and outcomes of brand love. Marketing Letters,
17(2), 79-89. https://doi.org/10.1007/s11002-006-4219-2

Castaldo, S. (2007). Trust in market relationships. In Trust in Market Relationships. Edward Elgar
Publishing, Inc. https://doi.org/10.4337/9781847208576

Chen, S.-C., & Quester, P. G. (2015). The relative contribution of love and trust towards customer
loyalty. Australasian Marketing Journal, 23(1), 13—18. https://doi.org/10.1016/j.ausmj.2014.12.003

CNN, I (2021). 88,1 Persen  pengguna  internet  belanja  dengan  e-commerce.
https://www.cnnindonesia.com/ekonomi/2021 | | | | 123945-78-719672/88 | -persen-pengguna-
internet-belanja-dengan-e-commerce#:~:text=Dari jumlah itu%2C terdapat |129,mencapai Rp266
triliun tahun lalu.

Dick, A. S., & Basu, K. (1994). Customer loyalty: Toward an integrated conceptual framework. Journal
of the Academy of Marketing Science, 22(2), 99—-113. https://doi.org/10.1177/009207039422200 1

Dihni, V. A. (2022). Tokopedia, e-commerce dengan pengunjung terbanyak pada 2021. Databoks.
https://databoks.katadata.co.id/datapublish/2022/04/|2/tokopedia-e-commerce-dengan-
pengunjung-terbanyak-pada-2021

Doney, P. M., & Cannon, J. P. (1997). An examination of the nature of trust in buyer-seller relationship.
Journal of Marketing, 61(2), 35-51.

Evanschitzky, H., Ramaseshan, B., Woisetschlager, D. M., Richelsen, V., Blut, M., & Backhaus, C. (201 1).
Consequences of customer loyalty to the loyalty program and to the company. Journal of the
Academy of Marketing Science, 40(5), 625-638. https://doi.org/10.1007/s11747-011-0272-3

Fleming, J. H., Coffman, C., & Harter, J. K. (2005). Manage your human sigma. Harvard Business Review,
83(7), 106—114. https://doi.org/10.1 109/EMR.2006.1679076

Foster, B. D., & Cadogan, ). W. (2000). Relationship selling and customer loyalty: an empirical
investigation. Marketing Intelligence & Planning, 18(4), 185-199.
https://doi.org/10.1108/02634500010333316

Fullerton, G. (2011). Creating advocates: The roles of satisfaction, trust and commitment. Journal of
Retailing and Consumer Services, 18(1), 92—100. https://doi.org/10.1016/j.jretconser.2010.10.003

Hennig-Thurau, T., Gwinner, K. P., & Gremler, D. D. (2002). Understanding relationship marketing
outcomes: An integration of relational benefits and relationship quality. Journal of Service Research,
4(3), 230-247. https://doi.org/10.1177/1094670502004003006

Irwinsyah, H., & Nurlatifah, H. (2020). Analisis pengaruh brand trust, product factor, dan sales

14



Journal of Educational, Health and Community Angelie,
Psychology Vol 12, No |, 2023 E-ISSN 2460-8467 Elgeka,

Tjahjoanggoro.

promotion terhadap customer loyalty melalui purchase decision di Matahari Departement Store.
Jurnal Al Azhar Indonesia Seri llmu Sosial, I(1), 19-28. https://doi.org/10.36722/jaiss.v1il.457

Kaur, H.,, & Soch, H. (2018). Satisfaction, trust and loyalty: investigating the mediating effects of
commitment, switching costs and corporate image. Journal of Asia Business Studies, 12(4), 361-380.
https://doi.org/10.1108/JABS-08-2015-0119

Lin, L., Osman, Z., & Wang, S. (2018). Indirect effect on trust on customer satisfaction and customer
loyalty relationship in Malaysian Airline Industry. Journal of Economics and Business, [(2), 134—142.
https://doi.org/10.31014/aior.1992.01.02.12

Macintosh, G., & Lockshin, L. S. (1997). Retail relationships and store loyalty: A multi-level perspective.
International Journal of Research in Marketing, 14(5), 487—497. https://doi.org/10.1016/s0167-
8116(97)00030-x

Martinez, P., & Rodriguez del Bosque, I. (2013). CSR and customer loyalty: The roles of trust, customer
identification with the company and satisfaction. International Journal of Hospitality Management, 35,
89-99. https://doi.org/10.1016/j.ijhm.2013.05.009

Neuman, W. L. (2014). Social research methods: Qualitative and quantitative approaches. In Pearson
New International Edition (Seventh). Pearson Education Limited. https://doi.org/10.2307/321 1488

