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Abstract

In the rapidly evolving digital landscape, the surge in e-commerce transactions underscores the need for innovative strategies to enhance user
satisfaction, trust, and sustainable app usage. This research focuses on the Midi Kriing App, operated by PT Midi Utama Indonesia Thk, a key
player in the e-commerce industry. The study aims to bridge knowledge gaps by investigating factors influencing user intention, specifically e-
service quality and e-trust, and their impact on user satisfaction. Employing a quantitative approach with an associative design, data was gathered
from 190 Midi Kriing App users in Surabaya, Indonesia. Structural Equation Modeling (SEM), particularly Partial Least Squares (PLS) in
SmartPLS, was utilized to explore relationships between variables. Research findings indicate that e-service quality and e-trust significantly
impact user satisfaction, with a p-value of 0.00. Similarly, user satisfaction significantly influences the intention to use the Midi Kriing App, with
a p-value of 0.00. Among these hypotheses, the statistical t-value of user satisfaction with the intention to use the Midi Kriing App, at 9.871, is
higher than the relationship between e-service quality and e-trust with user satisfaction. Nevertheless, these hypothesis tests confirm statistically
significant relationships, supporting the reliability and significance of each construct's measurement instruments. In conclusion, this research
emphasizes the pivotal role of satisfaction in its relation to e-service quality, e-trust, and the intention to use the Midi Kriing App. Managerial
implications stress the importance of enhancing these factors to drive app usage. Improving e-service quality can be achieved through active
efforts such as enhancing responsiveness, reliability, and user-friendliness. Similarly, building e-trust involves securing user data and providing
a positive user experience.
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1. Introduction

In the current digital era, the transformation of information technology has shifted consumer behavior paradigms,
particularly in their inclination towards conducting transactions through e-commerce platforms [1],[2],[3]. A
significant manifestation of this change is the Midi Kriing App, an e-commerce application garnering attention and
operated by PT Midi Utama Indonesia Tbk. Its presence is not merely an additional element but an integral part of the
new landscape in electronic commerce, offering a diverse range of products and services to consumers. Despite the
substantial opportunities created by the increasing adoption of e-commerce applications, challenges need to be
addressed. The key to success lies in the importance of maintaining user satisfaction, building trust, and stimulating
users' intentions to continue using the application [4], [5]. Therefore, companies, especially PT Midi Utama Indonesia
Tbk, are expected to implement innovative and effective strategies to overcome these challenges. By focusing on these
aspects, the company can leverage the positive momentum of digital transformation and strengthen its position in the
continually evolving e-commerce industry.

The Midi Kriing App possesses significant advantages as an e-commerce platform that can be a key factor in
understanding consumer usage trends. This uniqueness is realized through innovative features, transaction
convenience, and the variety of products offered. Innovative features, such as intuitive navigation systems and
sophisticated personalization capabilities, enhance the shopping experience and captivate users. Transactional ease,
including secure and efficient payment processes, adds to the attractiveness of this application as consumers' preferred
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choice. Moreover, Midi Kriing App distinguishes itself by presenting a diverse range of products, encompassing
various categories and renowned brands. Consequently, the application can meet diverse consumer needs, making it a
comprehensive choice in the e-commerce market. Given the fierce competition in this industry, a deep understanding
of factors influencing user interest becomes crucial. Therefore, Midi Kriing App not only offers products and services
but also builds strong relationships with consumers through intelligent marketing strategies and responsive customer
support. With this approach, Midi Kriing App can position itself as a market leader not only in technology but also in
understanding and meeting the needs and expectations of modern consumers.

Research on the intention to use Midi Kriing App is grounded in the significant growth of its presence among Alfamidi
consumers. While e-service quality and e-trust are acknowledged as key factors influencing user satisfaction [6], [7],
[8] and the intention to use an application [9], [10], there is no specific research exploring these relationships in the
context of Midi Kriing App. With this empirical foundation, the research aims to fill this knowledge gap by identifying
the extent to which e-service quality and e-trust influence user satisfaction with Midi Kriing App. Additionally, the
research aims to understand how user satisfaction influences the user's intention to continue using the application.
Through the applied empirical approach, this research is expected to provide deeper insights into the factors shaping
user intentions to use Midi Kriing App. Thus, the research results can significantly contribute to the literature in the e-
commerce field, particularly in further understanding the interaction between e-service quality, e-trust, user
satisfaction, and the intention to use the application.