Nguyen, N., Leclerc, A., & LeBlanc, G. (2013). The mediating role of customer trust on customer
loyalty. Journal of  Service Science and Management, 06(01), 96—109.
https://doi.org/10.4236/jssm.2013.61010

Noyan, F., & Simsek, G. G. (2014). The antecedents of customer loyalty. Procedia - Social and Behavioral
Sciences, 109(2002), 1220—1224. https://doi.org/10.1016/j.sbspro.2013.12.6 15

Ponder, N., Holloway, B. B., & Hansen, J. D. (2016). The mediating effects of customers’ intimacy
perceptions on the trust-commitment relationship. Journal of Services Marketing, 30(l), 75-87.
https://doi.org/10.1108/)]SM-04-2014-01 17

Riorini, S. V. (2017). Peran brand loyalty sebagai mediator antara brand love dan brand trust konsumen
Usaha Jasa Perjalanan Wisata. Jurnal Manajemen, XXI(01), 55-70.

Rizan, M., Febrilia, ., Agus, W., & Pratiwi, R. D. R. (2020). Antecedents of customer loyalty: Study from
the Indonesia’s largest e-commerce. The Journal of Asian Finance, Economics and Business, 7(10),
283-293. https://doi.org/10.13106/jafeb.2020.vol7.n10.283

Sarkar, A. (2011). Romancing with a brand: A conceptual analysis of romantic consumer-brand
relationship. Management & Marketing, 6(1), 79-94. http://econpapers.repec.org/article/

Sarkar, A., Ponnam, A., & Murthy, B. K. (2012). Understanding and measuring romantic brand love.
Journal of Customer Behaviour, | |(4), 325-348. https://doi.org/10.1362/147539212x

Sidabutar, C. B., & Dharmayanti, D. (2015). Analisa pengaruh brand experience terhadap customer
loyalty melalui brand trust, customer satisfaction dan customer intimacy sebagai variable
intervening pada Kiehl’s Surabaya. Jurnal Manajemen Pemasaran Petra, 1(1), I-10.

Sirclo.  (2020). Jumlah pengguna e-commerce Indonesia di tahun 2020 meningkat pesat.
https://www.sirclo.com/blog/jumlah-pengguna-e-commerce-indonesia-di-tahun-2020-meningkat-
pesat/

Sirdeshmukh, D., Singh, J., & Sabol, B. (2002). Consumer trust, value, and loyalty in relational
exchanges. Journal of Marketing, 66(1), 15-37. https://doi.org/10.1509/jmkg.66.1.15.18449

15



Journal of Educational, Health and Community Angelie,
Psychology Vol 12, No |, 2023 E-ISSN 2460-8467 Elgeka,

/ ‘I‘ Tjahjoanggoro.

Song, H. J.,, Wang, J. H., & Han, H. (2019). Effect of image, satisfaction, trust, love, and respect on
loyalty formation for name-brand coffee shops. International Journal of Hospitality Management,
79(December 2018), 50-59. https://doi.org/10.1016/j.ijhm.2018.12.01 |

Sternberg, R. J. (1986). A triangular theory of love. Psychological Review, 93(2), 119-135.
https://doi.org/10.4324/978020331 1851

Tabrani, M., Amin, M., & Nizam, A. (2018). Trust, commitment, customer intimacy and customer
loyalty in Islamic banking relationships. International Journal of Bank Marketing, 36(5), 823-848.
https://doi.org/10.1108/1)BM-03-2017-0054

Veloutsou, C. (2015). Brand evaluation, satisfaction and trust as predictors of brand loyalty: the
mediator-moderator effect of brand relationships. Journal of Consumer Marketing, 32(6), 405—421.
https://doi.org/10.1 108/JCM-02-2014-0878

Widyastuti, R. A. Y. (2020). Riset SEA Insights: 45 persen pengusaha aktif berjualan online.
https://bisnis.tempo.co/read/ | 360485/riset-sea-insights-45-persen-pengusaha-aktif-berjualan-
online

Zeithaml, A., Berry, L., & Parasuraman, A. (1996). The behavioral consequences of service quality.
Journal of Marketing, 60, 31—46.