Theoretical enrichment of the literature is achieved by investigating the relationships between e-service quality, e-trust,
user satisfaction, and intention to use in the context of Midi Kriing App. Through comprehensive analysis, the research
not only explores correlations between variables but also seeks to integrate these findings with existing conceptual
frameworks in the literature of online consumer behavior and information technology. This approach provides deep
theoretical insights, identifying factors driving the use of e-commerce applications, specifically Midi Kriing App. The
motivation for this research is driven by the desire to make a significant contribution to understanding consumer
behavior in the digital era. By uncovering critical factors influencing the user's intention to use Midi Kriing App, the
research not only provides a better understanding of consumer preferences but also offers valuable guidance for e-
commerce companies in optimizing marketing strategies and product development. Thus, this research not only
enriches the literature but also has practical implications that can lead to improved performance and competitiveness
for companies in the increasingly complex e-commerce market.

Furthermore, this research makes a significant contribution through three main dimensions: practical, theoretical, and
methodological. From a practical perspective, the research results have the potential to provide valuable insights to the
management of Midi Kriing App. The generated information can be used to design strategies to improve service quality
and build user trust, ultimately enhancing user satisfaction and encouraging sustained application use. Theoretical
contributions involve enriching the literature by introducing a new perspective on understanding consumer behavior in
the digital era. The construction of a solid and in-depth conceptual framework is expected to serve as a foundation for
further research and theory development. Meanwhile, from a methodological standpoint, the research adopts a
guantitative approach using questionnaires distributed to Midi Kriing App users. The data collection process will be
thorough, and statistical analysis, particularly structural equation modeling, will be employed to test research
hypotheses, making the research methodology advanced and detailed. Thus, this research not only provides direct
practical contributions but also deepens theoretical understanding and presents a robust methodology.

2. Literature Review and Hypothesis

2.1. The Relationship between E-Service Quality and User Satisfaction.

E-Service Quality (e-SQ) is a concept encompassing dimensions of service quality [11], [12], [13] related to customer
experiences in using e-commerce applications. These dimensions span from tangibles, covering the visual aspects and
user-friendliness of the application, to reliability, measuring the application's ability to meet customer expectations
[14], [15]. Responsiveness is a key factor, assessing the speed and accuracy of the application's response to customer
requests [16]. Assurance plays a crucial role by evaluating the application's ability to provide a sense of security and
comfort to customers [17]. Lastly, empathy highlights the application's ability to understand customer needs and desires
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[18], [19]. Through these dimensions, e-SQ becomes a holistic framework for evaluating and enhancing service quality
in the context of e-commerce. The optimal use of e-commerce applications depends on how well each dimension is
fulfilled. By focusing on tangibles, reliability, responsiveness, assurance, and empathy, service providers can shape a
better digital environment, ensuring customer satisfaction [11], and strengthening their reputation in this competitive
market.

Meanwhile, customer satisfaction in the context of e-commerce applications can be measured through evaluations of
various aspects. These factors involve satisfaction with the products or services offered, evaluations of the purchasing
and delivery processes, and satisfaction with customer service [20], [21]. Customer satisfaction indicators are crucial
in determining the extent to which customers feel satisfied after interacting with e-commerce applications. The
importance of customer satisfaction is not only reflected in the quality of products or services but also in the overall
experience of choosing, purchasing, and using application services. Evaluations of these aspects provide a holistic
picture of the extent to which the application can meet customer expectations and needs. Therefore, e-commerce
companies need to continuously monitor and improve customer satisfaction indicators to ensure that the customer
experience remains positive and builds long-term loyalty.

Several studies have indicated a positive and significant relationship between e-SQ and customer satisfaction [6], [7],
[8]. Specifically, aspects such as an attractive interface, ease of application use, timely delivery, quick response to
customer requests, a sense of security, and understanding customer needs contribute to increased customer satisfaction
[22], [23]. In the context of digital shopping applications, digital service quality aspects such as application interface
design, reliability, responsiveness, and trust have also been proven to positively influence customer satisfaction [24],
[25]. Some studies emphasize the importance of digital service quality dimensions, such as system quality, information
quality, and cognitive trust, in shaping customer satisfaction perceptions [6], [8], [26]. Therefore, within the framework
of this research, a hypothesis is proposed indicating that the higher the customer's perception of the e-service quality
of an application, the higher the level of customer satisfaction with the use of the Midi Kriing application.