16



55N DA 3127 [ESN ondme Y0 7500

LIAD PRESS



Editorial Team

1of1

http://journal.uad.ac.id/index.php/Psychology/about/editorial Team

1960

HOME ABOUT LOGIN REGISTER SEARCH

ANNOUNCEMENTS

CURRENT ARCHIVES

Home > About the Journal > Editorial Team

Editorial Team

Editor in Chief

Triantoro Safaria. PhD., Ahmad Dahlan University, Indonesia

Editorial Board

Dr. Ghouwa Ismail, Dr. Ghouwa Ismail Institute for Social and Health Sciences University Of South Africa (UNISA),
South Africa

Dr. Khaoula MAMMAD, Ibn Tofail university, Morocco

Dr. Nyuiemedi Agordzo Edoh-Torgah, University of Education, Winneba Ghana, Ghana

Prof. Dr. Mohammad Nubli, Faculty of Human Science University Pahang Malaysia Malaysia, Malaysia

Dr. Elli Nur Hayati, Faculty of Psychology Universitas Ahmad Dahlan Yogyakarta, Indonesia

Dr Siti Urbayatun, Fakultas Psikologi Universitas Ahmad Dahlan, Indonesia

Prof. Dr. Mandy Morgan, School of Psychology Massey University, New Zealand

Prof. Dr. Adrian A Kaptein, Medical School Leiden University Medical Center Netherland

Prof. Dr. Yasuyuki Fukukawa, School of Humanities and Social Sciences School of Psychology Waseda University Japan

Reviewers

Meilani Rohinsa, Fakultas Psikologi Universitas Kristen Maranatha, Indonesia

Mr Dominikus David Biondi Situmorang, (Scopus ID: 57218925693), Program Studi Bimbingan dan Konseling,
Universitas Katolik Indonesia Atma Jaya, Indonesia

endang_prastuti, Faculty of Psychology Malang State University, Indonesia

Annastasia Ediati, Fakulas Psikologi Universitas Diponegoro, Indonesia

Mrs Idha Rahayuningsih, Fakultas Psikologi Universitas Muhammadiyah Gresik, Indonesia

Mr Yudho Bawono, Lecturer of Psychology Study Program, Department of Social and Cultural Sciences, Faculty of Social

and Cultural Sciences, Universitas Trunojoyo Madura, Indonesia

Mr. Siddharth Garg, Indian Institute of Management Bangalore, India
Muhammad Aledeh, Austria

Nikita Khatri, Faculty of Psychology University of British Columbia, India
Ratih Arruum Listiyandini, Universitas YARSI, Indonesia & UNSW Sydney, Australia

aida mehrad, Universitat AutA2noma de Barcelona, Spain

Dr. Ahmad Muhammad Diponegoro, Fakultas Psikologi Universitas Ahmad Dahlan Yogyakarta, Indonesia

Rasoul heshmati, Iran, Islamic Republic of

unika prihatsanti, Psychology Faculty, Diponegoro University

Mrs Siti Muthia Dinni, Ahmad Dahlan University, Indonesia

Karel Karsten Himawan, Universitas Pelita Harapan, Indonesia

Ibrahim Yusuf, Faculty of human ecology, University putra Malaysia, Nigeria

Ruseno Arjanggi, College of Psychology, Sultan Agung Islamic University

Absar Ahmad, Giri Institute of Development Studies,Aliganj Sector O, Lucknow,226024, India

Dr. Fatwa Tentama, (SCOPUS ID: 57190063333, WoS ID: AAB-2649-2020) Universitas Ahmad Dahlan, Indonesia
Dr Sri W Rahmawati, University of Tama Jagakarsa, Indonesia

Dr. Ika Novitaria Marani, Universitas Negeri Jakarta, Indonesia

vahid momtaz, Department of Human Development and Family Studies, Faculty of Human Ecology, Universiti Putra
Malaysia, Malaysia

Assistant Editor

Diana Putri Arini, Universitas Katolik Musi Charitas, Indonesia

Deputy Chief Editor

Dr. Nurul Hidayah, Ahmad Dahlan University, Indonesia

Assistent Journal manager

Ismira Dewi, Ahmad Dahlan University

JOURNAL OF EDUCATIONAL, HEALTH, COMMUNITY PSYCHOLOGY
Program Pascasarjana Magister Psikologi

Universitas Ahmad Dahlan Yogyakarta

Penerbit UAD Press

ISSN Printed 2088-3129 ISSN Online 2460 8467
EMAIL: jehcp@psy.uad.ac.id

SNl

This work is licensed under a Creative Commons Attribution-ShareAlike 4.0 International License.