H1: E-Service Quality influences user satisfaction with the Midi Kriing application.

2.2. The Relationship between E-trust and Satisfaction

E-trust and satisfaction are fundamental concepts in digital marketing that are interrelated and play a crucial role in
shaping consumer behavior. E-trust, defined as consumer trust in websites or e-commerce applications, and
significantly impacts user satisfaction [7], [27], [28]. The relationship between the two is positive, implying that the
higher the level of consumer trust in a digital platform, the higher the satisfaction they experience. One primary reason
for the influence of e-trust on satisfaction is its ability to mitigate perceived risks in online transactions [29], [30].
Consumers with high trust levels in a website or e-commerce application tend to feel more confident that their
transactions will proceed smoothly and securely [31], [32]. Consequently, this trust directly enhances their satisfaction
with the shopping or digital service experience.

Moreover, e-trust can also elevate consumer expectations. Consumers who trust a digital platform have higher
expectations regarding the quality of service they will receive [33], [34]. These heightened expectations can trigger
satisfaction if the website or application manages to meet or exceed them. In this context, several studies have indicated
that e-trust not only directly affects consumer satisfaction but also does so through increased expectations and risk
reduction [7], [35]. A study on e-service quality and satisfaction found that trust significantly influences customer
loyalty, with satisfaction acting as a mediator in this relationship [36]. Similar findings have been observed in other
studies, affirming that e-trust has a substantial impact on satisfaction [37]. Furthermore, these findings underscore that
e-trust and satisfaction are interconnected, playing a pivotal role in shaping user intentions in using e-commerce
applications. Therefore, the following hypothesis is proposed:

H2: E-trust influences user satisfaction with the Midi Kriing application.

2.3. The Relationship between User Satisfaction and Intention to Use the Midi Kriing Application

The relationship between user satisfaction and the intention to use an e-commerce application, such as Midi Kriing, is
a key factor in understanding the acceptance and utilization of the application. User satisfaction with the features,
performance, and overall user experience offered by Midi Kriing can directly influence their intention to continue using
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the application. When users are satisfied with the functionality and quality of service provided by Midi Kriing, it is
likely that they will have a stronger intention to use the application consistently. Therefore, enhancing user satisfaction
through innovation, security, and user-friendly features in Midi Kriing has the potential to increase users' intention to
continue utilizing the application in their daily financial activities.

In the context of technology usage behavior theory, two main theories are relevant to this discussion: the Technology
Acceptance Model (TAM) [38] and the Expectation-Confirmation Model (ECM) [39]. According to Davis [38] in
TAM, satisfaction is viewed as the outcome of user experience with technology or applications, while the intention to
use the application is seen as a predisposition to accept and use the technology. In the TAM context, satisfaction can
influence the intention to use the application, meaning that the more satisfied users are with the application experience,
the higher the likelihood they will have the intention to continue using it.

Meanwhile, the ECM perspective also considers the role of satisfaction in the context of technology usage. According
to ECM, the intention to use the application is influenced by the confirmation of expectations and user satisfaction
[39]. Confirmation of expectations relates to the extent to which the user experience aligns with their initial expectations
[40], [41]. Satisfaction can strengthen the relationship between confirmation of expectations [42], [43], [44] and the
intention to use the application, indicating that the more satisfied users are, the greater the likelihood they will have the
intention to continue using the application [45], [46]. Based on these two theories, it can be argued that satisfaction has
an impact on the intention to use the application. In other words, the better the user experience and the more satisfied
users are with the application, the higher the likelihood they will have the intention to continue using the application.
Thus, the hypothesis can be formulated as follows:

H3: User satisfaction influences the intention to use the Midi Kriing application.
3. Method

The research adopted a quantitative approach utilizing an associative research design. Data collection was executed
through a survey method, employing a questionnaire as the primary research tool. The primary data were obtained from
users of the Midi Kriing app in Surabaya, Indonesia, who had completed purchases in the preceding three months. A
sample size of 190 respondents was selected following the guidelines set by Hair et al. [47] for Structural Equation
Model (SEM) analysis, that is 10 times the number of research indicators (10x19). The survey aimed to investigate the
relationships between various factors and their impact on consumer behavior within the Midi Kriing app context.
Participants were required to share insights into their purchasing patterns, preferences, and overall satisfaction with the
app. The study focused on analyzing three primary variables: e-service quality and e-trust as independent variables, the
intention to use the Midi Kriing app as the dependent variable, and user satisfaction as an intervening variable. The
examination of these variables aimed to provide a comprehensive understanding of the relationships among them.
Firstly, e-service quality and e-trust were explored as factors influencing users' intention to use the Midi Kriing app.
Secondly, the study investigated the role of user satisfaction in mediating the connection between e-service quality, e-
trust, and the intention to use the app. This dissection of components aimed to enhance insights into user behavior
dynamics within the Midi Kriing app context. This analytical approach aligns with the broader objective of advancing
our understanding of the factors contributing to the successful adoption and satisfaction of users in the digital services
realm.

The measurement and hypothesis testing in this research are based on the respective indicators of each variable, namely
E-service quality (E-SQ), which consists of the indicators Quick and easy shopping, Fast application usage, User-
friendly, Well-organized, and Issue resolution capability [48]. E-trust (E-T) is composed of the indicators Trust in
purchasing process, Security in transactions, Confidentiality of personal data, Transaction verification, and Overall
trust in the app [49]. User satisfaction (E-S) consists of the indicators Added value, Happiness, Positive experience,
Meeting expectations, and Overall satisfaction [50]. Intention to Use Midi Kriing App comprises indicators such as
Intention to continue usage, Likelihood of reuse, Future usage, and Future preference for purchases [51]. These
indicators were subsequently developed into a research questionnaire using a Likert scale ranging from 1 (Strongly
Disagree) to 7 (Strongly Agree) to elicit responses from research participants, forming primary data for the necessary
measurement and statistical testing in data analysis. In this context, data analysis was conducted using SmartPLS
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software, operated through computer media. Partial Least Squares (PLS) is a variance-based SEM analysis that can
simultaneously perform measurement model testing and structural model testing.

The rationale for employing SEM analysis in this research is grounded in its status as a potent statistical tool capable
of examining intricate theoretical models that encompass relationships among variables. SEM proves particularly
valuable for investigating causal relationships, latent variables, and intricate models [52]. By integrating structural
equations and measurement models, SEM allows researchers to investigate causal relationships between variables, test
hypotheses, and gain a more comprehensive understanding of the intricate relationships within a specific concept or
phenomenon. The data testing process in this analysis involves a rigorous assessment of validity and reliability. Model
validity is scrutinized through convergent and discriminant validity tests, applying specific criteria, including factor
loading thresholds > 0.7 and Average Variance Extracted (AVE) > 0.5. To ensure robust results, data reliability is
carefully examined, including measures of internal consistency, such as Cronbach's alpha coefficient, with criteria >
0.7 considered acceptable. This comprehensive analysis is conducted to instill confidence and accuracy in the collected
data, laying a strong foundation for further statistical analysis. The final stage of this analysis involves hypothesis
testing using the Bootstrapping technique provided by the Smart PLS application.

4. Result and Discussion

4.1. Respondent Profile

The analysis of research findings commences by examining the characteristics of the respondents as an initial step to
comprehend the research participant profiles. The analysis of respondent characteristics encompasses variables such as
gender, age, marital status, educational level, and occupation. The objective of this analysis is to gain in-depth insights
into the research participants, providing a rich context for the forthcoming findings. The approach utilized in this
analysis is descriptive statistical analysis, aimed at systematically detailing and illustrating respondent characteristics.
The results of this analysis are manifested in the form of frequency distributions, graphically illustrated in Figure 1.
The frequency distribution offers a comprehensive view of the distribution of respondent characteristic values, aiding
researchers and readers in better understanding the data spread. Through this approach, the research not only presents
guantitative findings but also provides a comprehensive overview of the respondents who are the subjects of the study.
The analysis of respondent characteristics not only serves as an essential initial step in this research but also establishes
a solid foundation for interpreting subsequent results, enriching our understanding of the social context of these
research respondents.
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Figure 1. Respondent profile