View My Stats

QUICK LINKS

« Author Guideline

« Editorial Boards

» Reviewers

« Online Submissions

« Abstracting and
Indexing

» Publication Ethics

= Visitor Statistics

« Contact Us

TEMPLATE
A ) .
ourna

Template

USER

Usemame|
Password [
] remember me

Login I
TOOLS

SCREENED BY

4/ iThenticate
Probeviaral Pagarm P

R MENDELEY

JOURNAL CONTENT

Search

|

Search Scope
Al v

Search

Browse
= By Issue
» By Author
« By Title
» Other Journals

FONT SIZE

4/5/2023,9:11 AM



VOL 12 NO 1 MARCH 2023

1 of2

http://journal.uad.ac.id/index.php/Psychology/issue/view/1115

L HOME ABOUT LOGIN REGISTER SEARCH CURRENT ARCHIVES J
ANNOUNCEMENTS
Home > Archives > VOL 12 NO 1 MARCH 2023
Table of Contents
Articles
PDE
“I Won't Shop Anywhere Else!”: Tokopedia Customer’s Love and Trust
Monica Pricilia Angelie, Honey Wahyuni Sugiharto Elgeka, Anton Johannes Tjahjoanggoro 1-16
Can Learning Agility Predict Students’ Academic Burnout During Distance PDE
Learning
Putri Adinda Novianti, Whisnu Yudiana, Shally Novita 17-32
Psychometric Properties of a Newly Online Work Aptitude Test: Faxtor’s PDE
Endurance and Speed Test
Whisnu Yudiana, Aryo Bimo Adjie, Nadim Alfan Assa, Anjar Karta Putra 33-51
PDE
The Effect of Hope and Self-Efficacy on Employee Burnout
Muhammad Fabian Alif, Retno Firdiyanti, Djudiyah Djudiyah 52-77
The Role of Work Engagement as Moderator of Perceived Stress toward PDE
Innovative Work Behavior
Astika Syafitri, Arum Etikariena 78-106
A Qualitative Study to Explore the Construct of Communication Skills in PDE
Middle Childhood
Agnes Indar Etikawati, Ratri Sunar Astuti, Monica Eviandaru Madyaningrum 107-127
The Early-Stage Development and Content Validity Examination of Ubaya OF
Vocational Interest Inventory o
Artiawati Artiawati, Ni Putu Adelia Kesumaningsari, Darmawan Muttaqgin, Aniva Kartika, 128-141
Krismasita Surya Putri, Maria Fransisca Tiara Paramita, Ady Putra, Felix Handani,
Alexander Yohan
Problematic Smartphone Use in Adolescents: Are Parents’ Digital
Competence, Parents’ Negative Attitudes, and Perceived Parental Efficacy PDE
Important?
Arsy Amaryllis Almatin, Shally Novita, Fitri Ariyanti Abidin 142-158
Adaptation of The Career Decision Ambiguity Tolerance Scale EDE
Dian R Sawitri, Novi Qonitatin, Ika Febrian Kristiana, Unika Prihatsanti, Kholifah Umi 159-176
Sholihah, Talitha Lintang Pertiwi
PDE
Empathic Communication Training to Increase Family Resilience
Mutingatu Sholichah, Sri Kushartati 177-199
Examining the Levels of Depression among University Students during the PDE
Final Assignment
Nurhalijah Munthe, Muhammad Putra Dinata Saragi 200-219
Phubbing in Millennial Generation: Influence of Fear of Missing Out and Self PDE
Control
Balgis Permata Hikmah, Soerjantini Rahaju, Taufik Akbar Rizqgi Yunanto 220-235
ADHD among Indonesian Primary School Students: Measurement and PDE
Prevalence
Supra Wimbarti, Sri Kusrohmaniah 236-251
Online-Based MBSR Group Intervention to Reduce Anxiety and Perceived PDFE
Stress in Scholars Who Work on Undergraduate Thesis
Fionna Gracia, Dini Rahma Bintari 252-274

JOURNAL OF EDUCATIONAL, HEALTH, COMMUNITY PSYCHOLOGY
Program Pascasarjana Magister Psikologi

Universitas Ahmad Dahlan Yogyakarta

Penerbit UAD Press

ISSN Printed 2088-3129 ISSN Online 2460 8467
EMAIL: jehcp@psy.uad.ac.id

QUICK LINKS

« Author Guideline

« Editorial Boards

» Reviewers

« Online Submissions

« Abstracting and
Indexing

» Publication Ethics

= Visitor Statistics

« Contact Us

TEMPLATE
A ; ;
ourna
Template

USER

Usemame|
Password [
] remember me

_Login |

JOURNAL CONTENT

Search

|

Search Scope
(Al v

Search

Browse
= By Issue
» By Author
« By Title
» Other Journals

FONT SIZE

CURRENT ISSUE

4/5/2023, 9:08 AM