The respondent profile for the Midi Kriing app reveals a diverse user base. In terms of gender, there is a relatively
balanced representation, with 44.2% male and 55.8% female users. Age distribution shows that the majority of users
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fall within the 26 to 35 years old category (46.8%), followed by those aged 18 to 25 years old (22.6%). Marital status
indicates a nearly equal split between married (48.9%) and single (51.1%) users. Education levels vary, with the highest
percentage completing or currently completing high school (13.2%), followed closely by those with bachelor's degrees
(39.5%). Users with master's degrees account for 35.3%, while those with doctoral degrees represent 12.1% of the
respondents. In terms of occupation, the app is used by a diverse group, with entrepreneurs constituting 33.2%, civil
servants at 39.5%, and housewives at 14.2%. The findings suggest that Midi Kriing appeals to a broad demographic,
attracting users across different genders, age groups, marital statuses, educational backgrounds, and occupations.

4.2. Structural Equation Modeling Analysis

After analyzing the characteristics of the respondents, the next step is to conduct testing and measurement of the
research model. This model analysis consists of two main parts: the measurement model and the structural model. The
measurement model is designed to assess the validity and reliability of the indicators used to measure variables within
the model. Validity refers to the extent to which these indicators can measure what should be measured, while reliability
measures the consistency of these indicators in measuring the same variable. Meanwhile, the structural model is used
to test the relationships between latent variables in the model. In the context of this research, the relationships between
latent variables involve e-service quality, e-trust, user satisfaction, and intention to use the Midi Kriing app. Testing
these relationships helps to understand the interconnections between variables and their impact in the context of Midi
Kriing app usage. The overall process provides a deeper understanding of the factors influencing user satisfaction and
intention to use the application.
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Figure 2. Structural Model

The results of the measurement model indicate that all items in the utilized instrument exhibit high and significant
factor loadings. Factor loadings range from 0.818 to 0.954, as depicted in Figure 2 and Table 1. This signifies a strong
correlation of each item with the measured construct. Thus, it can be concluded that this measurement instrument
possesses good validity, effectively measuring the intended variables accurately. The high factor loadings indicate that
each question or statement in the instrument contributes significantly to the overall construct. Therefore, this instrument
can be relied upon to assess user satisfaction, trust, and intention to continue using the Midi Kriing App. These findings
provide a strong foundation for the sustainability of application usage and reinforce confidence in the measurement
results obtained from the instrument.
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Table 1. Construct Reliability and Validity

Constructs ltems Factor Cronbach's Composite Average Variance
Loading  Alpha Reliability Extracted (AVE)
ESATL: | gain added value from using the 0.887
Midi Kriing App. )
ESAT2: Using the Midi Kriing App brings
. 0.954
me happiness.
Use_r _ ESA'_I’S: The Mldl Kriing App provides a 0.931 0.954 0.964 0.844
Satisfaction positive experience.
ESAT4: Midi Kriing App meets my 0.889
expectations. )
ESATS5: Overall, | am satisfied with using the 0.952
Midi Kriing App. )
ESQ1: The Midi Kriing application makes
: . 0.921
shopping quick and easy for me.
ESQ2: The Midi Kriing application is very
" 0.897
fast in its usage.
E-Se_rvme ESQS:_The Midi Kriing application is very 0.918 0.911 0.933 0.737
Quality user-friendly.
ESQ4: The Midi Kriing application is well-
i 0.937
organized.
ESQ5: Midi Kriing is capable of resolving
< . 0.921
my issues effectively.
ETR1.: I trust the purchasing process on the 0.818
Midi Kriing App. )
ETR2: | feel secure when conducting 0.876
transactions with the Midi Kriing App. )
ETR3: The Midi Kriing App ensures the
E-Trust confidentiality of my personal data. 0.827 0.944 0.960 0.856
ETR4: Midi Kriing App verifies all 0.868
transaction requests. ’
ETR5: Overall, I have complete trust in the 0.902
Midi Kriing App. )
ITN1: I intend to continue using the Midi 0.926
Kriing App to fulfill my needs. )
Intention to Use :;I’rll\:rz]g Ipiig;) likely to reuse the selected Midi 0.934
X“d' Kriing ITN3: I will use the chosen Midi Kriing App 0.917 0.956 0.966 0.852
PP in the future. )
ITN4: If | have to make another purchase, | 0.925

will use the chosen Midi Kriing App.

The reliability test results in Table 1 depict that the user satisfaction construct exhibits a very high level of reliability,
with a Cronbach's Alpha value reaching 0.954, Composite Reliability of 0.964, and Average Variance Extracted (AVE)
reaching 0.844. These findings indicate that the instrument used to measure satisfaction levels can consistently be relied
upon. Additionally, both the E-Service Quality and E-Trust constructs also demonstrate good reliability levels, with
Cronbach's Alpha values of 0.911 and 0.944 respectively, Composite Reliability of 0.933 and 0.960, and AVEs of
0.737 and 0.856 respectively. The measurement of Intention to Use the Midi Kriing App also shows a high level of
reliability, with a Cronbach's Alpha of 0.956, Composite Reliability of 0.966, and AVE of 0.852. Overall, these findings
instill confidence that the measurement instruments applied in this study possess consistency and reliability in
measuring the constructs under investigation.

Table 2. Discriminant Validity

Intention to Use

Constructs E-Service Quality E-Trust Midi Kriing App User Satisfaction
E-Service Quality 0.919

E-Trust 0.696 0.859

Intention to Use Midi Kriing App 0.362 0.511 0.925

User Satisfaction 0.456 0.670 0.580 0.923
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The results table of the discriminant validity test utilizes the Fornell-Larcker Criterion approach, indicating that the
diagonal values of each construct (main diagonal) represent the square root of the reliability of that construct, while
values outside the main diagonal represent the correlation between constructs. Based on these results, it can be
concluded that the E-Service Quality construct has a square root reliability value of 0.919, E-Trust of 0.859, Intention
to Use Midi Kriing App of 0.925, and user satisfaction of 0.923. Furthermore, the correlation between constructs
indicates that each value outside the main diagonal (inter-construct correlation) is lower than the square root of the
reliability of the respective construct, meeting the Fornell-Larcker criteria. Thus, it can be interpreted that the results
of this discriminant validity test support the adequacy of discriminant validity for these constructs, as the inter-construct
correlations do not exceed the reliability of each construct.

Table 3. R Square

Constructs R Square R Square Adjusted
Intention to Use Midi Kriing App 0.336 0.333
User Satisfaction 0.449 0.443

From the research findings presented in Table 3, it can be stated that e-service quality and e-trust have a significant
influence on the Intention to Use the Midi Kriing App. The R Square for the Intention to Use Midi Kriing App is 0.336,
indicating that approximately 33.6% of the variability in the intention to use the Midi Kriing application can be
explained by the variables of e-service quality and e-trust. Furthermore, Satisfaction also makes a strong contribution
to the Intention to Use Midi Kriing App, with an R Square of 0.449. This suggests that around 44.9% of the variability
in the intention to use the Midi Kriing application can be explained by the satisfaction variable. These results indicate
that satisfaction acts as a mediator, strengthening the influence of e-service quality and e-trust on the intention to use
the Midi Kriing application. The nearly parallel Adjusted R Square with the R Square for both constructs indicates that
this model has a sufficiently high reliability in explaining the relationship between variables.

Table 4. Fit Summary for Saturated and Estimated Models

Fit Summary Saturated Model Estimated Model

SRMR 0.050 0.064
d_ULS 0.476 0.786
dG 0.810 0.818
Chi-Square 708.977 715.966
NFI 0.836 0.834

The fit summary table for saturated and estimated models presents a comparison of results between the saturated model
and the estimated model in the context of statistical analysis. Specifically, the Structural Equation Modeling Root Mean
Square Residual (SRMR) value indicates that the estimated model has a score of 0.064, whereas the saturated model
has a lower value of 0.050. Additionally, other indices such as d ULS and d_G also depict significant differences
between the two models, with the saturated model showing lower values compared to the estimated model. Despite an
increase in the Chi-Square from the saturated model to the estimated model, other indicators like NFI demonstrate good
consistency between the two, with values of approximately 0.836 and 0.834, respectively. Thus, these findings may
suggest that the estimated model exhibits a good level of fit, even though some indicators indicate differences compared
to the saturated model.

Table 5. Hypothesis test results

Hypothesis test T Statistics P Values
E-Service Quality -> User Satisfaction 0.181 0.000
E-Trust -> User Satisfaction 7.653 0.000
User Satisfaction -> Intention to Use Midi Kriing App 9.871 0.000

The hypothesis testing results indicate a significant relationship between E-SQ and user satisfaction, with a T-statistic
value of 0.181 and a p-value of 0.000. Similarly, a strong relationship exists between E-Trust and user satisfaction, as
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evidenced by a T-statistic of 7.653 and a p-value of 0.000. Furthermore, the level of user satisfaction also positively
influences the user's intention to use the Midi Kriing application, with a T-statistic value of 9.871 and a p-value of
0.000. These findings suggest that all relationships tested in this study are statistically significant, indicating the
importance of these factors in influencing user satisfaction and intention to use the Midi Kriing App.

4.3. Discussion

This research demonstrates a close theoretical and empirical relationship in the context of the connection between E-
SQ, E-Trust, user satisfaction, and user intention to use the Midi Kriing application. Theoretically, E-SQ has a positive
impact on user satisfaction, in line with theoretical frameworks emphasizing that excellent electronic services can
enhance user satisfaction. In this context, the positive results of hypothesis testing indicate a significant relationship
between E-SQ and user satisfaction with a low p-value (0.000), providing strong support for this view. In other words,
better electronic service quality significantly enhances user satisfaction. These findings are consistent with related
literature, supporting the assumption that users experiencing better electronic services tend to have higher satisfaction
levels. Additionally, the influence of e-service quality on satisfaction in the context of Midi Kriing app usage is due to
its crucial role in user satisfaction, encompassing factors such as navigational ease and responsive interfaces that
enhance user efficiency, reliable system performance and feature availability supporting a seamless experience, secure
data handling providing user confidence, responsive customer support enhancing satisfaction by addressing issues or
queries promptly, and technological innovation and regular updates creating a current and engaging user experience.
Furthermore, positive e-service quality also positively influences user perceptions, creating a positive satisfaction cycle
and reinforcing user attachment to the Midi Kriing app. These findings underscore the importance of prioritizing
electronic service quality to achieve optimal user satisfaction, a concept applicable to the development and
enhancement of Midi Kriing and other electronic platforms.

Meanwhile, the strong relationship between E-Trust and user satisfaction indicated by a high T-statistic value (7.653)
and a low p-value (0.000) also supports the theory. Electronic trust theories emphasize that user trust in online platforms
or services can influence their satisfaction. These results confirm that higher user trust levels in the platform correlate
with higher user satisfaction. The Technology Trust Theory (TTT) [53] and Web Trust Theory (WTT) [54] support
these findings by indicating that user trust in security, integrity, and service availability can enhance their satisfaction.
The influence of e-trust on satisfaction in the context of Midi Kriing app usage is also attributed to its crucial role in
affecting user satisfaction, creating a secure online environment, reducing the risk of fraud and data leaks, strengthening
interactions between users and the app, enhancing transactional comfort and confidence, and building a positive
reputation through recommendations and positive feedback.

On the other hand, the positive relationship between user satisfaction and user intention to use the Midi Kriing App
aligns with the theory of user intention behavior. According to the Theory of Planned Behavior [55], user satisfaction
is a crucial factor in shaping user intentions to adopt or use a technology or application [56]. The hypothesis testing
results showing a T-value of 9.871 and a p-value of 0.000 confirm that user satisfaction significantly influences the
intention to use the Midi Kriing App. The influence of user satisfaction on the intention to use the Midi Kriing
application is also attributed to the pivotal role of satisfaction in shaping users' intent to continue utilizing the
application. In this regard, happiness, as a key satisfaction indicator, emerges as the most significant contributing factor
in the context of the intention to use the Midi Kriing App. Emotional well-being directly affects users' perceptions of
their shopping experiences, making it a crucial aspect. The satisfaction and joy derived from using the application
create positive associations, establish trust, and enhance customer loyalty. Furthermore, the happiness associated with
Midikriing App usage can generate intrinsic motivation for customers to persist in using the service, as enjoyable
shopping experiences psychologically act as strong drivers for customers to consistently uphold their decisions in
repeatedly utilizing the application. Therefore, understanding happiness as a primary indicator of customer satisfaction
becomes essential in designing marketing and development strategies for shopping applications, such as the Midikriing

App.
Empirically, this research reinforces previous findings that have investigated similar relationships. Several previous

empirical studies, especially those focusing on E-Service Quality and user satisfaction in the context of applications or
online services, consistently show a positive and significant relationship. For example, Ghane et al. [57] found that e-
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trust and e-service quality have a strong direct effect on user satisfaction. Similar findings are evident in previous
research on electronic trust and user satisfaction, validating this relationship empirically. This research aligns with
earlier findings emphasizing that user trust is a significant predictor for user satisfaction in the context of online
services. Prihandoko & Siwabessy's research [58] supports this concept by finding that e-service quality, trust, and
perceived value simultaneously influence customer satisfaction. Therefore, the overall results of this research provide
significant and consistent empirical contributions to existing literature, enriching the understanding of the relationship
between E-Service Quality, trust, and user satisfaction in the context of online services.

Moreover, the significant findings related to user satisfaction influencing the user's intention to use the Midi Kriing
App align with a series of previous studies highlighting the crucial role of user satisfaction in shaping user intentions
towards technology use. For instance, a study in Uzbekistan asserts that website design, perceived usability, and
customer satisfaction positively influence the user's intention to utilize e-commerce platforms for product purchases
[59]. Another study, conducted in a different context, reveals that factors such as external locus of control and ease of
use significantly impact user intentions to use e-commerce applications [60]. Similarly, results from a study in
Indonesia show that system quality and service quality significantly influence the user's intention to use fast trading
applications, ultimately impacting user satisfaction [61]. Collectively, these findings reinforce the view that customer
satisfaction plays a central role in influencing user intentions to adopt e-commerce applications, including the Midi
Kriing App. These findings not only contribute theoretically but also solidify the empirical foundation of previous
research connecting user satisfaction closely with user intentions to use applications or online services. Therefore, a
deep understanding of this relationship becomes not only a theoretical foundation but also a robust basis for designing
application development strategies to ensure optimal user satisfaction and retention.

5. Conclusion

This research unveils profound insights into the factors influencing the intention to use the Midi Kriing App, elucidating
the pivotal roles of e-service quality and e-trust in shaping user behavior. The explicit findings of the study identify
satisfaction as a factor playing a primary role in the relationship between these factors. The analysis reveals that over
one-third of the variability in usage intention can be explained by the crucial combination of e-service quality and e-
trust, underscoring their significant relevance in this application context. From a managerial perspective, these findings
contribute significantly by outlining practical implications and emphasizing that improving e-service quality and e-
trust can drive app usage. Therefore, development strategies focusing on enhancing these factors become paramount.
The importance of e-service quality involves active efforts by developers and service providers to enhance the
electronic service quality, encompassing aspects such as responsiveness, reliability, and user-friendliness of the Midi
Kriing App. This includes improving the functionality and performance of the application, ensuring users can easily
access and utilize the services without hindrance. On the other hand, building e-trust involves establishing user trust in
the Midi Kriing App, encompassing measures to safeguard user data, providing clear information about privacy
policies, and delivering an overall positive user experience. The success of these strategies is reinforced by the critical
role of user satisfaction as a mediator, emphasizing the need to integrate user satisfaction at every strategic step to
ensure the Midi Kriing App remains relevant and effective in meeting user expectations. Theoretical contributions of
this research enrich the conceptual framework in understanding the underlying factors influencing app usage intention.

It is crucial to acknowledge the limitations of this study, especially in generalizing findings only to specific contexts
and industries. Therefore, readers and practitioners should exercise caution when applying these findings in different
contexts, considering potential significant differences. The research specifically focused on certain variables, such as
e-service quality, e-trust, and satisfaction. However, focusing on these variables may overlook other factors that could
have a significant contribution to the research outcomes. Thus, in interpreting and applying these findings, it is essential
to consider a broader context and additional factors that may play a crucial role in understanding the studied
phenomenon. By recognizing and acknowledging these limitations, we can enhance the quality of understanding this
research's findings and design a more holistic and contextual approach in applying research outcomes to practical
settings. Further studies could expand the scope by investigating additional variables, such as user experience,
perceived value, and social influence, to gain a deeper understanding of the factors motivating users to use the Midi
Kriing App.
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